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struction, etc. 


A Look at the Canadian Market 


Starting on Page 67 of this issue, ADVERTISING AGE presents a 
comprehensive picture of the booming Canadian market. This 
picture is presented in two ways: 

1. From the statistical standpoint, with a wealth of data on 
the Canadian economy in 1955, including information on Ca- 
nadian agriculture, income, sales, population, car ownership, con- 


2. From the company history standpoint, with a long and 
detailed story on one of Canada’s biggest business enterprises, 
the vast and sprawling world of Canadian Pacific. 

In these two major stories, complete with illustrations and 
interesting sidelights, AA has attempted to collect all available 
material about Canada that will be useful to marketers who are 
either currently doing business or plan to enter the rapidly ex- 
panding market of our neighbor to the north. 
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ANPA Will Seek 
Settlement with 
U.S., Slocum Says 


Hor Sprincs, ArK., Oct. 5—Rich- 
ard W. Slocum, v.p. and general 
manager of the Philadelphia Bul- 
letin, and president of the Ameri- 
can Newspaper Publishers Assn., 
told the Southern Newspaper 
Publishers’ Assn. here today that 
another effort will be made to 
settle the government’s anti-trust 
suit against the ANPA, the Four 
A’s and other publisher associa- 
tions by negotiation. 

“This litigation is unnecessary,” 
he declared, adding that though 
the association was rebuffed in its 
earlier efforts to discuss the mat- 
ter before the Department of Jus- 
tice filed suit, another approach 
would be made to seek a confer- 
ence to discuss all aspects of the 
subject. 


= Mr. Slocum said that the suit 
is regarded as a serious threat, for 
in the event of an injunction fol- 
lowing a consent decree or court 
decision, the freedom of the press 
would be threatened because of 
possible contempt proceedings 
(Continued on Page 4) 


Film Studios, Tv 
Powers Square Off 
in Anti-Trust Case 


GLENDALE, Cau, Oct. 6—The 
government brought its first wit- 
nesses into court here this week 
before Federal Judge Leon Yank- 
wich in its anti-trust action against 
motion picture studios accused of 
conspiracy to withhold 16mm 
prints of theater pictures from 
television, and from showing to 
clubs, resorts and other non-per- 
manent theatrical or restricted au- 
diences. 

Chief defendants are 20th Cen- 
tury Fox, Warner Bros., Universal 
International, Columbia Pictures 
and RKO. Named as co-conspira- 
tors are a number of associations of 
theater owners. 

Defendants have taken the posi- 
tion that economics have dictated 
the refusal of pictures to television 
and that no conspiracy was needed 
to make defendant companies indi- 
vidually realize television could not 
bring in the revenues needed to 
make pictures of high quality and 
at a profit. They argue that tele- 
vision is hurting theaters and fur- 
nishing of films to television would 
further damage them. 


® The government says each of 
the defendants had substantially 
(Continued on Page 113) 


Cigaret Sales Dropped, Per-Carton 
Ad Costs Rose Slightly in 1954 


Per-Carton Ad Costs 
Reached 4¢, a 2.5% 
Gain Over ‘53's 3.9¢ 


Cuicaco, Oct. 6—While cigar- 
et sales and advertising went down 
in 1954, ad costs per carton went 
up slightly for the third consecu- 
tive year. 

Although this drop in sales is 
true for the industry as a whole, 
figures compiled by ADVERTISING 
AcE indicate that losses were felt 
primarily by the regular and king- 
size cigarets, whereas filter cigaret 
sales went up. In two cases, two 
new brands of filter cigarets man- 
aged to capture sizable sales. 

All this suggests that the cancer- 
and-health scare continued to af- 
fect people’s ideas about cigaret 
smoking through 1954 as it did in 
1953. 


= In terms of money, it took 3.9¢ 
to sell a carton of cigarets in 1953 
and it took 4¢ to sell a carton in 


1954, a 2.5% increase. In other 
words, cigaret makers spent $72,- 
935,000 in 1954 to sell 1,832,000,000 
cartons of cigarets. In 1953, they 
spent $74,948,000 to sell 1,929,- 
000,000 cartons. 

This means cigaret makers spent 
2.6% less money on advertising, 
and sold 5% fewer cigarets in 1954 
compared with 1953. 

ADVERTISING AGE’s analysis of 
ad costs in the cigaret industry is 
based on figures compiled from 
several sources. These are Busi- 
ness Week’s annual survey of the 
industry (AA, Jan. 10) and adver- 
tising expenditures for cigaret 
companies reported by Leading 
National Advertisers for magazines 
and network radio and tv, and by 
the Bureau of Advertising for 
newspapers and supplements. 

It should be noted that the 
source for advertising expenditures 
does not include some very im- 
portant media, such as spot radio 
and tv, outdoor, point of sale, 

(Continued on Page 110) 
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RED SPARKS—Fashion colors in lin- 

gerie will be emphasized by Luz- 

ite lingerie division of Holeproof 

Hosiery Co. in the first promotion 

of its Red Spark, in this full color 
ad in Life, Oct. 17. 


Proxy Fighters 
Ad Claims Come 
Under SEC Gun 


WASHINGTON, Oct. 6—The Secur- 
ities & Exchange Commission said 
today that it has no intention of 
regulating the operation of the 
press, but it left no doubt that it 
is determined to keep a sharp eye 
on statements which participants 
in proxy fights make in advertis- 
ing and publicity materials. 

The commission’s position was 
explained in a letter to Cranston 
Williams, general manager of the 
American Newspaper Publishers 
Assn., who had expressed fear that 
tighter proxy rules now being con- 
sidered by the SEC might result 
in press censorship. 

In his letter to the commission, 
Mr. Williams said ANPA is con- 
cerned that no rule be adopted 
which would require prior approv- 
al by any government agency of 
anything to be published in a 
newspaper, whether in the form of 
advertising or news or editorial 
comment. He also asked whether 

(Continued on Page 116) 


Network Radio 


New York, Oct. 7—An inter- 


| | network dispute over what kind of 


figures should be published has re- 
sulted in a discontinuation of the 
release of monthly network radio 
time sales figures by Publishers 
Information Bureau. 

PIB, which has been publishing 
the monthly gross expenditures for 
network radio since 1927, an- 
nounced the suspension of the 
service this week, effective as of 
August, 1955. It will continue to 
publish monthly network break- 
downs on tv time sales. 

“Recent changes in the rate and 
discount structures of the various 
networks have seriously affected 
the comparability of the gross bill- 
ing figures, one network with 
another, and also the comparabil- 
ity of current figures with those 
of the past,” W. H. Mullen, secre- 
tary of the bureau, explained in a 
statement. 


® “Accordingly, any such data as 
previously published by. PIB seems 
no longer valid either as indica- 
tive of month-to-month trends or 
relative time costs of sponsored 
programs. Since PIB has always 
prided itself on the accuracy of its 
media data, the decision to suspend 
(Continued on Page 8) 


Pabst Out, Schick In 
lat Warwick & Legler 


i PIB Abandons 
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Time Sales Data 


Burnett Gets Blue Ribbon 
Beer, While W&L Takes 
Schick Shaver from K&E 


New York, Oct. 7—Warwick & 
Legler has had a hectic week. After 
14 years as agency for Pabst Brew- 
ing Co. it has lost the Blue Ribbon 
beer end of the account to Leo 
Burnett Co., Chicago. 

But at the same time it was 
dropping most of Pabst in a “di- 
versification” move, Warwick was 
picking up a similar-size chunk 
of billings by taking the Schick 
shaver account from Kenyon & 
Eckhardt. 

And to cap it all the agency 
added Harger-Haldeman, West 
Coast Chrysler-Plymouth dealer 
billing about $250,000. 


® Leo Burnett was appointed to 
handle Blue Ribbon beer adver- 
tising starting next Jan. 1. War- 
wick & Legler, however, is far 
from out of the Pabst picture; it 
continues to handle three Pabst 
divisions: Pabst Sparkling Bever- 
ages and Hoffman beverages out 
of its New York office and Eastside 
beer out of its Los Angeles office. 

Burnett is taking over the Blue 
Ribbon segment with a beer ac- 
count already in the house—G. 
Heileman Brewing Co., La Crosse, 
Wis., which the agency acquired 
two years ago. Under an amicable 
agreement, Burnett will continue 

(Continued on Page 117) 


Newsprint Shortage Looms, Southern 
Newspaper Publishers Are Told 


Hor Sprincs, ArkK., Oct. 5—Rum- 
blings of an impending newsprint 
shortage which may affect the 
ability of newspapers to handle 
the record-breaking volume of ad- 
vertising they are now carrying 
were heard at the convention of 
the Southern Newspaper Publish- 
ers’ Assn., whose 52nd annual con- 
vention closed here today. 


which Anacin is the largest. 


Donahue & Coe, it is understood, 


Last Minute News Flashes 


Biow-Beirn-Toigo Adds Two Whitehall Products 


New York, Oct. 7—Whitehall Pharmacal Co. has appointed Biow- 
Beirn-Toigo to handle advertising for two additional products. They 
are Hopper home facial and an unnamed toiletry for which newspaper 
advertising in several test areas will be scheduled. Batten, Barton, 
Durstine & Osborn previously had the home facial account. This brings 
the total number of Whitehall products in the Biow shop to 14, of 


Burlington Mills Names JWT for Special Drive 


New York, Oct. 7—Burlington Mills Corp., subsidiary of Burlington 
Industries, has appointed J. Walter Thompson Co. to handle a special 
institutional campaign, details of which will be announced next week. 


will continue to handle all other 


advertising for all Burlington Mills divisions. Thompson already han- 
dles the Pacific Mills division of Burlington Industries. 


Armour Files Answer to FTC in ‘Churn’ Dispute 


in Chicago. 


New York, Oct. 7—Armour & Co. has challenged the view of the 
Federal Trade Commission in its reply to FTC’s complaint that the 
word “churned” in ads makes people think oleo is butter (AA, Sept. 
12). Cloverbloom 99 is literally churned in a veritable churn, answered 
Armour this week. Hearing on the semantic problem is set for Nov. 21 


(Additional News Flashes on Page 117) 


“Some newspapers are now crit- 
ically short of newsprint,” reported 
the newsprint committee, headed 
by T. A. Corcoran, Louisville Cour- 
ier-Journal and Times, chairman. 
“If the present rate of consumption 
continues, most of us will feel the 
pinch before the year is out. 

“The causes are an unprecedent- 
ed increase in consumption and a 
continuation of the high annual 
growth in exports.” 

In seven months this year, the 
committee report pointed out, con- 
sumption was 271,774 tons higher 
than for the same period in 1954, 
while exports from U.S. and Cana- 
dian mills for the first seven 
months increased 147,000 tons. 
North American newsprint produc- 
tion increased 7.1% in the first 
seven months, but the increase was 
not sufficient to offset both in- 
creases in domestic consumption 
and exports to foreign countries. 


® The committee warned publish- 
ers of the necessity of conserving 
newsprint by the elimination of 
waste, and added that production 
wastes are excessive in many 
plants. 

In view of the excellent financial 
position of newsprint mills, the 
committee expressed the belief 
that their “splendid earnings rec- 
ord obviates the possibility of any 
increase.” 

Prospect for further increases 

(Continued on Page 113) 
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News Not Enough; 


Hot Sprtncs, ArK:; Oct: 4—The | 
ideal newspaper publisher devotes | 
all of his attention to his commun- 
ity newspaper, has no other busi- 
ness interests and takes no part 
in partisan politics, Arthur Hays 
Sulzberger, president and publish- 
er of The New York Times, said 
in an address prepared for delivery 
at the convention of the Southern 
Newspaper Publishers’ Assn. here 
today. 

Since he was called back to New 
York by the unexpected death of 
his colleague, Julius Ochs Adler 
(see obituary on Page 91), his talk 
was printed for distribution to 
those attending the convention. In 
describing the attributes of the 
ideal newspaper publisher, Mr. 
Sulzberger said: 

“A publisher should operate in 


Integrated Push 
for Improvement 
of Homes Is Set 


New York, Oct. 5—Operation 
Home Improvement, a year-long 
sales promotion aimed at making 
1956 history’s biggest year in the 
physical improvement of America’s 
homes, is on its way, according to 
John R. Doscher, exec. director. 

All elements of the industry— 
trade associations, manufacturers, 
financing interests, ad agencies, 
national and trade magazines—are 
cooperating in the program, Mr. 
Doscher said. Under sponsorship 
of the Chamber of Commerce of 
the U. S., OHI is a small group 
charged with coordinating the pro- 
motional efforts of three major in- 
dustries—building materials, home 
equipment and financing. 

“ 56... the year to Fix,” is 
the slogan for the campaign. An 
OHI seal has been developed, and 
most major manufacturers of 
building materials and equipment 
are now making 
plans to use the 
seal in their ad- 
vertising sched- 
ules throughout 
the year, accord- 
ing to Mr. Dosch- 
er. 

Sears, Roebuck & Co. has adopted 
OHI as a basic part of its pro- 
motion for 1956. It will use the 
seal in local home improvement 
advertising and promotional ef- 
forts in all 700 retail stores. Sears 
also plans to urge all store man- 
agers to spearhead integration of 
the local home improvement in- 
dustry in order to make it easier 
for home owners to buy materials 
and services. 


Trading Stamp Case 
Dismissed; Judge 
Calls Law ‘Indefinite’ 


Denver, Oct. 5—The_ three- 
months-long court suit (AA, Sept. 
12) which Standard Store, Denver 
independent, brought against Den- 
ver’s Safeway Stores and King 
Supers—seeking $60,000 damages 
and contending that the grocery 
giants violated state fair trade 


Public Want to Read it: Sulzberger 


laws by selling specials at below 
invoice costs—was dismissed by | 
District Judge Joseph McDonald’ 
today on the ground that the 
Colorado law is “vague, indefinite 
and well nigh impossible to comply 
with.” 

The defendants thereupon indi- 
cated that the price war will go on, 
and grocers will continue to use 


Papers Must Make 


one community only. I do not be- 
lieve in chain operation unless 
it is strictly limited in area. A 
newspaper should lead the think- 
ing of the community in which it 
is published, but the leadership 
should be home grown.” 

The speaker said he was disqual- 
ified by his own stipulation, since 
the Chattanooga Times is also pub- 
lished by his company. 


= “My second thesis,” he contin- 
ued, “is that a publisher should be 
a newspaper man only. He should 
not be interested in any other busi- 
ness. A newspaper can be im- 
proved constantly, and in my judg- 
ment there isn’t time for anything 
else for the publisher who takes 
his job seriously. 

“I would even carry this thought 
to the extreme of saying that the 
ideal publisher should not have his 
money invested in anything except 
his own business, his home and—if 
there’s anything left over—in 
bonds of his own government. That 
automatically reduces the scope 
of his interests and must serve as 
an assurance as to his objectivity. 

“And finally, this paragon of 
virtue that I’m describing should 
not hold public office nor should 
he be active in politics. He should 
not, in my judgment, be violently 
partisan.” 


® Mr. Sulzberger emphasized the 
publisher’s responsibility in bring- 
ing the news to his readers clear- 
ly and completely as a means of 
aiding the public to understand the 
complex political, social and eco- 
nomic problems of the day. On 
the other hand, he said that citi- 
zens should be educated as to their 
responsibilities and urged to read 


(Continued on Page 51) 


Bruder 


Gregory 


NOTRE DAME FILMS—M. A. Bruder & Sons, Philadelphia maker of 

M.A.B. paints and Rich-Luzx finishes, will sponsor the films of the 

ten Notre Dame football games on WFIL-TV, Philadelphia, Mon- 

days, 9-9:30 p.m. At the contract signing are Thomas A. Bruder, 

president of M.A. Bruder; Sherman D. Gregory, WFIL-TV sales 

manager, and W. Wallace Orr, president, W. Wallace Orr Advertis- 
ing Agency, which handles Bruder advertising. 


Plymouth Hikes ‘56 Ad Budget 18%; 
Seeks to Garner 1112% of Market 


Cuicaco, Oct. 4—The Plymouth 
division of Chrysler Corp. is going 
all out this year to capture a siz- 
able chunk of the booming auto- 
mobile market. Plymouth’s goal 
is 114%% of the total car market. 

In addition to a hefty advertis- 
ing appropriation, which is expect- 
ed to exceed last year’s budget by 
18%, the company will come out 


General Mills Pushes Kids’ Do-It-Yourself, 


Box-Back Disneylands 


MINNEAPOLIS, Oct. 6—General’ 
Mills is tying up with Walt Disney | 
in a big way to promote its break-| 
fast cereals. 

The company disclosed that it is 
utilizing its position as the only 
cereal sponsor of the new one-hour 
“Mickey Mouse Club” tv show in 
combination with its first “across 
the board” premium plan, featur- 
ing Disneyland scenes on the backs 
of its five cereal packages so that 


youthful breakfasters can construct | 


their own miniature, do-it-yourself 
“Disneyland.” 


= General Mills sponsors six 15-| 
minute periods of “Mickey Mouse 
Club” each week over 83 ABC sta- 


via New TV Show 


creations will be reproduced in 
color on the back of each package 
of Wheaties, Kix, Cheerios, Sugar 
Jets and Trix. 


® Knox Reeves Advertising, Min- 
neapolis, which handles the Mick- 
ey Mouse show for General Mills, 
also collaborated with the compa- 
ny in originating this first pre- 
mium offered by all of its cereals 
at the same time. 

Each Disneyland scene on the 
back panel of a package contains a 
pattern of perforated “punch outs,” 
through which light from a* small 
electric bulb can shine. The bulb 
can be inserted through the front 
of the package. A complete set of 


tions. It has the “Mouseketeers”|18 scenes provides a miniature 


portion on Monday, Wednesday 
and Friday and the “Cartoon of the 
Day” on the same days. 

The Disneyland scenes package 
promotion is timed with the intro- 
duction of the tv program. Pictures 


of Disneyland and other Disney! 


Disneyland. 

The “Lone Ranger,” “Wyatt 
Earp,” “Barker Bill” and “Texas 
Ranger” programs, in addition to 
the “Mickey Mouse Club” and 
|print, will be used in the promo- 
tion. 


PANORAMA—Sun-Maid Raisin Growers of California, Fresno, will 
again concentrate raisin promotion activities during the pre-holiday 


season in 24-sheet and three-sheet 
out the 


outdoor posters like this through- 
country. 


with two advertising innovations, 
which Plymouth officials assert are 
“firsts” in the automobile indus- 
try. The ad drive will run from 
Oct. 21 through Dec. 31. 

Bruce E. Miller, Plymouth’s di- 
rector of advertising, told AA that 
for the first time, the general 
public will be invited to view new 
cars at the same time as the press 
and car dealers. Prior to the show- 
ing of 1956 Plymouths here yester- 
day, the public had never seen 
new cars until they were displayed 
in dealers’ showrooms. 


® Mr. Miller estimated that 2,000,- 
000 persons will see the new Ply- 
mouths at 138 showings throughout 
the U. S. before the cars reach the 
distributors. In the Chicago area, 
Plymouth used teaser newspaper 
ads and spot radio announcements 
to invite the public to the car pre- 
views. Similar teaser ad programs 
will be conducted throughout the 
country wherever previews are 
held, Mr. Miller said. Dealers also 
mailed out invitations to more than 
2,000,000 “prospects,” according to 
Mr. Miller. 

The format of the car showings 
also has been changed, he told AA. 
The theater-type presentation for 
dealers has been dropped, and 
dealers will see all the new models 
at one time. 

The general order for the show- 
ings will be to have the press and 
radio representatives in first. They 
will be followed by the dealers, 
then the public. At some of the 
showings, the dealers and their 
salesmen actually will take orders 
and sell cars, AA learned. 


® Plymouth expects to spend $1,- 
500,000 to conduct the 138 meet- 
ings. Mr. Miller told AA that at 
the first showing here yesterday, 
more than 8,000 members of the 
general public attended the sneak 
preview. Chicago area car dealers 
also indicated that they were 
pleased with the new arrangement, 


| 


Advertising Age, October 10, 1955 


Dole Quigrows 
Pineapples; Buys 
Coast Packers 


San Francisco, Oct. 4—The 
emergence of a new national ad- 
vertiser of major proportions may 
be the result of an announcement 
made here yesterday to the effect 
that the Dole Hawaiian Pineapple 
Co. plans a multi-million dollar 
expansion of its mainland activi- 
ties. 

The expansion contemplates a 
complete new nationally adver- 
ised line of canned fruits, vegeta- 
bles and other foods. 

Dole will acquire F. M. Ball & 
Co., Oakland canner, and Paulus 
Bros. Packing Co., Salem, Ore., 
in a merger subject to stockholder 
approval at a meeting scheduled 
for next month. 

Signed merger agreements pro- 
vide for stock exchanges plus 
one subsequent cash payment of 
$1,000,000. The immediate outlay 
at current stock values would ap- 
proximate $3,000,000, plus another 
$2,000,000 five years from now. 

Ball & Co., with 1,300 workers 
and sales last year of $7,500,000, 
is the largest single independent 
packing company in the San Fran- 
cisco Bay area. Paulus Bros. is the 
largest independently owned can- 
ner in the Pacific Northwest. It 
had sales last year of $5,800,000. 


® Dole sales last year were $58,- 
800,000. Profit, however, was down 
to 92¢ a share, compared with 
$1.26 a share in the preceding fis- 
cal year. 

“Our eventual aim,” declared 
Henry A. White, Dole president, 
“is to create a complete line of 
canned fruits, vegetables and other 
products of the highest quality— 
nationally advertised and distri- 
buted—while continuing to serve 
private label buyers as we have in 
the past.” 

N. W. Ayer & Son, San Fran- 
cisco, is the agency for Dole pine- 
apple products. 


Play Me a Muzak 
Mambo, Mom, I'm 
Flying Down to Rio 


New York, Oct. 5—Airborne 
music is the latest development by 
airline companies to make plane 
rides more enjoyable for thousands 
of air travelers. 

United Air Lines announced 
this week that it is installing Trav- 
el Muzak, the mobile background 
music, in its entire fleet of DC-7 
Mainliners. Also this week, West- 
ern Air Lines revealed the inau- 
guration of the service on its plush 
Californian flights. 

The music is made possible by 
shoebox-size playback machines 
designed for standard air transport 
electronics racks and wiring sys- 
tems, plus special magnetic tape 
recordings programmed by Muzak 
Corp., New York. The tunes are 
especially selected, arranged and 
recorded. New tapes of fresh music 
are provided on a regular schedule. 

Muzak is the exclusive represen- 
tative for the equipment, produced 
by Presto Recording Corp. 


® Individual volume controls are 
provided at each seat. The effect 
of the music, it is asserted, is not 
lost because of noise in airplane 


‘cabins. 


Mr. Miller said. Plymouth held | 


Music is selected to acclimate 


only 38 nationwide previews in '54. | the passengers. Airplanes going to 
The other innovation is a four- Hawaii, for example, will feature 

page, four-color newspaper stuffer |tawaiian tapes; those going to 

which is scheduled to run in 42) Cyba will feature Latin music. 


daily newspapers in the top 25 | 


Other airlines which are using 


markets during the week of Oct. Muzak are National, Pan American 
21. Plymouth will produce the| world Airways and Seaboard & 


(Continued on Page 114) 


Western Airlines. 
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‘Maclean's’ Marks’ 
Its 50th Year with 
Big Jubilee Issue 


TORONTO, Oct. 4—Maclean’s mag- 
azine celebrated its 50th year of 
publication last week with produc- 
tion of a 128-page edition. 

In reviewing the first 50 years 
of Maclean’s history at an anni- 
versary dinner held here yesterday, 
F. S. Chalmers, president of Mac- 
lean-Hunter Publishing Co., pub- 
lisher of the magazine, predicted 
that by the time 50 more years 
have passed, Canada will have a 
population of 38,600,000. 

Mr. Chalmers also predicted that 
Canada will have a gross national 
product of $150 billion and that 
Canadians will spend $118 billion 
yearly on goods and services. He 
also predicted that Canadians will 
be wealthy people, and that the 
country will still be an indepen- 
dent, self-governing nation that 
will rank even higher among in- 
dustrialized countries of the world. 


® The jubilee issue contains re- 
prints of three fiction stories from 
issues of the 1920s, a ten-page 
album of magazine art and an ex- 
tensive sampler of Stephen Lea- 
cock’s “inimitably Canadian” hu- 
mor. It also contains reviews of 
fads and fashions and changes in 
Canadian life since 1900, as well 
as articles speculating on develop- 
ments in the next 50 years. 

The magazine was started in 
1905, when the Maclean Publish- 
ing Co. took over a struggling pub- 
lication issued by an advertising 
agency. Its title was Business and 
it was renamed Business Maga- 
zine. Several months later, the title 
was again changed to Busy Man’s 
Magazine. Col. John Bayne Mac- 
lean, Canadian publisher of busi- 
ness papers, was the founder. 

The magazine originally was 
made up of material condensed 

(Continued on Page 119) 


Federal Reserve 
Surveys Called 
Good, Not Perfect 


WASHINGTON, Oct. 5—A commit- 
tee of consultants has registered 
its confidence in the Federal Re- 
serve Board’s annual “Survey of 
Consumer Finances” but has cau- 
tioned that the board’s statistics on 
buying intentions should not be 
regarded as an accurate indica- 
tion of the amount of buying that 
will actually occur. 

The committee, under the chair- 
manship of Prof. Arthur Smithies, 
of Harvard, was appointed after 
the joint congressional committee 
on the economic report asked Fed- 
eral Reserve for its opinion in re- 
gard to the adequacy of existing 
statistics in the field of consumer 
and business expectations, inven- 
tories and savings. 

In the report, the consultant said | 
the survey of consumer finances vd 


“indispensable” in appraising the 
economic position of households | 
and for understanding and pre- 
dicting consumer behavior. It) 
added, however, that statistics on) 
buying intentions are only one of | 
the factors which must be consid- 
ered in forecasting the size of fu- 
ture markets. 


= “Those who intend to buy are, 
other things being equal, more 
likely to buy than others,” the re- 
port said. “But they are neverthe- 
less a minority of total purchas- 
ers.” 

The report said there is still no 


(Continued on Page 50) 


Cone 


Holmberg 
MEN AT WORK—Four admen meet 


Bliss 
to discuss the forthcoming Four 


Gunn 


A’s central region meeting Oct. 12-14 at the Conrad Hilton Hotel in 
Chicago. They are Fairfax M. Cone, director of the Advertising 
Federation of America and president of Foote, Cone & Belding; L. 
O. Holmberg, vice-chairman of the Four A’s central region and v.p. 
and general manager of Compton Advertising; Alexander Gunn 
III, v.p. of J. Walter Thompson Co., and Vincent R. Bliss, chairman 
of the central region and president of Earle Ludgin & Co. They are 
outlining the program for a meeting to be concerned with account 
management. 


Motivation Research 
Is Clue to Shifts in 


Taste, Borden Finds 


Cuicaco, Oct. 4—The Borden 
Co. has turned to motivation re- 
search because it has become in- 
creasingly difficult to predict the 
consumer’s likes, dislikes and 
needs. 

This was the explanation given 
here yesterday by Harold W. Com- 
fort, exec. v.p. of Borden, in a talk 
to the newspaper food editors. 

Mr. Comfort said that through 
the medium of motivation research 
the housewife “tells us what prod- 
ucts to put out, how to improve 
them, how to package them—tells 
us even where we can sell them 
best.” 

In return, he added, she “gets 
the product she wants in the way 
she wants it.” 


® Mr. Comfort described motiva- 
tion research as “qualitative” and 
market research as “quantitative.” 
In motivation research, he ex- 
plained, “we try to probe into the 
buyer’s mind to find out (1) why 
she purchases a product, (2) why 
she uses a product and (3) what 
her attitudes are toward that prod- 
uct. 

“We want to get at the underly- 
ing reasons for her preferences and 
behavior. Then, on the basis of our 
findings, we can develop question- 
naires to determine the extent to 
which these situations and attitudes 

(Continued on Page 119) 


Wood Says Aim of 
Research Is Sales, 
Not Psycho Cures 


Aurora, O., Oct. 4—“The neu- 
roses of consumers are not part of 
the domain of marketing research, 
primarily and fundamentally be- 
cause they are things about which 
the researcher can do little or 
nothing,” Albert J. Wood, presi- 
dent of A. J. Wood & Co., Phila- 
delphia, said here today. He spoke 
somewhat disparagingly of some 
forms of motivation research be- 
fore the annual meeting of the 
Cleveland and Akron chapters of 
the American Marketing Assn. 

“It is not our job to cure con- 
sumers,” he said. “We are inter- 
ested in selling them, rather than 
psychoanalyzing them. These ra- 
tional consumer motives must be 
studied in such a way that they 
can be quantified and measured 
and their frequencies in the popu- 
lation established. This, of course, 
requires a wide scale sampling 
operation.” 


= Mr. Wood said the only kind of 
market research which can give 
business men the information they 
are looking for will be the kind 
of market research which “synthe- 
sizes into a harmonious working 
tool both statistics and psychology 
(Continued on Page 116) 


‘Circulation Is Not Enough’... 


Plan for Field Sales 
Setup Is Told as ABP 
Launches ABC Month 


New York, Oct. 5—A panel 
session of agency media directors 
on how to reach markets with 
business paper circulation, plus 
talks by Fred B. Manchee, exec. 
v.p. of Batten, Barton, Durstine & 
Osborn, and Louis N. Brockway, 
exec. v.p. of Young & Rubicam, 
featured the morning seminar and 
luncheon today sponsored jointly 


Texas Co. Must Pay 

Triple Damages in 

Discrimination Case 
HAartTForD, Oct. 5—Federal Judge 


J. Joseph Smith ruled yesterday 
that the Texas Co. violated anti- 


trust laws when it cut off rebates 
on gasoline sold to a dealer in 
Wethersfield, Conn. 

Judge Smith ordered the com- 
pany to pay the dealer triple dam- 
ages, amounting to slightly less 
than $15,000. 

The suit was brought by Daniel 
Raymond, former president and 
treasurer of Enterprise Industries 
Inc., which operated a Texaco sta- 
tion on the Berlin Turnpike from 
1949 to 1952. 

The dealer charged that Texas 
Co. discriminated against him in 
its gasoline prices. During the 
trial, he alleged that the company 
sold gasoline at a cheaper rate to 
at least nine other Texaco stations 
in metropolitan Hartford. 

The dispute between Mr. Ray- 
mond and Texas arose as result of 
the “gas wars” between stations on 
the turnpike. 

When the dealer refused to low- 
er his prices in line with those of 
other stations, it was brought out 
that the company retaliated by 
(Continued on Page 6) 


Publication, Client Should “Tell All 
to Media Man, Manchee Urges ABP 


by Associated Business Publica- 
tions and its affiliated groups, Na- 
tional Circulation Round Table 
and the New York Dotted Line 
Club. The meeting was used to 
launch the annual celebration of 
ABC Month here by media and 
agencies affiliated with Audit Bu- 
reau of Circulations. 

Mr. Manchee, principal speaker 
at the morning meeting, empha- 
sized that media men cannot do 
justice to circulation data at their 
disposal unless they have informa- 
tion on several basic points. 

1, “The media man,” Mr. Man- 
chee said, “should have as exact 
a definition as possible of the most 
logical prospects for the product 
or service to be advertised.” 

2. “Everything possible should 
be known by the media man about 
the distribution of the client’s 
product and about the distribution 
of the publications to be used.” 

3. “The media man should know 
what the advertising budget is, 
and also if he has any leeway for 
operations.” 

4. “The media man should know 
what the copy approach is and the 
thinking behind it.” 

5. “He should know what speci- 
fic objectives are sought, such as 
immediate sales, dealer influence, 
ete.” 

6. “He should know what media 
were used in previous campaigns 
and the results obtained.” 

7. “He should know whether 
color is to be used and how.” 

8. “He should have any market 
research that is available.” 

9. “He should be given all possi- 
ble information on the client’s 
competitors’ sales and advertis- 
ing.” 


= “Without these basic points of 
information,” Mr. Manchee said, 
“the media man has to operate 
without proper tools.” 

In addition to these points, Mr. 


(Continued on Page 6) 


Houston, Oct. 4—The founder of 
Texas’ first advertising medium 
had a little trouble in the early 
days. His presses were sabotaged 
by enemies of the Republic of Tex- 
as. 

But though his paper was never 
a howling success in his lifetime, 
he made a comeback by setting 
up a condensed milk company. It 
has attained a greater degree of 


success, as an account, than he 
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Texas’ First Ad Medium Was in Deep Water. 
But its Founder Bailed it (and Self) Out 


could have dreamed his miniscule 
ad medium would achieve. 


= The memory of Gail Borden was 
honored here last Saturday at a 
luncheon at which the Texas Press 
Assn. and the state association of 
Sigma Delta Chi 
chapters marked 
his establishment 
in 1835 of the 
first permanent 
newspaper in 
Texas. The his- 
toric sites com- 
memoration cele- 
brated the start 
of National 


Newspaper 
Gail Borden Week. 
Mr. Borden’s 


little condensed milk company cur- 
rently has sales of $650,000,000 a 
year, with profits at approximately 
$20,000,000, Dr. Joe B. Frantz, 
author of a book on Mr. Borden, 
said at the luncheon. 


® The “first” Mr. Borden was a 
Texas pioneer; he was first cus- 
toms collector for the Republic of 
Texas at the port of Galveston; he 


o9|was publisher of the Republic’s 


official though unprofitable news- 
paper. He was realtor for $1,500,- 
000 in sales of Galveston real es- 
tate. And he was a failure as an 
inventor of meat biscuits and ter- 


g7 Taqueous vehicles. Eventually he 
92;won some repute for his inven- 


(Continued on Page 114) 
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No Tax Favors for 


UHF or Color TV 
Sets, Treasury Asks 


WASHINGTON, Oct. 5—Treasury 
spokesmen today voiced strong op- 
position to any proposal to remove 
federal excise taxes from u.h.f. or 
color tv sets. 

The issue came up as the House 
ways and means committee 
sounded out Dan T. Smith, special 
assistant to the Secretary of the 
Treasury on proposals to revise 
the federal excise tax system. 

When Rep. A. S. Herlong (D., 
Fla.) expressed a belief that elimi- 
nation of excise taxes would stim- 
ulate production of u.h.f. and color 
sets, Mr. Smith snapped back that 
he thought it would be more forth- 
right to give the industry a direct 
subsidy. 

Proposals to lift the 10% man- 
ufacturers tax from u.h.f. have 
been voiced from time to time by 
members of the Senate interstate 


commerce committee, who have 
searched for ways to encourage 
production of u.h.f.-equipped sets. 


® Mr. Smith said today he opposed 
this action on u.h.f. because it rep- 
resented a form of subsidy for a 
particular product singled out 
from other products of the indus- 
try. He said he had not previously 
heard of the proposal to bring 
down the price of color sets by 
eliminating the federal tax. 


AIMBW Votes to Continue 


The American Institute of Men’s 
and Boys’ Wear, New York, has re- 
elected its present officers and di- 
rectors and voted a budget of 
$125,000 to carry the organization- 
al campaign to April 30, 1956. As 
of Sept. 30, the institute has re- 
ceived $1,029,332 in pledges. “Pilot 
projects in consumer research and 
public relations will be started im- 
mediately,” the institute said. 
There will be no media advertising 
until a mimimum $2,000,000 goal 
is reached. 


ANPA Will Seek 
Settlement with 
U.S., Slocum Says 


(Continued from Page 1) 
later which might seriously ham- 
per newspapers in the perform- 
ance of their function. 

The ANPA head said that he 
was confident that conference with 
Department of Justice officials 
would be helpful in indicating just 
what changes in association pro- 
cedures would be necessary to 
meet the contentions of the gov- 
ernment. 

He suggested that even the dis- 
semination of credit information 
might be contrary to the Justice 
Department’s ideas of broker as- 
sociation activities. 


= Mr. Slocum said that a further 


| delay 


Somebody’ injecting new life in razor blades...in lowa! 


THE DES MOINES 
REGISTER anv [TRIBUNE 


An “‘A’’ schedule newspaper in an ‘‘A-1"’ market! 
Gardner Cowles, President 


REPRESENTED BY 


Scolare, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


One brand went from 14.4% in 1953 to 21.4% 
in 1954 in Iowa cities and towns—12.4 to 17.2 
in the same period on Iowa farms*. That’s new 
life in any man’s business, and clearly shows 
what can be done in a responsive sales territory 
like the all-lowa market. Think it over. If you 
want to reach the man audience in lowa—ail of 
lowa—add the more-than-500,000 circulation of 
the Des Moines Sunday Register to your A 
schedule...get the one medium that gives you 
astounding coverage in almost every county in 
the entire state...the newspaper read by 70.6% 
of all the men in Iowa! 


*%...%.+.%ses What brand has which in lowa? 
You can find out from the pages of our latest BRAND 
INVENTORY IN THE HOMES OF IOWA SUBSCRIBERS 
to the Des Moines Sunday Register. Write for your 
copy on your company letterhead. 


in filing answers to the | 
government suit to Nov. 1 had 
been caused by the appointment 


ning, but now planned to handle it 
vigorously. 

In discussing a report regarding 
possible increases in newsprint 
prices, the ANPA president said 
that such a move would be most 
unfortunate. 

In view of the narrow margin 
of profit experienced by most 
newspapers, especially in metro- 
politan centers, he said that any 
increase in newsprint prices would 
have serious effects. 

Widespread increases in adver- 
tising and subscription rates would 
tend to reduce newspaper oppor- 
tunity, he said, and urged pub- 
lishers to discuss the subject with 
their suppliers and endeavor to 
persuade them to hold the line 
on newsprint. 


ANTI-TRUST REPLY 

DATE IS NOW NOV. 1 

New York, Oct. 6—All of the 
defendants in the government’s 
advertising-publishing anti-trust 
suit have been granted extensions 
to Nov. 1 to file answers to the 
complaint. 

The six association groups were 
to have filed their answers by to- 
day. This is the third time the date 
has been set back by the federal 
court here. 

In the suit, the government al- 
leges “restraint of trade” in the 
advertising business and lays down 
a legal challenge to the agency 
recognition setup and the 15% 
commission system by which 
agencies are compensated. 

The suit is proving to be a feast 
for the legal profession. Some 19 
different law firms now are in- 
volved in the action. Here is the 
way they line up: 
1. American Assn. of Advertis- 
ing Agencies: In addition to its reg- 
ular counsel, McKercher & Link, 
the Four A’s has retained spe- 


of new counsel by the Four A’s.|@ 
He intimated that the agency | 
group had not taken the govern-|7 ” 

ment suit seriously in the begin-|". 


a 


oe 


ae 


ROY CAMPBELL, v.p. of Foote, Cone & 
Belding, Los Angeles, for seven 
years, has been named exec. v.p. of 
the agency, with management 
responsibility for western opera- 
tions. 


Donovan, Leasure, Newton & Ir- 
vine (that’s “Wild Bill” Donovan’s 
organization). 

2. Periodical Publishers Assn. 
The counsels of its four member 
groups—Curtis, Crowell-Collier, 
Hearst and McCall’s—are cooper- } 
ating in preparing an answer. 

3. American Newspaper Publi- 
shers Assn: Elisha Hanson, the 
ANPA’s regular counsel, is work- 
ing with the law firm of Cravath, 
Swaine & Moore. 

4. Associated Business Publica- 
tions: J. A. Gerardi of McGraw- 
Hill, the ABP counsel, is working 
with the law firm of White & Case. 

5. Publishers Assn. of New York 
City: Townley, Updike, Carter & 
Rodgers is handling. 

6. Agricultural Publishers Assn., 
represented by Holmes, Dixon, 
Knauff & Potter, Chicago, is not 
retaining any additional special. 
counsel. , 


Duplexin Goes to McCann 
Whitehall Pharmacal Co., New 
York, has appointed McCann- 
Erickson, New York, to handle ad- 
vertising for Duplexin pain rem- 
edy. Sullivan, Stauffer, Colwell & 


cial counsel to handle its defense— 


Bayles is the previous agency. 


There’s An 


tion in a subtle way! 


read it from the front page to the 
And have confidence in it. 


BOSTON — CHICAGO — 
PHILADELPHIA 


To Get Attention... 


THE BEST WAY... 


Sell to men? Catch your customer's atten- 
Reach 1,200,000 
reader-buyers. 98% male. Concentrate in 
THE SPORTING NEWS. Men buy it, like it, 


It’s almost as 
old as baseball itself and just as lively! 


For complete information ite . : 
CHARLES C. SPINK & SON, Publish 


2018 Washington Ave., St. Louis 3, Mo. 


DETROIT, — LOS ANGELES 
NEW YORK a 


Easier Way 
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“THIS DAY WE SAILED ON. 


COURSE wsw.”’ 


— CHRISTOPHER COLUMBUS 


Barely a month ago on September 11 THIS WEEK Magazine 
was proud to announce the successful charting of another 
new publishing course: The first 56-page issue ever pub- 
lished by a Sunday magazine. 


But in publishing as in navigation and exploration, past 
accomplishments must be viewed in the perspective of tomor- 
row’s challenge. So, even as it marked one significant mile- 
stone, THIS WEEK was already anticipating the day when 
a single issue would cross the million dollar revenue horizon. 


Now this important goal has also become a matter of record: 
For the issue dated October 9, 1955 represents a total adver- 
tising investment of $1,080,210.12 — an all-time high for 
THIS WEEK Magazine. 


Without trying to capitalize on the memory of the great 
navigator whose exploits are commemorated by happy coin- 
cidence this week, we see something of an analogy in the way 
national advertisers so often call upon THIS WEEK Maga- 
zine to help them reach snug sales harbors. It is their con- 
tinuing and growing confidence in THIS WEEK’s adver- 
tising power that has enabled us to move steadily ahead for 
20 years. Nor is the end yet in sight. For orders on the books 
already indicate a gain for 1955 of some $5,000,000 — which 


will mean another high water mark in total revenue for 
the year. 


The fact that THIS WEEK Magazine has advanced so 
remarkably underscores one basic fact of marketing life: 
In today’s expanding economy nothing less than a really big 
publication will do. And THIS WEEK is big in all ways. It 
is big in editorial concept — as big as the finest editorial staff 
and world famous contributors can make it. It is big in 
stature — with over 11,000,000 certified circulation and on 
its way to a twelfth million. It is big in status — sharing the 


power and prestige of 35 great Sunday newspapers which 
distribute it. 


And it is big in influence — as confirmed by the leading cor- 
porations that have explored great and promising new profit 
horizons by advertising in its productive pages. 


SHARES THE POWER AND PRESTIGE OF THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


This Week 


MAGAZINE — 


AMERICA’S LARGEST FAMILY MAGAZINE 
Reap BY 11,000,000 Famities Every SUNDAY 


The Baltimore Sunday Sun 

The Birmingham News 

Boston Sunday Herald 

The Charlotte Observer 

Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 

Des Moines Sunday Register 

The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 
Minneapolis Sunday Tribune 


New Orleans Times-Picayune-States 
New York Herald Tribune 
Norfolk Virginian-Pilot 

and Portsmouth Star 
The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic 
The Pittsburgh Press 
Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 
The Salt Lake Tribune 


San Antonio Express and Sunday News 


San Francisco Chronicle 

The Spokane Spokesman-Review 
The Wastington Sunday Star 
The Wichita Sunday Eagle 
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Publication, Client Should ‘Tell All’ 
to Media Man, Manchee Urges ABP 


(Continued from Page 3) 
Manchee stressed the importance 
of media men evaluating the edi- 
torial contents of the publications 
they buy. 

“Editorial content,” he said, 
“must never be underestimated. 
In the final analysis, the true 
value of a publication to its read- 
ers is how well it serves their 
interests.” 

Commenting on ABC §state- 
ments, he said they are indispen- 
sable sources of information for 
media buyers. 

“Proper understanding and use 
of ABC reports,” he added, “add 
greatly in providing the answer 
to the question: How many of the 
people whom I can reach will be 
prospective buyers of my client’s 
product or service?” 


Media men should pay particu- 
lar attention, Mr. Manchee said, to 
ABC data on a publication’s meth- 
ods of securing subscriptions, the 
duration of subscriptions and the 
renewal percentage. It is impor- 
tant to keep in mind, he said, that 
changes in personnel because of 
promotions, retirements, expan- 
sion of departments, companies, 
and within an industry, necessitate 
continual revision of the circula- 
tion pattern. 


® During the panel session it was 
brought out that ABP is working 
on a plan to set up a circulation 
field sales organization for mem- 
ber publications. A report on the 
plan is expected to be made to 
the ABP board late this month. 
Members of the panel included 


William E. Verner, circulation 
manager of Motor; Bert Peller, 
space buyer, McCann-Erickson; 
Murray C. Thomas, media direc- 
tor, Anderson & Cairns; Mr. Man- 
chee; Gerry Arthur, media direc- 
tor, Fuller & Smith & Ross, and 
William Hoffman, v.p. of ABC. 

Major points brought out by 
discussion of questions included 
the following: 


e Yardsticks for judging a publi- 
cation’s suitability for a particular 
marketing job were listed as (1) 
its circulation breakdown, (2) its 
editorial contents and (3) its ad- 
vertising record. 


e Work is being done toward sim- 
plification of ABC reports. Infor- 
mation on this is expected to be 
released within 60 to 90 days. 


@ Renewal rate depends on the 
field. Industrial publications do 
not generally have as large a 
renewal rate as do consumer pub- 
lications. It is difficult to establish 
what should be an average. To 
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IN THE ABOVE COMBINATION 


T.R....the only publication 
in the buying guide field that 
qualifies for the circulation 
authenticity and incompar- 
able advertising evaluation 
factors and standards nec- 
essary for membership in 
the outstanding A.B.C. and 
A.B. P. organizations. 


T.R. contains 9400 pages, vastly the 
largest and most comprehensive publi- 
cation in the_purchasing guide field. 

T.R. circulation exceeds in num- 
bers that of any single edition of 
any other guide... In terms of Purchas- 
ing Power of the purchasing men who 
order it, pay for it, and use it, T.R. Cir- 
culation is more than double the circulation 
of any other such guide. 

To largely major extent subscriptions 
are screened to accept only substantial 
purchasing powers and epee level finan- 
cial ‘ratings in industrial field. Average 
rating is high...see ABC Audit. 

Continuously for past ten years the 
sonly guide having U.S. Govt. contract. 
Substantially all. important Govt. pro- 
_curement offices use regularly. 

Conservative estimate indicates use 
of T. R. by more than 60% of total in- 
dustrial purchasing power of U.S, 

Sizeable. foreign circulation in 116 
overseas trade centers. 


11,322 ADVERTISERS IN 
CURRENT ANNUAL EDITION 


THOMAS REGISTER 
461 8th AVE., NEW YORK 1, N. Y. 


Representatives in all principal areas 
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Reserve 
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1956 
EDITION 
NOW! 


Fenstermacher 


NEW OFFICERS—Newly elected officers of the San Francisco chapter 


Burns 


of the American Assn. of Newspap 


St. Sure Cravagan Seltzer 


er Representatives are Joseph A. 


Burns, Fitzpatrick Associates, national director; Lynn Fenstermach- 


er, Hearst Advertising Service, v.p.; William St. 
fith Co., president; James W. Cravagan, 


Sure, Ward-Grif- 
Katz Agency, secretary, 


and Harry Seltzer, O’Mara & Ormsbee, treasurer. 


whom a business publication goes 
is more important than how many 
people read it. 


e Testimonial letters have little 
value. This was the unanimous 
opinion of the panel. 


e The amount of advertising car- 
ried by a publication and its qual- 
ity in a given field were cited as 
making up a pretty good yardstick 
for appraising its value to adver- 
tisers. 


e Mr. Brockway stressed the 
rapid growth of U. S. population 
since the war and the improve- 
ment of living standards. More 
people, he said, mean more needs 
and better living conditions. 

Increased production and use 
of consumer products, he said, 
have been largely influenced by 
the power of advertising. The 
luxuries of a generation ago have 
become necessities today. He cited 
“ease, speed and convenience” as 
the three magic words that have 
been used in advertising to pro- 
mote new products and better 
living standards. He predicted 
continued expansion of the Amer- 
ican economy, and greater oppor- 
tunities in all phases of marketing. 

The ABP contest for the best 
“ABC Month” advertisement was 
won by Chain Store Age. 


Atherton Names Fluent V. P. 


Texas Co. Must Pay 
Triple Damages in 


Discrimination Case 


(Continued from Page 3) 
either eliminating or reducing re- 
bates on the gasoline he pur- 
chased. Under the company’s plan, 
Texaco dealers were guaranteed a 
profit of 34%¢ on each gallon sold, 
regardless of the prices at which 
they sold. 


® Judge Smith, in his decision, 
held that the company discrimi- 
nated against the plaintiff, thereby 
violating the Clayton and Robin- 
son-Patman Acts. He pointed out 
that location of the station made it 
possible for the dealer to sell gaso- 
line at 6¢ or 7¢ a gallon higher 
than his competitors. 

The judge said that, at the time 
in question, the Texaco station was 
the first station of its kind at the 
north end of the turnpike. Motor- 
ists traveling toward New York 
would not know of the lower 
prices of gasoline which existed 
farther along the highway when 
they passed the Raymond station, 
the judge pointed out. 

Judge Smith said that ‘‘the real- 
ization of the poor bargain ob- 
tained at this Texaco station on 
passing price signs within the next 
quarter-mile naturally failed to 


Atherton Advertising Agency, | 
Los Angeles, has named Mildred 
Fluent a v.p. Miss Fluent, who 
joined the agency Oct. 1, has been 


& Holden, Los Angeles, 
past several years. 


for the 


an account executive with Calkins! Mr. 


endear the Texas Co. to transient 


| motorists.” 


But, the judge concluded, the 
‘company’s “retaliation (against 
Raymond’s station) would 
seem a violation of the Clayton 
Act.” 
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Are women different from men 


when it comes to buying magazines? 


It’s easy to be misled. Men have their special magazines. So do women. 
In general magazines, their taste is surprisingly similar. 
_ Take The Saturday Evening Post, for example. It is read by as 
many women as men (50.5% of all the Post’s readers are women.) 
Both spend more hours with it than with any other general. weekly. 
And together they buy more newsstand copies of it, too. (It leads its 
field by half a million copies!) 

The Post interests and influences the whole family. In millions of 
homes it is ‘he magazine. It gets to the heart of America. 


MOLES SAG IONIE SSR AR EE 


“Here is a guy that can lift an 
elephant. No kidding!” 


JIM NORRIS, Copy Chief, Lambert & Feasley, N. Y., reviews “The 
Strongest Man on Earth’ by Furman Bisher from this week's Post. 


“Every time he picks up a bar bell he already the strongest man in history, 
seems to pick up a new world’s record. and he hasn’t grown to his full 
Last summer in Moscow he had the _ strength yet!” 

Russians so bug-eyed they were wish- ay Go ae 

ing they'd invented him! If you jews FOR AD MEN: For the first double- 
haven't heard much about weight  gatefold “spectacular” in Post advertising 
lifter Paul Anderson, you will. He's _ history, see this issue. It's a Post exclusive. 
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NBC Plan Lures 
Sponsors to Buy 
More TV Outlets 


New York, Oct. 5—NBC Tele- 
vision is out to get lineups of at 
least 100 stations for its prime 
evening attractions. 

As a means of achieving this aim, 
the network is offering advertisers 
a special “dividend” buy on 44 op- 
tional stations under what Robert 
W. Sarnoff, exec. v.p., calls the 
“program extension plan.” 

The aggregate evening hour rate 
on all 44 of these stations is $6,325. 
If an advertiser buys about half of 
the group, he qualifies for a 100% 
dividend—the rest of the stations 
free. If he orders 25% of the op- 
tional lineup, he gets a 50% divi- 
dend—half as much time as he 
bought, cleared on additional sta- 
tions free. 


Program extension plan stations 


will not lose on the deal, whether 
they are bought by the advertiser 
or selected by him as a free divi- 
dend. They will get their usual 
time cost payment. In the case of 
dividend stations, NBC will, in ef- 
fect, pay the time cost for the 
sponsor. 

As Mr. Sarnoff explains it: “One 
of the great advantages of the plan 
to the affiliates is that the stations’ 
rates aren’t reduced or affected in 
any way. 


® “All stations used by the ad- 
vertiser under the plan get normal 
network compensation based on 
their existing rates. The cost of 
the stations used as ‘dividends’ 
is borne solely by NBC, without 
any contribution from the stations 
concerned. 

“For the stations it’s all benefit 
and no disadvantage. For the ad- 
vertiser it’s more coverage and 
circulation at lower cost. For NBC 
it’s wider program exposure and 
an opportunity to sell more small- 
market stations.” 

NBC’s strategy is double-edged. 
Not only will the advertiser be 
rewarded for using a minimum of 
100 stations; he may be penalized 
if he doesn’t, if his show is aired 
between 8 and 11 p.m., Monday 
through Friday, or between 7 and 
11 p.m., Saturday and Sunday, 
prevailing New York time. 

Mr. Sarnoff said that most of the 
network’s nighttime sponsors al- 
ready are carrying 100 or more 
stations. The new regulation—it 
is effective Nov. 1—is directed 
against the minority that don’t, he 
said. These advertisers have the 
usual six months’ protection period 
to bring their list up to the mini- 
mum. 


® If they don’t want to buy the 
required number of stations, they 
can avoid a discount penalty by 
permitting NBC to feed their pro- 
grams, with commercials deleted, 
to unordered optional stations that 
want to carry them. 

NBC started this type of pro- 
gramming service last fall. 

If a sponsor doesn’t want his 
show carried outside his lineup 
without his commercials, and if he 
doesn’t want to buy 100 stations, 


he will be subject to the following| © 


reduction in weekly discounts: 
10% for less than 65 stations, 5% 
for 65 to 84 stations and 24%% for 
85 to 99 stations. 

“Some of.our advertisers, who 
already are carrying well over 100 
stations, will get a cost reduction 
under the plan, because stations 
for which they are now paying 
will be available to them as divi- 
dends,” Mr. Sarnoff said. “Others 
using some optional stations will 
be able to increase their lineup 
without spending an additional 
cent. 

“The only advertisers who will 


HISTORIC JOURNEY—Opening ceremonies for National Newspaper 


Week were held in Hartford, Conn., Oct. 1, where the Hartford 


Courant, oldest continuously published newspaper in America, re- 
enacted arrival of its first publisher, Thomas Green. At left in 


the cart is George Green, lineal descendant of the original publish- 
er. At right is Richard W. Slocum, exec. v.p. of the Philadelphia 


Bulletin, president of the American Newspaper Publishers Assn. 


have any cost increase are those 
who have abnormally short line- 
ups in the evening and who are 
unwilling to make their programs 
available to unordered stations. 


= “And by adding PEP (the pro- 
gram extension plan) stations, 
even these few advertisers can get 
the additional coverage at a frac- 
tion of what they would normally 
have to pay,” he stated. 

During the 1954-55 season, NBC 
fed more than 10 shows, minus 
commercials, weekly to a number 
of stations not ordered by the ad- 
vertiser. To this list of shows the 
network is adding its “Matinee 
Theater,” the “Colgate Variety 
Hour,” the “Perry Como Show,” the 
Sunday night color spread specs, 
the “Milton Berle Show,” the 
“Martha Raye Show” and the Sat- 
urday morning “Pinky Lee Show.” 
This addition gives the optional 
stations a total of nearly 35 hours 
of this type of programming week- 
ly. 
To permit non-interconnected 
stations to benefit from this pro- 
gram service plan, NBC has made 
arrangements to provide them 
with kinescopes of some top shows 
after they have completed their 
commercial runs. There will be a 
$5 handling charge per program. 

Stations airing these shows live 
get them without charge unless 
they sell them to participating 
sponsors, in which case the net- 
work is compensated. 


Benton & Bowles 
Gets Ansco and 


Ozalid Accounts 


New York, Oct. 5—Benton & 
Bowles, which has known for some 
weeks that it was slated to get 
some General Aniline & Film 
business, today reported two Ani- 
line divisions in its fold: Ansco 
and Ozalid. 

The former was at Biow-Beirn- 
Toigo, the latter at L. E. McGivena 


oO. 
It was believed that Ansco bills 
about $800,000. 

Overseas advertising on Ozalid 
is handled by Gotham-Vladimir 
Advertising. 


"Fort Worth Press’ Is Tabloid 
The Fort Worth Press, Scripps- 
Howard newspaper, has changed to 
a tabloid size, with a six-column, 
1,200-line page. It has dropped its 
Saturday edition, and is publishing 
a Sunday edition. The daily price 
remains at 5¢, the Sunday price is 


10¢. Rates remain the same, with 
| 26¢ flat line rate as the base. 


U.S. Chamber Group 
Seeks Reversal of 
Its Postal Policy 


WasHINGTON, Oct. 5—An advis- 
ory panel appointed to consider a 
policy. statement on postal affairs 
is urging the U.S. Chamber of 
Commerce to drop its support of 
Postmaster General Arthur Sum- 
merfield’s “pay-as-you-go” rate 
program. 

The panel was appointed by the 
Chamber’s domestic distribution 
division to consider some of the 
objections which were received 
from mail users after the Chamber 
gave its support to Mr. Summer- 
field in the course of rate hearings 
in 1953. 

Before they become final, its 
recommendations must still be ap- 
proved by Chamber committees, 
including its board of directors. 

The statement of principles 
drafted by the panel states that 
the postal service “is fundamental- 
ly a public service to the people of 
the U.S.” While it says rates and 
charges for special services should 
be set at levels which yield total 
revenues “equal to properly as- 
signable total expenditures,” it also 
says due consideration should be 
made for such factors as “prefer- 
ment and deferment of service, 
mailing services performed by the 
mailer and the value of the serv- 
ice.” 


® The statement of principles re- 
jects the proposals of the Post Of- 
fice Department that rate-making 
be turned over to a special inde- 
pendent commission. Instead it de- 
clares, “All postal rates should be 
fixed by Congress, and a joint 
congressional staff of technical ex- 
perts should be created to conduct 
investigations and to serve in an 
advisory capacity to Congress to 
the end that final action may be 
expedited.” 

The statement also says, “The 
postal service should be conducted 
according to the highest standards 
of efficiency in either business or 
government, and constant efforts 
should be made to improve the 
service in the interests of the pub- 
lic.” 


Cramer-Krasselt Adds Shoes 
Cramer-Krasselt Co., Milwau- 
kee, has been appointed to handle 
advertising for Portage Shoe Co., 
Portage, Wis., and its subsidiary 
Weyenberg Shoe Mfg. Co., Mil- 
waukee, and for Simplex Shoe 
Mfg. Co., Milwaukee. Klau-Van 
Pietersom-Dunlap, Milwaukee, for- 


merly handled advertising for all 
three accounts. 


PIB Abandons 
Network Radio 


Time Sales Data 


(Continued from Page 1) 


publication of the gross billing fig- 
ures for network radio was there- 
fore decided upon after consulta- 
tion with representatives of the 
four networks,” he said. 

The changes to which Mr. Mul- 
len referred were effected by CBS, 
ABC and Mutual, all of which 
have instituted a single rate for 
day and nighttime. NBC continues 
under the traditional pattern of 
separate rates for day and evening 
time. 

Hugh M. Beville Jr., director of 
research and planning for NBC, 
said that as long as a year ago he 
suggested that the gross figures be- 
ing published for network radio 
were so inflated that they were 
ridiculous. He proposed that they 
be replaced by a net figure (before 
annual discount). 


® CBS, which has been outdis- 
tancing the field in the gross fig- 
ure reports, objected. ABC and 
Mutual also were opposed to the 
idea. 

Harper Carraine, research direc- 
tor for CBS Radio, said he object- 
ed to the NBC suggestion for sev- 
eral reasons. Among them: The 
difficulty of agreeing on what kind 
of net to use; any number of ac- 
counting problems, particularly in 
the case of participating and seg- 
mented sales plans, and great con- 
fusion because radio’s net figure 
would inevitably be compared with 
the gross figures released by PIB 
for magazines and television. 

Mr. Carraine contends that the 
gross figures for the three net- 
works which have abolished the 
day and night rate differential are 
meaningful. However, he says— 
and there seems to be general 
agreement on this point—that 
there is no longer a common basis 
for a gross comparison with NBC 
sticking to the old system. 


® Donald Coyle, director of re- 
search for ABC, opposed the re- 
lease of net figures, but at first 
hoped for some sort of compromise. 
“However, we couldn’t arrive at a 
compromise, with CBS and NBC 
on opposite sides of the fence,” he 
said. 

As in the case of the other net- 
works, he will continue to compile 
his own monthly figures and may 
work out some arrangements for 
an exchange of information with 
the others. 

Mutual opposed the switch to a 
net figure because it would put 
radio in a disadvantageous position 
with competing media, which re- 
port gross figures, Richard Puff, 
MBS director of research, ex- 
plained. 

All the researchers said the fact 
that network radio sales have been 
slumping had nothing to do with 
the decision to stop publishing the 
figures. They all seem to agree on 
another point: It’s better to pub- 
lish no figures than to release mis- 
leading figures. 


® PIB will continue to provide ad- 
vertisers and agencies with the 
following information on network 
radio: 

1. Account name, program name 
and network. 

2. Monthly network use, with 
regional networks or supplement- 
ary stations indicated. 

3. Program length, broadcast 
time and number of broadcasts per 
month. 


Ed Leary Joins Seeds 

Ed A. Leary, for the past three 
years with Fuller & Smith & Ross, 
Cleveland, as assistant to the cre- 
ative director on the Westinghouse 
Electric account, has joined the 


creative staff of Russel M. Seeds 
Co., Chicago. 


Advertising Age October 


GEORGE B. ANDERSON, creator of net- 
work radio and tv shows, author 


and advertising consultant, has 

joined Ruthrauff & Ryan, Chicago, 

as creative head of the radio and 
tv department. 


Grossman Succeeds 
Gourfain-Cobb on 


Presto Account 


Eau CLAIRE, Wis., Oct. 5—Na- 
tional Presto Industries Inc. has~- 
appointed Arthur Grossman Ad- 
vertising, Chicago, to handle its 
account effective Jan. 1. 

The newly-formed Grossman 
agency will succeed Gourfain- 
Cobb & Associates, also Chicago. 
According to Gourfain-Cobb, the 
“amicable separation” from Presto 
was due to “basic differences in 
advertising and marketing con- 
cepts.” 

In announcing its agency switch, 
Presto said it will introduce sev- 
eral new products next year to add 
to its present line of pressure 
cookers and small appliances. 
Presto said the introduction will 
include the largest advertising 
campaign in its history, and will 
involve the use of television as 
well as newspapers and magazines. 


Sheatfer Pen Drops 
Fair Trade Minimums 


Below List Prices 


Fort Maprison, Ia., Oct. 5—The 
W. A. Sheaffer Pen Co., for years 
a leading proponent in the battle 
to enforce fair trade prices, has 
eased up on its regulations. 

Harvey Whidden, v.p. in charge 
of sales, disclosed yesterday that 
effective Oct. 1, Sheaffer dealers 
will be given more freedom of ac- 
tion on establishing prices on cer- 
tain Sheaffer items. He said the 
company has informed dealers that 
they can retail some company 
products below suggested list 
prices. 

The deductions range up to $2. 
Instead of making the suggested 
list price coincide with the fair 
trade price, Sheaffer now has es- 
tablished a separate fair trade 
minimum price on some items, Mr. 
Whidden said. 


® The switch in policy was done 
at the request of dealers, who told 
the company the inflexibility of its 
fair trade practices hindered their 
merchandising efforts, Mr. Whid- 
den said. Three months ago, Sheaf- 
fer announced it had spent $1,- 
000,000 in the past year enforcing 
fair trade regulations, that it had 
dropped 680 dealers for cutting 
prices of Sheaffer pens and had 
started legal proceedings against 
397 (AA, July 4). 

Sheaffer also reported this week 
that its net income in the first six 
months of this year declined to 
$613,182, equal to 74¢ a share, from 
$944,504, or $1.14 a share, in 1954. 

Sales decreased to $10,899,393 
from $12,039,449 in the first six 
months of 1954. G. A. Beck, exec. 
v.p., attributed the reduction in 
sales to a 43% decline in the com- 
pany’s export business caused by 


foreign import restrictions and dol- 
lar shortages. 
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Newspaperman s 


Creed 


HEN a man is approaching 76 he is on borrowed time. 

Therefore, with the uncertainties of life, he should make 
every preparation as to what is to happen after he moves on to 
another sphere. So I am going to make some suggestions based 
on my experience of 50-odd years. I realize that a dead hand 
is a terrible handicap, and I have no desire to impose it, even 
if I could, but nevertheless experience is worth something and 
I give it to you for what it is worth, hoping you will consider 
it seriously. 


The general policy of The World-Herald should be friendly 
and strictly in the interest of the public. We should avoid fights 
of any kind except when they are necessary, and then only on 
the side of the public interest. Especially as long as we are 
alone in the field in Omaha, we should bend over backward to 
avoid an attitude of arrogance, always remembering that we 
owe a great debt of responsibility and gratitude to the public, and 
we should consider their interest first and all the time. 


In civic enterprisé, we should do everything we possibly can 
to make Omaha and the Midwest a better place in which to live. 


In the news end of the paper, first 1 would avoid long stories. 
Second I would strive all the time for human interest, and try 
to avoid getting out a dull newspaper with too much politics, 
business, taxes, and items in which women, girls, and children 
are not interested. Keep in touch with the children, because if 
you make friends with them while they are young they are 
likely to remain your friends when they get older. 


HENRY DOORLY 


In relations with The World-Herald’s employes, try always 
to treat everybody decently and to have friendly relations with 


all. We are all human beings and each of us needs the consid- 
eration of others. 


As a last suggestion I would urge stability of policy. Don’t 


go off half-cocked with anger, or impulsively. Irritations come 


up throughout the years, but a week afterward they are looked 
on as a minor matter. 


Above all, keep the paper clean and reliable, and don’t let 
it become biased or unfair. If you do this, and publish a good 


paper, you haven’t much to worry about. 


eesti eel — — — 


Last August Henry Doorly retired as president of the World Pub- 
lishing Company, publishers of The Omaha World-Herald, and became 
chairman of the board of directors, At the time this action was taken, 
Mr. Doorly made a short talk to his long-time associates, telling some 
of the conclusions reached in his 52 years as a working newspaperman. 
His associates believe that this brief, informal statement is the best 
expression yet given of the creed which The World-Herald has followed 
during the years of its rise in midwestern journalism, and they pledge 
that it will continue to be their standard and guide in the years ahead. 
In the belief that it may interest The World-Herald’s advertisers, and 
friends in the industry, “A Newspaperman’s Creed” is presented here 
as it was taken down by a secretary at the meeting. 


The Omaha World-Herald 
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A NEW MARKET for the finer things 
A NEW MEDIUM 


A quiet revolution has been going on in Mental America. 
Yet die-hards are still dispensing circus-talk: 
popcorn and soda-pop and 12-year intelligence. 
People, they say, are still people—and still 
children at heart. So play to the primitive needs 
of food, sex, shelter and—you’re safe! 


Well, we have no quarrel with those who elect 
to wear chronic blinkers. Yet, certainly they are blind to The Great 
American Ferment of the last decade. True, there is much talk about 
The Changing American Market; but there is too little talk about 
The Changing American Mind. 

With steadily mounting national income—and a standard of living 
unparalleled in world history; with shorter work 


hours and longer leisure hours; with an all-time high 


in higher education—hundreds of thousands of Intel- 
ligent Americans want to satisfy and gratify another basic hunger : 
the hunger of the mind. 

These people are neither long-hairs nor high-brows. They are just 
as normal as you and I. They do not live on the astral plane. They 
are earthy, realistic, interested in the here-and-now; but interested, 
too, in what Yesterday can teach them about Today. 

In their quest for the dollar these people still take time for the 
quest of the spirit. They appreciate that, to live a full and rewarding 
life, Everyman must cultivate resources within himself; must warm 
his soul from the age-old fires of knowledge and culture. 

It is ironic that astute Americans view The American as a fixed 
factor rather than a factor still in ferment. “The American}’ say the 
Editors of Fortune, “has not yet become a type, in the 

sense that the Englishman or the Frenchman is a 


type; the American is still cooking in the national 
juices. It can be safely predicted that French 
peasants will be hoarding their liquid assets 
twenty years from now, and that English- 
men will not be drinking Coca-Cola at teatime thirty years from 
now. But only five years from now, maybe sooner, Americans may 
be spending billions on products that today are struggling for the 
merest foothold in the market?’ at 
There is no longer the sharp cleavage, the hard-and-fast distinc- 
tion, between class and mass. We no longer have what we, in the 
Sinclair Lewis days, blissfully and Babbitt-ly called America’s Mid- 
die Class. Instead we have the rich middle-income class. And, with 


it, an ever-increasing hunger for the finer things in American life. 


The tastes and preferences of people have broadened and risen. 
When more people attend art museums than baseball—as they did 


in 1954—it isn’t just a statistic or a coincidence. | 


3 


It’s a revelation—and a revolution. Fenton Turck, 


consulting’ engineer, has a good name for it: The 
American Explosion. 

He compares it to the Periclean Age of Greece. 
He rejoices in the increasing expenditures for 
books, higher education, phonograph records, attendance at operas; 
the growing number of symphony orchestras, local opera companies, 
little theatres; the sizable sums spent for photo developing and print- 
ing, for flowers and seeds, etc. 


What has all this to do with a new magazine called WispoM? 

Everything. 

WISDOM was born because it had to be. It fills a need untapped 
by any other publication. It is a wholly new publishing concept. 
There has never been a magazine like it. It is geared and gaited to 
Intelligent America—to mature minds of all ages. In no way does it 
duplicate any other magazine—either news or the general fiction- 
and-fact kind. It is a magazine for our time—and for all time! 

Each issue presents the dramatic story of Yesterday’s age-old wis- 
dom and Today’s new knowledge and achievement: in Art, Business, 
Education, History, Humor, Law, Literature, Medicine, Music, 
Psychology, Religion, Science, Theatre, World Affairs. Its scope is 
world-wide; its philosophy simple and sincere. It has been called “the 
most worthwhile publishing idea of our generation”’ It is designed 
for busy, intelligent men and women interested in pleasurable and 
profitable reading. It is non-political, non-sectarian, 
non-controversial. It is a magazine that adds to your 
knowledge and culture without teaching or preaching. 

For WIspoM takes you into the minds of the most 
gifted men and women of Yesterday and Today. Phi- 
losopher and poet, composer and dramatist, artist and 
industrialist, scientist and statesman—all are here in 


WIspoom. In its pages the wisdom of the ages comes 


alive—wisdom you can use here-and-now not only for 
greater material success but for greater mental and spiritual attain- 
ment—for the things that money can’t buy. 

Moreover, WISDOM has great warmth and physical beauty. Its size 
alone is impressive: 10/2” by 1344”. Illustrated by the world’s top 
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in_American life... 


to reach tt... 


artists and photographers, each issue is a superb typographic per- 


formance—and one that will add graphic lustre to every advertise- 


ment in it. 
= 8 ss 


Which automatically brings us to the core of this message: advertising. 

If you have traveled with us thus far, you are 
fully aware that in WISDOM you have a unique pub- 
lishing property. You have a pre-sifted audience 
made up of people other people look up to: top- 
tier business executives, and professional men and 
women, in the most productive years of their lives; 
playing important roles in their communities; with 
the capacity to enjoy the finer things in life and the 
means to enjoy them. That’s right, sir —sell-ectivity 
is the word for it! 

People who gravitate to the editorial concept of 
WISDOM are inevitably people of intelligence, taste and discernment: 
people who are “choosy” about where they live; what their homes 
look like; the cars they drive; what they wear; what they eat and drink; 
how they entertain; where and how they travel. A super-screened 
audience if ever there was one! 

How do we know? An advance study of the WIsDoM Magazine 
Audience—based on voluntary reports from 5,344 Charter Sub- 
scribers—tells us: 

72% are top earners between 35 and 60—today’s prime period 
of productivity. 61% earn $7,500 to $20,000 and over. (Thus they 
have not only earnability but spendability.) 82% are college grad- 
uates; 16% high school graduates. 40% are business and industrial 
executives, corporate owners, proprietors; 35% pro- 
fessional. Automobiles? 23% own 2 or more cars; 

39% bought a new car in the last 12 months; 32% 

intend to buy a new car in the next 12 MONthS, gages” a 
73% own their homes; 27% rent them. 52% % 

readers are men; 48% women. (You can’t beat that for a 50-50 book.) 
83% are married; 17% are single. Children average more than 2 to 
the family. Annual outlay for vacations and such luxury items as 
jewelry, perfume, silverware, etc. is appreciably higher than average. 

All of which adds up to this: WisDoM offers you... 

A NEW MAGAZINE read by people other people look up to. 

A NEW MARKET for the finer thiggs in American life. 

A NEW MEDIUM to reach it. 

In short: A GREAT NEW Buy! 


WISDOM WINS HIGH PRAISE 
FROM ADVERTISING AMERICA: 


FAIRFAX M. CONE, President, Foote, Cone & Belding: I think WispoM is very excit- 
ing. BERNARD C, DUFFY, President, Batten, Barton, Durstine & Osborn: An inter- 
esting and attractive publication. SYLVESTER R. WEAVER, JR., President, National 
Broadcasting Company: WisDoM is a handsome production. L. M. GREEN, President, 
Dr. Pepper Co.: WIsDoM is one of the most outstanding publications I have ever seen. 
F. KENNETH BEIRN, President, Biow, Beirn & Toigo: 1 am very much impressed 
with WisDOM and stimulated by it. I like the range of subjects. JOHN L. MARGO, 
Vice President, Ruthrauff & Ryan, Inc.: 1 think WispoM is superb. I know of no 
other magazine that covers the field you are exploring. JAMES J. MC CAFFREY, Vice 
President, Ogilvy, Benson & Mather, Inc.: I found WispoM informative and stimulat- 
ing. E. A. DARR, President, R. J. Reynolds Tobacco Co.: I think WispoM is very 
well done. FRANK STANTON, President, Columbia Broadcasting System: WispDoM 
will perform a very great service for its subscribers. MITCHELL HEINEMANN, Vice 
President, Jantzen, Inc.: 1 found WispoM informative, inspirational, very readable. 
HENRY L. BUCELLO, Advertising Manager, Bank of America: WISDOM is an inspira- 
tion from cover to cover. W. R. CHASE, Advertising Manager, The Procter & Gamble 
Co.: An unusual concept in magazine publishing. W. C. NEWBERG, President, Dodge 
Division, Chrysler Corporation: A very pleasing publication. The articles are of very 
high calibre. GUY RICHARDS, Media Director, Compton Advertising: I found WisDoM 
informative, inspirational, stimulating and readable. FRANKLIN C, WHEELER, Presi- 
dent, Brisacher, Wheeler & Staff: Wispom is of great interest to me; and I cannot 
help but feel that it fills a void that has long existed in magazine publishing. 
BEN R.,.DONALDSON, Director of Institutional Advertising, Ford Motor Company: 
I was greatly interested in WispomM. I found it informative, inspirational and stimu- 
lating. ROY S. DURSTINE, President, Roy S. Durstine, Inc.: Excellent! Cc. —E. WOLL- 
MAN, President, Delta-C & S Airlines: I was impressed with WispomM’s dignity and 
attractiveness. JOHN R. KIMBERLY, President, Kimberly-Clark: A beautiful job! 


Vital Statistics: Circulation guarantee : 200,000 average net paid. 
To be issued monthly. Page size: 10'’2” x 13%”, 
For other facts, figures, rates, dates... 


SEE THESE MEN OF WISDOM: 

Eastern: Sadler & Sangston, 342 Madison Avenue, New York 17 

Mid-Western: Lytle-Webbe Company, 332 South Michigan Avenue, Chicago 4 

Pacific Coast: Blanchard-Nichols, 111 Sutter Street, San Francisco 4 
Blanchard-Nichols, 633 So. Westmoreland Ave., Los Angeles 5 


WISDOM MAGAZINE: Advertising and Editorial Offices : 
8800 Wilshire Boulevard, Beverly Hills, Calif. 


crea. +i . Yy tix ; pee pee zu P. my = at: : 2 A . : ‘ Ln ton re ty ER iT State e ant See ae eee Oe d 
e iO pas ; a Saat: oa at . ; ye is! ~ all phyla ss ae og ea are C3 5 Ae de : ics mii eae d oe aes i e: 
: Rs = apt <7 b ord Ky ° és H ° i 4 ® ‘ é 
=~ =. %, 7 Aree scinmchaead el Kee IE oe f a dt i LJ 4 ‘ dy < 4 ie : i bk y / j ‘ : 
ae nial - os ) as 
7 { 4 l fh 4 
be hf : 
ee ’ ‘ 
i - Be eee Rk : 
; ee ee we 
he oe “a : : Bes: Og i * 
2 . B P eee) ite se hee By a a os a oe : 
% ag J cae? eS ee é 2 te SSR BY 4 a ee a é 
; F: ae as ty + 4 ak Z hah SS 3 iS eee ' Cm soa F 4 2 
Re @ere C= FF ee PR / Ree 
ae a ee: Bes ag is the Ae 4 & i - ; aoe = e Ps pe 
= eek a ce: ! Pe ; an 2 FAS Be 
7 Bie wae Bae: “ad Se 4 Ca ee Re Po -aeat ee be ee 
eee” : ie © oe ’ * RS ea <a rs + aes oe ee 
" wee Ee: SZ ves eg og sare i. PL eh 
- ae RR oe We a ee ae __ a fae ~~ ibe 
"i Ta ae Re bs if ao tuk? f ee nog i es cub 
‘ % ee ee 
Bf a ee ee ee pqs 5 ee. 
eo = ; ny ee a a ee ee Sea es 
ai es ees ag) 3 ee: ee a 
= aos Brag bes SREB PE ‘Sate ar 
% - a ee PO = i . 
a os ie t Be Es | F ae 
i it, ok ee ak oe awigeeae 
} : ss oe 2a ee x 
7 ee es not ae 
- a ee on 
= AS “a ai Ce g et 2 ae | nets aoe ee a 
il : Sn — ee eee NS, oe 
SE ee See ee 
ieee fe as Ty be arg ee ? mae 
L al ae a aaa 
aa a 2 tts J a 
= ERP Ey a: ~ ee, Se > Ae 
te | os, ay fs Ps “fen t ieee 
2 ‘ oe ‘ 
— = 
5 cee ; 
’ 
{ 
| hé Z ine 
: ; $ 
ae 
{ ] e 
a 
0 A m 
: ] . 
B 
T | 
a E 
oe A G ee 
: { Pe thes a 
oe fo ia 
oe — Pe 
yee ‘ SF Legos sh tee «= 
si ies Ben! = wien nt ae 
< a coe : — 
: Ante —— 
‘a Reger ase re ee 
a : eR ity ie | See fs a 
is ——— L% oe ad * eh ieee 
i ) Sa ee os i, eee Se ee 
. pS ee al Oi a ae, AA DR EN ee eg 2 uy 
¥ a =P ae eee. 4 oe 5 oe eee oe ae a : fies fi Seale as) 2 Ye he 
i po ee ee ene eet so ee 7) 
2 aE ne ia ae am is eet: Sa es irae ees cela ee ears ai a 
=i ae eat Me : ore hres . ns 
fh ae See eM ot 8, al ae ae : ee , . 
AED ’ A ee ae eT es re ; z sed : 
si ie eR! oe 
Seg ESSE peg eS eee Ri Yo 
ol” aE : 
Bi . nea ee pees a! j 
, ale ai ae hs ty eS uy 
7 eee . ee Dat: he e i , 
ake Fe Cite setae 4 a 
on pis pies : i} iap 
Fe 4 es ee oe j ba 
i 
_— hc 
. ) “I * 
i ¥ 
ae Dae: 
cme * 
Pot ’ a 
os ee 
. ae ae 
is a! 
oy 2 
ae i " k 
= e >, Me 
Sh ‘ag 
~ th Pars 
ES ' ae 
¥ x. 
_ | re 
, : 
E ; a 
a. a 
— ie. 
ss be 
| ae 
\ 1 
Ri 9 
a | & 
t 7 BF 
, a 
ie F 
Be o's a f 
(3a 4 
1 
an , , 
Bi 
a 
| i 
i 
\ 
‘ 
\ . 
z 
B r 
= 
j | 
a | 
i 
. 
“ 
¥ 
y 
i" 
. 
| 
| 
' 
\ 
; f 
ee 
\ 
: 
14 
“5 : 
14 
} 
{ 
\f . 
| 1 
\ 
; . 
; : 
] 
) ee 
| 
: : 
_ \ : 
) ‘ : 
| 
A s ™ ; x 
Spd 
S(t PORES ai . i j ; ee et cS Spt RE ey t . $ rN .* . by . Ay eB os estes Wena. eae, “Trobubed a7 cepa by haieow Ay Fe ee ee eee Bo the F ar ag 7 ee Foe. RK A Len! 4 ay ad ope 
Cape yO eS A ea ee eee i TE Bh ere eee) dl Fg AN Bi Bx & ey ee ee ee ee SER ey ta coe eee se MR SE Re ON ial ae a it Fe Se oer ent BS ee + gene PRE a RT tees MTS tba te ee hae oak tetiz at sti te or Cin ae as ewe RE . afi “rae 
as = mets RE ag nee Sr eae ee SE ieee ah ae Ste “ _— : San boa S shor PE Roath Ur TI Fy ee OLE Seti Be Bee oe es ee Pe. eet Save y By Souey i ee Pts Oe ae Said ONMROLT ee Pan i ae i HET ahs 
Bob er. Bee gh tt Spe ES See er a he ep Ts ee ge ee ee ee ge oe Soe ica 0 ole gee aah a ey ie Clea SS 6 aE aca Fy Lao aes 4) OP Me iE lat BY cy, eA Lae Ogee eS ed ENON Dati h de ey ceed) Peet rs ae mas je. lt Mae As a Ce Say A ae, SE tne 
3 Be ites 2 PY Po ei ee es Se ee Se ee oa Satine By, ges ae ae ae ee ee Net Var. Oe ea Ge! Se er ee eet ea Oe ee OR ig RF OR Eigen ale, - r Oe a em bai ov Wea Rat A le tig sd dg eS MS pe Oe aie’ by Ee eT Se hy 
os oe eS Sh ake tebe Me Y aaree Sere PE Se TE Ae eee NAO DAE AN Fee AR Se ee Foe RN te pet yh a AEE ER, 5 A ae EE nt ge a SSE Ten RR = : P pte Bes NTN eS iw Ee ea og By reed YS ae TS ch em 
ak S74. Cecaty MER oe Ee SPRATT a re 9a esas’ Sy OLE Fe 23 VON mae) vo eae FF eae a alee oe COR tc eucy Pn Mg Pv Gps ae ae FAN Oe a > aR it Pee it, oh ee te Wapiti rea Wee Leo we SRR Mare Pana paei y Past ee alg PS 
+ cece f ee phd to ek Sh ei ‘ fs Se Sag ay 5? 8 a SN be te es Leo een Tor gn ct Ag MCR fe I ig Lae mee eee rea on LCL ee ee ho re eet ge pe te ei. Pe Sat 27 te Se Bg Foie: a? (Pa ae han" SN TER see ing. Ne ga oe ae 
Peek We eee Ch 5 haf) ee a4 I~ aga pet Rag eee Saat * iii SAIS ppecee “ea tS ALR uch ay 5p Fe jek tae ae a als ia sags yee We ne hy poe oe Oe Ph tee een, SE Le ee ay NP ge a raul es Bij ih pee SP Siig Cate gk Mai Le apr tee & “% PRT ss RRS Eee 
Be Neate OIA are Petes! <6 ORR RR. ag wort QB tdi Sats Se ae ye Se GE VON CN A Ree EEN indi Sa OR ka Aa ang, 2) ok aR aa Nghe ok ese Sr Soar ere} BEE oe ee ED a ae ae ee hg ee iM ae Cede, ON a Le ME rs nag Oe Se Sealy at gw el et Se Fw alee ee ee Se Oh et Mea ge! cle ete ates CEL is 6 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issued every Monday by Advertising Publications, Inc., 200 E. IIlinois St., Chica 


io Il 
(DE 7-5200), 480 Lexington Ave. ew York 17 (Plaza 5-0404), National Pres Bia * 
Washington 4, D. C. (RE 7-7659). G. D. CRAIN JR., prosdest and publiher. 3 x 
BERNSTEIN, }. L. BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B 


GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazi 
Publishers Association, National Business Publications. 0 on 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Jarlath J. Graham 
Assistant Managing Editor, Don Morris 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard, Milton 
Moskowitz. Chicago: Murray E. Crain, 
Al Stephanides, Lambert S. Botts 
Staff Writer: Shirley Uliman 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Assistant Manager Sales and Service, 
William Hanus 
New York: James C. Greenwood, John 
P. Candia, Harry J. Hoole, David J. 
Cleary, Jr., Louis DeMarco, William Laurie 
Chicago: E. S. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, David J. Bailey 
Los Angeles (17): Simpson-Reilly Ltd., 
1709? W. Elghth St., Walter S. Reilly, 
Pacific Coast Manager, Gene A. Fruh- 
ling, James March 
San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Richard McCarty, Mgr. 


15 cents 


copy, $3 a year, $5 two years, three years in U. S., Canada and Pan 
America. 


eign $4 a year extra. Four weeks’ notice required for change of address. 
yron A. Hartenfeld, circulation director. 


Advertising and Social Science 


The death of Walter Dill Scott, for almost 20 years president of 
Northwestern University, deserves to be marked by the advertising 
business. 

Dr. Scott joined the Northwestern faculty in 1900, in the department 
of psychology, and in 1903 he wrote one of the earliest works on ad- 
vertising to be turned out by a practitioner of one of the “learned” 
sciences, “The Theory and Practice of Advertising.” In 1921 he wrote 
“The Psychology of Advertising,” and his passing should be marked 
for these contributions to the theory of advertising, if for no other 
reason. 

More than half a century ago, when motivation research was not 
even a gleam in anyone’s eye, Dr. Scott wrote: 

“The understanding of the minds of possible customers as well as 
the discovering of the best methods of presenting the goods, prepar- 
ing the copy, selecting media, and placing the advertisement to in- 
fluence most effectively the minds of these same persons—all this 
practical ability is conditioned by a working knowledge of psychol- 
ogy. The successful advertiser must be a psychologist.” 

But Dr. Scott’s passing should be marked by the advertising field 
not merely for his direct contributions to the business. It should also 
be marked as a symbol of the interest which advertising men and 
marketing men have exhibited in the basic social sciences during the 
years—an interest which grows larger every day. 

Thoughtful advertising and marketing men long ago learned that 
the workers in once-remote academic vineyards frequently have 
remarkably concrete and practical suggestions to pass on to them. As 
a result, these business men have, we suspect, lent more practical 
and useful support to many phases of scientific investigation than 
anyone has ever given them credit for. 

Business’ tremendous and direct interest in the physical sciences 
has long been recognized and understood. But it has never been so 
clearly understood that business has been tremendously interested 
in all the phases of the social sciences, the humanities, and the study 
of man as an individual and a member of a social order. 

A good many research projects have been carried to conclusion 
because some advertising man or marketer was interested in discov- 
ering how to make a sale more quickly or more easily, and a good 
deal of impetus has been given some esoteric subjects because “prac- 
ticai”” men of business have discovered their value in “practical” 
appiications. 


The Name Is Sometimes Too Good 


Last week ADVERTISING AGE carried a couple of letters pointing out 
that “Thermos” is not a generic term, but the trademark of the 
American Thermos Bottle Co., and therefore should never be used 
without a capital—a sin which AA had recently committed. 

We are sorry we made the error. We should have known better, 
but we didn’t. And thereby hangs the tale about inventing a too- 
perfect name or promoting it in such a way that it tends to come into 
use generically. Cellophane, of course, is the notable example. Aspirin 
(if you can remember that far back) is another. In both cases, the 
trademark was lost because the invented name of the product be- 
came generic. 

Deepfreeze and Frigidaire are two similar names which come to 
mind. They are so good a “fit” for their products that they are fre- 
quently used incorrectiy, to designate a type of product rather than a 
brand name. Under these circumstances, the necessity for constantly 
maintaining the distinctiveness of the trade name becomes apparent. 

What brought all this to mind was a casual conversation we lis- 
tened to the other day. A wife was talking about her experience in 
buying a “new Deepfreeze.” Her husband suggested that it wasn’t 
really a Deepfreeze; she said she knew Deepfreeze is a trademark, 
and it was a Deepfreeze. 

In too many cases, such knowledge does not exist. 


—Edmond M. Jacoby, The John Budd Co., New York. 
“He quit Murphy’s bar when Murphy refused to give 2% cash dis- 
count.” 


What They're Saying 


Gift Horse Has Last Laugh 

Recently we went into a store 
and bought a necktie. The clerk 
wrapped it up and handed it to us 
with a cordial “thank you.” Just 
like that. No premiums, no cou- 
pons, no colored stamps, not even 
a million-to-one chance on a Cad- 
illac. We walked out with the 
empty feeling one has when he has 
been shortchanged. 

Of course, we should have re- 
joiced and been exceedingly glad. 
Our modest little igloo is already 
bulging with gadgets, widgets and 
whatchamacallems acquired in the 
process of buying other things. For 
example, cereal packages are more 
apt to contain toy airplanes or 
jumping jacks than cereal itself. 
We are now all set for our second 
childhood, which is fairly near 
anyway. 

Modern merchants no longer 
concentrate on selling their prod- 
ucts but the gimmicks or give- 
aways that go with them. As a re- 
sult, Mr. and Mrs. America have 
developed the habit of buying car- 
loads of stuff they don’t need just 
to obtain free articles that they 
also don’t need. Who can resist that 
combination screw driver and po- 
tato peeler or that Little Hercules 
stump puller, if they cost nothing? 
The fact that the necessity of pull- 
ing a tree stump may occur only 
once in a lifetime, if at all, bothers 
the buyer not a bit. Moreover, to 
get it, one may wind up with a 50 
year supply of Oatsie Bloatsies or 
Atomic Dandruff Remover. 

Personally, we are out of the 
market for barbecue grills—forever 


has reached unmanageable propor- 
tions. We have them in all shapes 
and sizes. We have them with three 
legs, and with four legs and no legs. 
We have them rigid and have them 
collapsible (their most dependable 
feature). We also have a few that 


we can’t even assemble which 
serve nicely as bird baths or ash- 
trays for cocktail parties. 

We have bushels of ball point 
pens that don’t write, rocket banks 
that don’t rocket and whatnots that 
do nothing but take up space. We 
used to brood some about the pos- 
sibility of being cremated by an 
H-bomb. It seems more likely now 
that we shall be buried alive un- 
der an accumulation of possessions 


which have no use or value. 


—Arizona Progress, published by Val- 
ley National Bank, Phoenix. 


It Takes Time 

Quite a few advertisers seem to 
think that something strange takes 
place with their consumers on Jan, 
1 of each year. Perhaps they are 
plagued by the “annual mind”; 
they don’t seem to realize that the 
consumer is the same person, just 
a year older, and perhaps the 
selling point that the advertiser 
has been trying to get over to him 
is just beginning to make a lasting 
impression. 

Yet, after a year’s campaign, 
they elect to throw it out the 
window because they are a little 
tired of looking at their own ads, 
which they frequently see more 
than once before they appear in 
print, and believe that the consum- 
er is equally bored with the cam- 
paign. So the agency boys have to 
start working on a new one which 
will be expected to bloom within 
a year’s period. 

The effectiveness of most ad- 
vertising campaigns can only be 
measured after they have been 


4. running for about two years. Over 
and then some. Our stock of grills 


this period of time, the consumer 
has been exposed to the campaign 
and he reacts either consciously 
or subconsciously to the sugges- 


tions that have been made. 
—Donald W. Stewart, ad 


vertising 
manager, The Texas Co., guest-writ- 
ing in the Lines & Linage column, 
New York World-Telegram & Sun. 


Advertising Age, October 10, 1955 


Rough Proofs. 


Don Paul Nathanson has picked 
Cy Nathan as exec. v.p. of his new 
agency, and if they can keep their 
mail and phone calls apart, they’ll 
be performing a minor miracle. 


Frank Ware has announced plans 
for a new tackle magazine, and as 
publisher of The Fisherman he 
wants it known that the new book 
is not intended for football players. 


The late Dr. Walter Dill Scott, 
who pioneered in advertising psy- 
chology, used to say that at first 
his professional colleagues thought 
the field not quite respectable, but 
look at them now. 


A newspaper explaining circula- 
tion trends in its market says, 
“ABC stands for the Audit Bureau 
of Circulation,” which might be re- 
garded as a very singular defini- 
tion. 


Palmer Hoyt says a friend is one 
who knows all about you and likes 
you anyway. 

And vice versa. 


Myrt Power decided not to go for 
the $64,000 question in her base- 
ball quiz. 

Probably couldn’t persuade Tay- 
lor Spink to serve as her expert 
advisor. 


If what this country needed in 
Tom Marshall’s time was a good 
five-cent cigar, the need seems to 
have been satisfied, since the nick- 
el weed now accounts for 38% of 
the business. 


Elmer Wheeler coined the 
phrase, “Sell the sizzle and not the 
steak,” and the distillers are fol- 
lowing his lead by selling not the 
whisky but the package. 


American Motel Magazine says 
motels offer “adequate parking 
facilities and refuge from tipping.” 

Another successful example of 
the do-it-yourself idea. 


Philip Woollcott told the Ameri- 
can Bankers’ Assn. there is nothing 
wrong with instalment credit that 
reasonable self-restraint and care- 
ful selection of risks won’t rem- 
edy. 

Along with getting another At- 
las to hold up the economic curve. 


Clem W. Kohlman surprised a 
lot of people by predicting that 
more paper will be substituted for 
textiles in apparel manufacturing, 
particularly those who thought its 
use was restricted to tucking in-. 
side shoes on a cold, frosty morn- 
ing. 


Hartmann’s new management 
believes luggage can be given 
brand name prestige with the right 
kind of advertising and merchan- 
dising. 

One way to do it might be to of- 
fer Cunard stickers and foreign 
hotel labels as original equipment 
on the more expensive items in 
the line. 


Copy Cus, 
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pick TheTkquiren! 


Proved advertising principle: COLOR GETS ACTION. THE INQUIRER pesiitiiit We : 

offers R.O.P. Color every single weekday. And advertisers are using it : | 

to a fare-thee-well. Leading food companies find that the responsiveness — 

of Inquirer readers (coupled with R.O.P. Color) makes THE INQUIRER 
{ a matchless medium . . . FIRST FOR ACTION in Delaware Valley, 

U.S.A. And FIRST in National, Classified, Retail and Total Advertising. 
: 


| 
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Giant Industries Build in 
1 DELAWARE VALLEY, U.S.A. 


$350,000,000 in industrial ex- 
pansion in 1954, hundreds of 
millions more planned for ’55! 
Means bigger incomes, 
increased spending in the 
World’s Greatest Industrial 
b Area—with annual buying in- 
come now over $8 billion! 


The Philadelphia Anguirer 


Constructively Serving Delaware Valley, U.S. A. 


{ Exclusive Advertising Representatives : West Coast Representatives : 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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A true-to-life story about some make-believe characters 


Who put Peaches 
in the soap dish 


in Chicago? 


As was quiet on the ulcer front at Peter, Peter, Plompkin & Eater — 


a cats licking their 


Rumors had been confirmed. Headlines blazed for all the advertising world 


Specialists in Plain and Fancy Advertising. 


to see: ‘Peaches Soap Goes to P.P.P. & E.” 
Client and agency conferred. They puzzled and they cross-pollinated. Which sex uses 


the most soap — the delicate little woman or the rugged man-of-the-house? Which 


advertising approach would be best ? A campaign spotlighting gorgeously gowned gentility or 


carried with him a research report all about toilet soap sales in Chicago. 


And here are some of the facts it covered: 
ee) 


Am 
Women buy the toilet soap in 83% of Chicago’s households. However, they don’t always 
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| ci Ne The problems were big—and the answers slow in coming. | 
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: When in walked Joe, a handsome hero from the Chicago Tribune advertising cast. “‘At your lI 
) service, gentlemen,” said Joe, as he bowed from the waist. It just so happened that Joe 
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dictate brand usage. In 25% of the homes, the man and wife use different brands. 


Some soaps are considered feminine— others masculine. 


But soaps with a balanced masculine and feminine appeal are preferred by over half of the 


market. The report also revealed how specific brands, through the use of 
different copy appeals and variation of product characteristics—such as perfume, 
packaging, etc.—have achieved their masculine, feminine or neuter images. 

Of course Joe didn’t supply all the answers to the advertising problems of Peaches 


Soap. But he supplied some of the guide posts that pointed the way for a successful advertising 


And that’s just the kind of help the Chicago Tribune can give you. 


Nobody knows Chicago like the Tribune. 


The Tribune has spent several million dollars to find out facts that vitally affect 
: oy 
your Chicago sales. It knows who your best customers are, Wy i) where they 
Na 


live and shop, why they buy. This valuable information is yours for the asking. 


Nothing sells the Chicago market like the Tribune. 


Retail sales in Chicago and the 206 Chicagoland counties are big—valued at $17 billion. 


And the best way to sell this market is through the Tribune. Does advertising 


People may praise the Tribune, fuss about it or blast it—but reading the Tribune 


in Chicago is just like watching football in October. y Ly Almost 
«Js sate. 


everybody does it. Everybody feels its impact. Practically 3 out of 4 families in the Chicago 


metropolitan area read the Tribune—almost half of all the families in 839 midwest 
towns read it. (Only 12% of metropolitan Chicago gets the largest national cite 
and less than 1 out of 10 tunes in on an average evening 'T'V show.) 

So if you want to know something about Chicago, call in a 


joe from the Chicago Tribune and put him to work finding out. 


PS. Always remember . . . If you want to SELL Chicago 


TELL Chicago in the Chicago Tribune 


WORLD’S GREATEST NEWSPAPER 
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284,706 corporate officers or titled executives 
pay for and read THE ROTARIAN. 


81% are in industry or business 
19% are in the professions 


and 90% buy material, equipment, supplies 
or services for their firms. 


Reach these men ae and economically through 
their own magazine ... THE ROTARIAN. 


313,889 Average Total Net Paid ABC (Dec. 1954) 


‘Bank of America’s 
New Electronic ERMA 
Is Bookkeeping Whiz 


San Francisco, Oct. 4—ERMA 
has come to the San Francisco Bay 
area, as part of a move by the 
Bank of America, to help keep its 
books in good order. 

The advent of ERMA was her- 
| alded by full-page ads in 400 Cali- 


fornia weeklies and dailies. They | 


were placed by Charles R. Stuart, 
San Francisco, which has handled 
the bank’s advertising since 1915. 

ERMA, in the event your curi- 
osity is now simply overpowering, 
is a unique new wonder destined 
to upset bank bookkeeping prac- 
tices everywhere. 

The initials stand for Electronic 
Recording Machine Accounting, 
and ERMA is the very latest thing 
in automation—developed by the 
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Ever since August 14th, when WPTZ introduced “Silver Screen 


Philadelphia’s 
Sunday Best! 


Films like “Algiers,” 


SILVER 
SCREEN 
THEATRE 
6:30 PM. 


Theatre,” more and more people are going to WPTZ for the finest 
full-length feature films ever seen on television in Philadelphia! 
with Charles Boyer and Hedy Lamarr— 
“Pardon My French,” with Paul Henreid and Merle Oberon. 
At 6:30 on Sunday evening it’s a family time and a family 
audience . . . two-thirds adults, one-third children and teen- 
agers, an amazing three viewers per set! 
Commercials are carefully integrated, so that even a one- 
minute participation rates a big payoff. “Silver Screen Theatre”’ 
is Philadelphia’s “Sunday best” in entertainment . . . Sunday 
best in advertising value. Get the complete scoop from Alexander 
W. Dannenbaum, Jr., WPTZ Sales Manager, at LOcust 4-5500, 
or Eldon Campbell, WBC National Sales Manager, MUrray 
Hill 7-0808, New York. 


First in Television 


WP TZ in Philadelphia 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO 


BOSTON—WBZ+WBZA 
PHILADELPHIA—KYW 
PITTSBURGH—KDKA 
FORT WAYNE—WOWO 
PORTLAND—KEX 


TELEVISION 
BOSTON—WBZ-TV 
PHILADELPHIA—WPTZ 
PITTSBURGH—KDKA-TV 
SAN FRANCISCO—KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. + 


ALL OTHER WBC STATIONS REPRESENTED BY FREE & PETERS, INC 


No selling campaign is complete without the WBC stations 


Advertising Age, October 10, 1955 


Stanford Research Institute in five 


years of work financed by the 


Bank of America. 

ERMA applies science to the 
drudgery of bookkeeping. S. Clark 
Beise, president of the bank, terms 
it “the greatest step forward in 
bank bookkeeping in all banking 
history.” 


® The new machine will do all of 
the daily bookkeeping for 50,000 
individual Bank of America check- 
ing accounts. 

ERMA will sort checks and de- 
posit slips, enter the amounts in- 
stantaneously on each customer’s 
account. Meanwhile it will reject 
any check on which payment has 
been stopped, or which is drawn 
against uncollected funds or which 
would overdraw the account. 

“She” does all of this electronic- 
ally, at lightning-like speed and 
with complete and infallible ac- 
curacy. The entire job, once set 
up, is accomplished in one tenth 
of a second! 

ERMA also remembers all de- 
tails of all transactions. At the end 
of the month “she” turns out a 
complete printed statement of each 
customer’s account, printed at the 
rate of 600 lines a minute. What’s 
more, Stanford research engineers 
claim it is impossible for ERMA to 
make a mistake in arithmetic! 

The new machine requires only 
nine people to operate it and will 
do all of the work—and more— 
that now takes the full time of 50 
bookkeepers. Eventually, Mr. Beise 
declares, ERMA will reduce time- 
consuming detail work of banking 
by as much as 80%. 


= “The staff, however, will not 
be reduced because of ERMA,” Mr. 
Beise stated. “Instead,” he said, 
“the machine will help to ease the 
constant pressure to obtain book- 
keeping personnel to keep up with 
the growth of California and the 
bank.” 

ERMA is now undergoing a 
step-by-step check of each of its 
functions by the enginering staff 
of Stanford Research Institute. 

When this check is completed, 
the machine will go into its own 
new 11,350 square foot building in 
San Jose, to serve all Bank of 
America branches in that area. At 
least 36 more of the machines will 
be placed in operation by the bank 
as soon as possible in various pop- 
ulation centers of California. 

ERMA is not actually a ma- 
chine, but a “system” which is now 
“owned” by Bank of America. The 
7,879 vacuum tubes and 34,117 
diodes in the installation are the 
equivalent of a 17,000 tube radio. 
The wiring runs to a million feet, 
and ERMA generates enough heat 
every hour to warm three 8 room 
homes. 

The key to the operation is a 
magnetic ink coding that can be 
“read” by ERMA. The ink pigment 
used contains magnetized iron ox- 
ide. 


Keystone Adds 9 Affiliates 

Keystone Broadcasting System 
has added nine new affiliates, 
bringing the total to 861. The new 
affiliates are WERH, Hamilton, 
Ala.; KAWT, Douglas, Ariz.; KVFC, 
Cortez, Colo.; WFBF, Fernandina 
Beach, Fla.; KBRX, Brookings, 
S.D.; KBEN, Carrizo Springs, Tex.; 
KCTX, Childress, Tex.; KSNY, 
Snyder, Tex., and KCVL, Colville, 
Wash. 


Rose-Martin Adds One 
Restaurants Associates Inc., oper- 
ator of Riker’s Restaurants, Corner 
House Restaurants and the Hotel 
Lexington’s Hawaiian Room, has 
appointed Rose-Martin Inc., New 
York, to handle all advertising. 


Andrea Announces Ad Drive 
Andrea Radio Corp., New York, 

has scheduled 13 full-page ads this 

fall in the Sunday magazine sec- 


tions of the New York Times and 


the Herald Tribune. First ad broke 
Oct. 2 in the Times. 
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Pioneers of business followed the trail of the iron horse into new and rich 
territory. This “prospecting” for desirable manufacturing locations con- 
tinues today, with industrial-site advertisers making profitable use of 
Business Week to blaze the trail to their communities. 

PROFITABLE because Business Week gets results—is read by a highly 
concentrated audience of management men. These are the executives 
who make or influence important decisions for their firms, including the 
selection of new plant locations. Also, advertising dollars invested in 
Business Week produce more, because Business Week reaches these 
decision-making executives with a minimum of waste circulation. 

These are two big reasons why Business Week regularly carries more 
advertising directed to business and industry than any other general 
business or news magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS 
WEEK 


These Advertisers of Industrial Sites Use 


Business Week to Reach Management Prospects 


American Gas & Electric Co. 

Baltimore & Ohio Railroad Co. 

Calgary, Canada, City of 

Cleveland Electric 
Illuminating Co. 

Chesapeake & Ohio 
Railway Co. 

Consumers Power Co. 

Colorado, State of 

Delaware, Lackawanna & 
Western Railroad Co. 

Erie Railroad Co. 

Florida, State of 

Georgia, State of 

General Public Utilities Corp. 

Indiana, State of 

lowa, State of 

Long Beach, California, 
Chamber of Commerce 

Manitoba, Canada, Province of 

Miami, Florida, City of 

Mississippi, State of 

Missouri, State of 

Nashville, Chattanooga & 
St. Louis Railway 

New York, Chicago & 


St. Louis Railroad Co. 


New York, State of 
Niagara Mohawk Power Corp. 
Norfolk & Western 
Railway Co. 
North Carolina, State of 
Oakland, California, 
Metropolitan Area 
Committee 
Ohio Edison Co. 
Oklahoma, State of 
Pennsylvania, State of 
Philadelphia Electric Co. 
Puerto Rico, Commonwealth of 
Rhode Island, State of 
San Antonio, Texas, Municipal 
Information Bureau 
South Carolina, State of 
Tennessee, State of 
Tennessee Gas 
Transmission Co. 
Union Pacific Railroad Co. 
United Gas Corp. 
Virginia Electric & Power Co. 
West Penn Electric Co., Inc. 
West Virginia, State of 


Source: Publishers Information Bureau Analysis 
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A MCGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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ATLANTIC CITY IS BIGGER THAN YOU THINK! 


Organize Fair Trade Group 


The committee on mobilization | 
‘for fair play in fair trade has been 


set up as a specialized anti-monop- 
oly division of the American Fair 
Trade Council. Offices have been 
opened at 221 N. LaSalle St., Chi- 
cago, under the direction of John 
J. Reinecke, former president of 
the American Trade Assn. Execu- 
tives, and Thomas A. Rothwell, 


previously with the Department of | & 


Justice. 


United World Names Bole 
George Bole has been appointed 
v.p. in charge of production for 
United World Films, subsidiary of 
Universal Pictures, Universal City, 
Cal. Mr. Bole has headed Univer- 
sal’s short subject production de- 
partment for many years. For the 


Atlantic City’s Furniture and 
Appliance dealers have good 
reason to be happy. 

Furniture and Appliance sales 
for Metropolitan Atlantic City 
amounted to a whopping $10,- 
464,000.00 last year. Atlantic 


tric ranges, and furniture than 
those in any other market in 
New Jersey. 

Whether you sell washing ma- 
chines, detergents, or any prod- 
uct, you'll agree that Atlantic 
City is well worth your sales ef- 


The only paper that gets into the home— 


City’s families spent more money fort all year round. 
on items like refrigerators, elec- 


Atlantic City Press 


... covers New Jersey's best 
BIG-CITY market 
Rolland L. Adams, President 


last five years he also supervised 
United World production. 


Newman Joins Telepix 


Robert P. Newman, 
with Conde Nast Publications, has 


|QUART CARRIER—Robert Gair Co., 


New York, turned out this new 
carrier for six quart bottles for 7- 
Up Bottling Co. of Los Angeles. 


Grand Union Food 
Chain, Spry at 83, 


joined the sales staff of Telepix 
DeLisser, Inc., National Representatives Corp., Hollywood. 


Sets Earnings Mark 


number three of a series: 


motel industry’s sales potential 


as enormous as its size! 


“Rocket-rise”. . .“phenomenal”’. . ."“fast-expand- 
ing’. . . etc., are just a few of the superlatives 
used to describe the rate of growth of the motel 
industry. Do any one of these adjectives ade- 
quately describe this industry's climb, or would 
all of them be needed to describe this industry's 
unbelievable expansion? 


Just how fast has the motel industry grown? 


For the sake of an objective analysis of the 
motel industry's rate of climb, let’s make a quick 
comparison between the motel and the hotel in- 
dustry, which is sure to prove enlightening. 


Keeping up almost unbelievable, fantastic 
pace ... the number of motels have grown from 
25,919 in 1948 to near the 56,000 mark at 
present. Conversely, since 1951, only an insig- 
nificant number of hotels have been built . . . 
so that hotel construction can be classified as 
“static”. Measured by the fact that hotel occu- 
pancy has fallen off from 92% in 1945 to 74% 
in 1955 for a 20% loss in ten years, the hotel 
industry generally has failed to keep pace with 
the exceptional prosperity and economic growth 
of the nation. 


Getting back to the motel industry, motels 
today are doing a national business of $1,500,- 
000,000—up more than 800% in ten years! 
And motels already have two-thirds as many 
rooms as hotels . . . doing nearly three-fourths as 
much business! 


Amazing growth for a “young” industry . . . 
and judging from conservative estimates, motel 
expansion is climbing at the rate of more than 
3,000 per year. That’s progress . . . reflecting the 
changing travel habits of people . . . pointing up 
the fact that hotels have failed to retail existing 
business and have not developed in any appre- 
ciable sense. 


Almost staggering to the imagination . . . this 
herculean expansion means constantly increasing 
sales potential . . . a “natural” market place in 
which to sell your products, whether they are 
building materials, equipment, furniture, furn- 
ishings, supplies, etc. And in the midst of this 
fertile sales opportunity, you'll find AMERI- 
CAN MOTEL magazine . . . pioneer publication 
that has been instrumental in showing motel 
owners/operators how to buy, how to operate a 
motel business. Offering you more than 23,000 
ABC paid circulation (80% among motel own- 
ers/operators) ... AMERICAN MOTEL is the 
only “fully qualified” ABC publication in the 
field! Saleswise, this means genuine, penetrating 
coverage of this sales-active market ... . more 
ready-to-buy prospects for you! Why not investi- 
gate the sales potential available to you in the 
motel market, and how AMERICAN MOTEL 
magazine can help you get your share. AMERI- 
CAN MOTEL magazine, a Patterson Publica- 
tion, 5 South Wabash Avenue, Chicago 3, Illi- 
nois. 


EAst PATERSON, N.J., Oct. 4— 
Grand Union Co. announces record 
net earnings of $863,260 for the 
three months ending Aug. 27. 

Earnings for the corresponding 
quarter a year ago were $693,776. 

Retail sales for the food chain 
during this period were $68,489,102, 
a new record and an increase of 
26.3% over the same three months 
of 1954. 

Second oldest food chain in the 
country, Grand Union is celebrat- 
ing its 83rd anniversary this month. 
‘Under the direction of President 
Lansing P. Shield, the chain cur- 
rently operates about 350 units in 
eight states and Canada. New units 
are being opened at the rate of al- 
‘most one a week. 

In its recent stores, Grand Union 
has attempted to depart from what 
it calls “the usual supermarket 
conventions and_ restrictions.” 
Stores are designed somewhat like 
a wagon wheel, except that the 
perimeter is square. Aisles fan out 
from a focal point at the center, 
with several main aisles cutting 
across the spokes to give the effect 
of many short aisles spaced well 
apart. 


® Store profiles are low, with 
counters never piled so high as to 
obstruct vision. Color is used to 
show the “personality” of each de- 
partment—pink for baby foods, 
ice-blue for frozen foods. 

The Food-O-Mat, a display unit 
operating on a gravity-feed princi- 
ple, is in use in many Grand Union 
‘stores. An invention of Mr. Shield’s, 
the device covers a compiete wall. 
Items slide down a hidden ramp as 
the preceding ones are removed by 
the shopper. The unit reportedly 
‘saves 30% of the floor area that 
would otherwise be required to ac- 
commodate the merchandise, and 
it simplifies restocking. 

As a compromise between strict- 
ly self-service meat departments 
and time-consuming personal serv- 
ice departments, Grand Union meat 
cutters prepare meats behind glass 
walls in full view of shoppers. The 
meats are then passed out on con- 
veyor belts to “hostesses,” who 
wrap and place them in cases. With 
this system, shoppers can still re- 
quest special cuts. 

_ Company sales for 1954 were 
$220,000,000. They are expected to 
exceed $260,000,000 by the end of 
this year. 

KNTV Appoints Two 

| Two major staff additions have 
been made at KNTV, new San 
Jose tv station that went on the 
air Sept. 12. Douglas D. Kahle, 
formerly general manager of 
KCSJ-TV, Pueblo, Col., has been 
named general manager, and Lee 
Cinnamond has been appointed 
sales manager. Mr. Cinnamond 
has been with KJBS, San Fran- 
cisco, for the past 10 years. 
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Advertising Age, October 10, 1955 


Buffalo Supermarket 
Chain Uses Dailies in 


Institutional Drive 


BUFFALO, Oct. 4—Loblaw Inc. is 
taking the consuming public be- 
hind the scenes of its supermarket 
operation with a series of 26 in- 
stitutional newspaper pages. 

The first ad appeared in June, 
and four others have been used 
since. The timing of the ads is flex- 
ible. 

First call on ad space continues to 
go to regular merchandise presen- 
tations. The institutional ads sup- 
plement the merchandising efforts; 
they don’t replace them. 

A spokesman for the grocery 
chain’s advertising department 
pointed out it is difficult to ap- 
praise results from institutional 
ads of this type. But the ad series 
has consumers talking and has 
created considerable comment 
among shoppers and also among 
the chain’s competitors. 


® In planning the series, Loblaw’s 
ad department sought to empha- 
size phases of the Loblaw opera- 
tion which set it apart from its 
competitors. 

“We are touching all phases of 
our operation where we feel we 
are superior to our competition,” 
said the spokesman. 

The Loblaw spokesman pcinted 
out that merchandise ads of most 
supermarkets today are strongly 
similar to each other. If signature 
cuts were switched in the ads, 
shoppers would have difficulty 
distinguishing one chain's display 
from that of another, he said. 

To achieve individuaiity, there- 
fore, a chain must tell an institu- 
tional story of features and serv- 
ices it has that its competition 
doesn’t, he asserted. 

“We are proceeding on the theo- 
ry that the more the shopper 
knows and understands an organ- 
ization, the better she likes it. We 
feel that the average consumer 
educated to our operation will feel 
more kindly toward us,” the 
spokesman explained. 


= The first ad in the series 
stressed the fact that Loblaw con- 
siders every one of its customers 
“an important customer.” The sec- 
ond ad traced the rapid progress of 
the chain from its first Buffalo 
store and the third ad used the 
company’s annual report as the 
basis for a “thank you” gesture. 

The fourth ad took up the sub- 
ject of Loblaw’s meat operation, 
and the fifth will be built around 
Loblaw’s product control lab. Oth- 
er phases of the chain’s operations 
will be spotlighted in subsequent 
ads, touching each department and 
service of the supers. 

The page ads are appearing in 
both the Buffalo Evening News 
and the Buffalo Courier-Express 
as well as in other cities where 
the chain operates stores. 

Reprints of the ads are made on 
glossy stock and distributed to all 
Loblaw stores for posting in ap- 
propriate locations. 


® The ads also serve as morale 
builders for store personnel, the 
spokesman noted. 

Typical of the series was the ad 
devoted to meat, using the theme: 
“Fresh, Tender, Juicy Meats—The 
Kind That Bring You Back For 
More.” A large drawing in the 
center of the ad depicted customers 
shopping at a Loblaw self-service 
meat counter. 

Sketches at the top of the ad 
showed fresh sides of meat in a 
store meat cooler and also steps 
in the prepackaging of meat. 


DeSantis to Barkann & Platt 

Mrs. Florence DeSantis, asso- 
ciate beauty editor of Charm, has 
joined Barkann & Platt, New York 
publicists specializing in fashion 


Cushman Names Falk; Adds ! 


Aaron D. Cushman & Associates, | 
/on the newspaper’s staff as a con- | 


Chicago public relations counsel, 
has appointed Elaine Falk to its 
staff. She formerly was an assist- 
ant account executive with Philip 
Lesly Co., Chicago p.r. company. 
Cushman has been appointed by 
the Chicagoland Committee of the 


dren to publicize the organiza- 
tion’s annual educational and fund-_| 
raising campaign this year. 


Mays Named Retail A. M. 

Thomas D. Mays has been ap- 
pointed retail advertising manager 
of the Gazette, Charleston, W.Va. 
He succeeds John L. Hunt, who has 


National Assn. for Retarded Chil-| 
‘ead, N.C., and New York, has ap- 


ieall 
‘schedule for Realecraft and No- 


retired as retail ad manager be- | 
cause of ill health but will continue | 


sultant and in charge of special 
advertising accounts. Mr. Mays | 
joined the Gazette in 1944 as a. 
member of the advertising staff. 


United Mills to Sterling 
United Mills Corp., Mount Gil- 


| pointed Sterling Advertising Agen- 
(cy, New York, to handle advertising 
‘and promotion for its lingerie 
and sleepwear lines. Spring plans 
for a national advertising 


Hike slips and Gilead lingerie. 
Daniel & Charles, New York, for- 
merly handled the account. 


BYMAMIC 


DAVENPORT, IOWA 


- 


SCORES A AGAIN! 


PLANS SET FOR NEW 650-HOME 
ADDITION! 
DAVENPORT TO PROVIDE ADDITION- NEW $100,000 TRAFFIC CONTROL 
AL 1000-CAR PARKING SPACE! SYSTEM PLANNED! 
. « « AND — DAVENPORT NEWSPAPERS ARE... 
FIRST in Quad-City circulation — in Quad-City advertising lineage — 
in advertising lineage in ALL IOWA! 


The MORNING DEMOCRAT 

The Evening DAILY TIMES = 
Sunday DEMOCRAT & TIMES | 
Seisiiladiiiied Nationally by Jann & Kelley, Inc. 


ALCOA ADDITIONS TOTAL $62 
MILLION! 


DAVENPORT NEWSPAPERS — 


a 
ee 


cosmetics. 


Pacific Coast Advertisers 


Je. EF: A.C 


Ez WOE. E: 


people with the 
Columbia Pacific 
Radio Network 
than with any other 


regional network 


—a full 30% 
more people than 
can be reached 
with the second 
Coast network. 
And CPRN offers 
the choicest 
availabilities. 

For a program 
that will reach 
more Coast people 
for you, call CBS 
Radio Spot Sales 


or 


Coluxrmbia Pacific 
The West’s Most Powerful 


Etadio NWMetwork 


Sources on request 
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Busy people agree=— 


Never before has it been so i 


Few magazines take on the important task of digging into and com- 
ing up with the essential news each week, original news that can be 
useful to people in their personal and business planning. 


Few can, because it is a job requiring particular “know-how.” 


Those that succeed are rewarded with a deep and intensive reader in- 
terest. The outstanding example is “U.S.NEWS & WORLD REPORT.” Its sense 
of perspective and seasoned ability to report, interpret and forecast 
the news that is essential and useful have won the deep interest and 
confidence of more than 725,000 people in business, industry, govern- 
ment, and the professions. 


Circulation growth is one measure of this reader acceptance. “U.S.NEWS 
& WORLD REPORT” has doubled its circulation in only six years, the big- 
gest growth in the field. 


It is an essential magazine. 
It is essential to the reader. 


It is essential to the advertiser. 


Americas Class News Magazine 
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portant and so useful to so many 


NINTIALS in the news 


Three out of four subscribers hold high-income managerial jobs. To- 
gether, they comprise a market of essential people, essential to the sales 
| ! and growth of any business. That’s only one of many reasons why 


“U.S.NEWS & WORLD REPORT” is so essential to advertisers. 


' Advertising growth in recent years has been the biggest in the field. 
; 
; For the first half of 1955 *U.S.NEWS & WORLD REPORT” scored the biggest 
| page gains of all magazines. 


. . . voted “‘the magazine most useful to me in my work” and “‘the magazine 
| in which I place the most confidence”’ in poll after poll of America’s leaders. Their 
reading preferences typify those of all people with jobs that call for wise 

© } planning (and spending). 


An essential magazine 
with now more than 725,000 


net paid .. . a market not duplicated 
by any other magazine in the field. 


Advertising offices: 
30 Rockefeller Plaza, New York 20, 
N. Y.; also in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 

St. Louis, San Francisco, Los Angeles, 
and Washington, D. C. 


—_ 
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Purple Passion... 


Purple Plum 
People Plan 
Ad, PR Push 


PORTLAND, ORE., Oct. 4—A na- 


tionwide campaign has_ been 
launched by the Canned Purple 
Plum Assn. to promote the serv- 
ing of purple plums for breakfast 
and dessert in the next seven 
months. Oregon, Washington and 
Idaho are the source of canned 
purple plums. 

The advertising program has 
been planned by Dawson & Turn- 
er, Portland, Ore., and New York. 
Public relations is being handled 
by Conant & Co., New York, New- 
ark and Washington, D. C. 

The theme of magazine ads in 
McCall’s, scheduled for November, 
January, February and April, is 
“A Plum-Wonderful Breakfast 
Fruit.” Testimonials by a series of 
noted husband-and-wife teams 
will emphasize the qualities of the 
product. The series will start with 
Fibber McGee and Mollie and Mr. 
and Mrs. Richard Kollmar (Doro- 
thy Kilgallen). 


es “McCall’s Food Service Bulle- 
tin” will carry the canned purple 
plum story to 8,000 home econo- 
mists, home serving technicians, 
cooking clubs and utility firms 
who demonstrate cooking methods. 
The November issue of “McCall’s 
Super Market Buyers Pocket Let- 
ter” will talk about purple plums 
to 8,500 supermarket buyers. 

Point of sale material—counter 
cards, shelf talkers and island-end 
banners—will be distributed na- 
tionwide, wherever canned purple 
plums are on sale. 

Living for Young Homemakers 
will feature canned purple plums 
in its December issue as a focal 
point for room decor. Draperies, 
furniture and china, wallpaper and 
rugs are purple-plum toned. Spe- 
cial window display posters will 
emphasize the purple plum note. 

Twenty-four purple plum pack- 
ers, aided by growers and distrib- 
utors, are participating in the pro- 
gram and will be represented by 
their product in numerous special 


events in both the merchandising | 


and publicity fields. 


w The project has been divided 
into two main segments: this year, 
in October, November and Decem- 
ber, the theme will be breakfast. 
The breakfast motif will continue 
to be sounded along with the des- 
sert theme, as the Purple Plum 
Canners participate in February 
and March in the national break- 
fast promotion sponsored by 
American Bakers Assn. 

Special purple plum recipes are 
being offered to consumer food 
editors throughout the country. 
Feature stories, outlining the ro- 
mantic history of purple plums, 
their origin and background and 
their nutritional value, are being 
prepared for wire services and 
food news syndicates. 

Photographs highlighting combi- 
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nations of the plums with hundreds ; Advertising Counselors of Arizona, | for the use of advertisers, agencies, 


of other food products are being 
sent to the newspapers and mag- 
azines. Tv and radio food programs 
will be given specially prepared 
material. 


Home Products Promotes 3 

Julian E. Parodi, sales manager 
of packaged drugs of Home Prod- 
ucts International Ltd., New York, 
has been appointed v.p. and gen- 
eral sales manager of Home Prod- 
ucts of Cuba, with headquarters in 
Havana. Gladys Liggett, sales 
manager of the household division, 
will replace Mr. Parodi in New 
York, and Robert P. Thomas, as- 
sistant advertising manager, will 
succeed Miss Liggett. 


Linn Returns to Ad Counselors 
George W. Linn, who was in 


charge of the copy department of 


Phoenix, from 1951 to 1953, has re- 
turned to the agency as creative 
director and a member of the plans 
board. Mr. Linn previously has 
been with Garfield & Guild, San 
Francisco; Albert Evans Advertis- 
ing, Fort Worth; Lowe Runkle Co., 
Oklahoma City; Rogers & Smith, 
Dallas, and White & Shuford, El 
Paso. 


OAI Issues New Poster Annual 

A new poster annual, featuring 
the 100 Best Posters of 1954 and 
a number of outstanding examples 
of poster art, is now being dis- 
tributed by Outdoor Advertising 
Inc., New York, national sales 
and promotion organization for the 
medium. First published in 1934, 
this year’s annual presents new 
information on the functions and 
techniques of the outdoor medium 


artists and students. An innovation 
| this year is a new illustrated sec- 
‘tion on values of the medium. 


OAAA Aids Dystrophy Assns. 

A minimum of 2,500 outdoor 
posters will be donated by mem- 
bers of Outdoor Advertising Assn. 
of America to spell out the urgen- 
cy of the 1955 Thanksgiving Week 
‘March for Muscular Dystrophy, 
which will be sponsored by Mus- 
‘cular Dystrophy Assns. of Amer- 
ica. Most of the posters will be 
shown beginning Nov. 1. 


Barnes Opens Own Oftice 

| Clare Barnes Jr., author of 
“White Collar Zoo” and former art 
director of Benton & Bowles, has 
opened offices at 270 Park Ave., 
‘New York, as consultant art di- 
|rector and designer. 


S.I.C. is the start. . . 
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Suit Challenges 
Legality of Parking 
Meter Ads in Yakima 


Yaka, Wasu., Oct. 4—A court 
test of the legality of advertising 
placed on parking meters in down- 
town Yakima under a contract ap- 
proved in July was initiated here 
this week by Roy Winkenwerder, 
manager of Roy’s Hardware. 

The city entered an agreement 
with Meter Advertising Co., Yaki- 
ma, providing for advertising on 
at least 500 meters, with revenue to 
the city of $1 per meter per month 
(AA, Aug. 8, ’55). 


® The suit by Mr. Winkenwerder 
asserts that meters in the same 


block as his store contain adver- 
tising in competition with him. His | 


suit contends that the agreement 
for meter advertising violates a 


city ordinance by making unlawful | 


use of a sidewalk for the purpose 
of selling an article and is con- 
trary to state law in that it makes 
unlawful use of streets put to pri- 
vate purposes and in competition 
with private business. 


® The exclusive nature of the 
agreement is also attacked. Mr. 
Winkenwerder maintains that as 
an exclusive agreement the con- 
tract for meter advertising re- 
quired approval by voters. He al- 
leges also that it violates the state 
constitution by taking private 
property without compensation 
and by giving one corporation 
privileges not given to others. 
Yakima is the first city in Wash- 
ington to authorize advertising on 
parking meters. The contract be- 


tween the city and Meter Adver- 
tising Co. specified that if no case 
had been filed against the contract 
by Nov. 15, a test case would be 
brought. 


Agency Changes Name 

Wagnitz Advertising, Midland, 
Mich., has changed its name to 
Church & Guisewite Advertising. 
John A. Church, with the agency 
since 1949, was named president 
in September, 1954. William L. 
Guisewite, who joined the company 
last April, was appointed v.p. in 
July. 


Hagar Joins Ted Black 


W. S. Hagar, former secretary of 
agriculture of the Commonwealth 
of Pennsylvania, has joined the 
staff of Ted Black Agency, Read- 
ing, Pa. 


Direct Mail Push 
Brings 32% Sales 
Boost for Post Co. 


CuicaGco, Oct. 4—Frederick Post 
Co. is happily reporting a 32% 
sales increase, the result of a di- 
rect mail promotion of one of its 
high grade tracing papers. 

Post sent out three mailings, be- 
ginning Jan. 25, to 20,000 chief 
draftsmen throughout the country. 
Trade ads, publicity, merchandis- 
ing and local follow-ups by sales- 
men were coordinated with the 
mailings, which were spaced three 
weeks apart after the first one. 

By the middle of May—two 
months after the last of the three 
mailings—first quarter sales for 
the tracing paper were 32% higher 
than the corresponding period in 


of a PENTON publication’s 


Effective 


Census is much like a survey 


Coverage 


Gathering the information for our Continuing 


you might make for 


your company. To determine what kind of plant 
it is, we first ask, ““What do they make?” 


They tell us, and we tag it with its proper Standard 


Industrial Classification* (S.I.C.) number or num- 
bers. Now, we know in which product categories 


this plant belongs. 
Next, if there is research or 


designing activity, it 


will be of special significance to several of our 


publications. 


How big is the plant? Employment figures help 


STEEL, AUTOMATION and NEW EQUIP- 
MENT DIGEST determine whether the plant is 
sufficiently large to justify coverage, or how many 
copies are required to insure adequate coverage. 


Gross sales volume provides an additional yard- 


stick for measuring the plant’s buying power. 


The presence of the designing function, and the 


number of engineers, gives MACHINE DESIGN 
a further means of evaluating the engineering 


activity. 


the people. 
Add it all up and you can see 


Census benefits you as an advertiser. It is just one 
of the many reasons why PENTON publications 
help to make good advertising more effective. 


*All manufacturers use this system 
Bureau of the Census. 


ine Pe N 


Publishing 


Operations performed provide special interest clues 
for STEEL, FOUNDRY and AUTOMATION. 


Who’s Who? Markets are people after you know 
the plants. This gives us a start on checking 


With the major trend to decentralization, it is im- 
portant to recheck the Company’s other plants. 
(In one case there are 115 separate plant locations.) 


how this Continuing 


in reporting to the U. S. 


1.0 & 


PENTON BUILDING * CLEVELAND 13, OHIO 


Company 


1954, the company reports. 


® A reply card was enclosed in 
each mailing, asking for samples 
and/or prices. The cards alone 
brought a 4% return—nearly 800 
replies. 

Almost as many inquiries result- 
ed from ads in business publica- 
tions such as Design News, Engi- 
neering News-Record, Machine 
Design and New Equipment Digest, 
Post declares. 

“We wrote the copy short and 
loaded it with facts,” K. C. August, 
Post account executive of Proebst- 
ing, Taylor Inc., Chicago, says in 
commenting on the promotion. 

“The layout and art were ap- 
pealing in themselves and definite- 
ly functional in pointing up the 
sales features.” 


Adler Sells to Kokis 

Norbert Adler, founder and an 
account executive of Norbert Adler 
Advertising, Binghamton, N.Y., has 
sold his interest in the agency to 
his partner, Jacob Kokis. Name of 
the agency has been changed to 
Kokis Advertising Agency. 


Durey Ranck Named V. P. 

Durey Ranck has been appointed 
a v.p. of Ball & Davidson, Denver 
agency. Mr. Ranck joined the 
agency in 1953 as an account ex- 
ecutive. 


There’s No Mistaking 


“WHERE TO BUY IT”’ 
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A\MERICAN 
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WINDOW & DOOR SIGNS 


FREEZERS, 
SHOWCASES: eT 


THEY'RE PERMANENT 
REE 


American decals stay on the job for years 


Do n F 
o not interfere with washing of window 


deolers 
on your S 
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A Volvoble > free for 


doors ond windows 's 
e deco! sg” 


Complete design 
and ort service 
available without obligotion. 


| Write for color brochure and samples today! 


American Decalcomania To. 
4344 W. Fifth Ave. Dept.A. Chicago 24, tll. 
Soles offices in ol! principal cities “ 
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He’s been a perfect lamb since he discovered how to 


SELL U.S. 
SERVICE FAMILIES 
IN EUROPE | 


through... 


The American 


WEEKEND 


ke Newspaper for Americons Abroad” | 


7] 
Write for sample 


copies, rates, and 
vital how-to-sell 


+ 


ARMY TIMES PUBLISHING CO. 
2020 M St., 
U. S. OFFICES 

Detroit, Los Angeles, San Francisco 
New York, Philadelphia, Chicago 


N. W., Washington 7,D.C. 


Crowell-Collier Names 3 V.P.s; 
Elects Committee Chairman 
| Crowell-Collier Publishing Co., 
New York, has named three new 
v. p.s. They are William D. Phelan, 
advertising director of Woman’s 
|Home Companion; John D. Reiss, 
L qabagpene, sales manager of Col- 
lier’s, and Robert Woodruff, direc- 
tor of the C-C Detroit sales office. 
Edward L. Elliott, member of 
'Crowell-Collier’s board of direc- 
‘tors, has been elected chairman of 
| the board’s finance committee. The 
board also passed a_ resolution 
abolishing the office of chairman 
of the board. Paul C. Smith is 
president and chief executive of- 
ficer. 


Thomas Textile Names Agency 

Thomas Textile Inc., New York, : 
manufacturer of children’s wear 
has appointed Anderson & Cairns. 
| New York, to handle all trade and 


they Buy 


information. . ; FOREIGN OFFICES consumer advertising. Catherine 
Frankfurt, Honolulu, London, Paris, Rome, Tokyo | Oglesby previously handled the 
/ account. 
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More because they Have More! 


P It’s Bic.. 


@ Indianapolis people like the convenience of enough 


. over 600,000 population 


telephones for a// the family. More and more, these days, 
they’re having them put all around the house . . . wherever 
they'll be handy! That’s because they can afford to buy 
the things they want! For example, comparing on the basis 
of at least one telephone per household, Indianapolis is 
2 7.6% above the average for all 233 cities of over 50,000 
ra population served by the Bell telephone companies.* 


But that’s only part of the story about Indianapolis . . 


3 KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* indiana Bell Telephone Company 


THE INDIANAPOLIS STAR @ 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS 


P.It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture 


P It’s Eastty REACHED . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star and 


The Indianapolis News. Write for complete market data 
today. 


IN 


INDIANA 


Advertising Age, October 10, 1955 


Publicker Revamps 
Executive Lineup to 
Strengthen Brands 


PHILADELPHIA, Oct. 4—Publicker 
Industries, parent company of the 
affiliated Continental, Kinsey and 
W. A. Haller distilling corpora- 
tions, has reorganized its entire 
sales, advertising and merchandis- 
ing staff under John L. Leban, v.p. 
in charge of all liquor sales. 

The shakeup in top executives, 
expected here for several months, 
involves six major personnel 
changes and the organization of 
Publicker’s first management com- 
mittee. 

Appointments for the liquor case 
sales division: 

R. Robert Smith, formerly gen- 


’l|eral sales manager of Continental 
’| Distilling Corp., has been promoted 


R. Robert Smith 


Wm. Larzelere 


to director of advertising and mer- 
chandising. He remains as a Con- 
tinental v.p. 

Jules E. Anderson, formerly 
chief accountant for Schenley Dis- 
tillers, has been named director 
of the sales administrative de- 
partment. 


a Harry G. Batalin, formerly exec. 
assistant to the president of Schen- 
ley Distillers, is the new general 
sales manager for the combined 
operations of Continental and W.A. 
Haller corporations. 

Arnold Beinstein, general sales 
manager of Publicker Internation- 
al, was given the additional job of 
general sales manager of a newly 
formed specialty division. 

William W. Larzelere, formerly 
Schenley marketing manager and 
market research director for Unit- 
ed Distillers, has been named di- 
rector of a newly created market 
division. 


® Leon Merz, previously director 
of packaging for Publicker, has 
been promoted to Mr. Leban’s ex- 
ecutive assistant. 

John Schwed, advertising man- 
ager for Continental, will continue 
in that post and will report to Mr. 
Smith. Mark T. Dietz, assistant 
general sales manager for Conti- 
nental, will add similar duties for 
Haller. Alfred Hailparn, Continen- 
tal merchandising manager, adds 
duties as director of packaging. 
William Ham continues as media 
manager. 

No changes have been made in 
the Kinsey, Old Hickory or monop- 
oly sales divisions. 


® Members of the management 
committee for the liquor sales di- 
vision are: Mr. Leban, chairman; 
Mr. Smith; Mr. Anderson; Mr. 
Batalin; Mr. Beinstein; Samuel A. 
Krasney, director of public rela- 
tions; Mr. Merz and Walter Brown- 
bach, monopoly state sales man- 
ager. 

Mr. Smith’s promotion to direc- 
tor of advertising and merchandis- 
ing is regarded as forecasting in- 
creased emphasis on advertising in 
order to establish the company’s 
key brands in dominant consumer 
demand positions. 


Torkel Gundel Moves Up 


Torkel Gundel Advertising, Chi- 
| cago business paper promotion spe- 
cialist, has moved to larger quar- 
ters in Suite 1318 at its present 
address, 110 S. Dearborn St. 
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the only 
fashion magazine 


NOTHING SELLS LIKE THE FORCE OF FASHION and nothing sells fashion like LACUUUEE | 
or men 
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A bull’s eye well hit 


You buy the bull’s eye and complete target 

area with the Green Bay Press-Gazette. 
Undivided, avid audience. Your ad hits everyone 
in the great and growing half billion dollar* 
Green Bay trading zone. Score more for the 
money, more for your brand in the Press-Gazette. 


*$450,000,000 annual wholesale-retail sales 
Phil McClosky, Manager, General Advertising 


Be Number 1 in GREEN BAY 


Buy the PRESS-GAZETTE 
GREEN BAY, WISCONSIN 


In‘55, Salesmen Are 
Less Energetic, More 


Avaricious: Villano 


Hartrorp, Oct. 5—One of the 
biggest candy wholesaling sales 
executives in the East believes 
young men today do not pussess 
the drive that salesmen put forth 
30 or 40 years ago. 

Anthony Villano, head of the 
Bradley Smith Candy Co., con- 
tends that the U.S. bred better 
salesmen three and four decades 
back. 

“The trouble with salesmen to- 
day,” says this enterprising 59- 
year-old executive, “is that they 
want to start on top—many of 
them. They ask how much they 
can get today and never think of 
tomorrow.” 

In recalling his own selling days, 
Mr. Villano says, “I wouldn’t take 
no for an answer.” He told his cus- 


+ tet ee 


- Another reason why Hammermill Bond prints better, types better, looks better 


IT TOOK A HAMMERMILL INVENTION AND *500,000 
—but now your Hammermill Bond is cleaner than ever 


OW YOU CAN sign your letters on 
Hammermill Bond with added pride. 
Hammermill Bond has always been 
scrubbed cleaner than a small boy going 
to a party. On its half-mile trip through 
our plant the pulp is washed and screened 
and bleached and washed again. That's 
why in the past you've found so few 
specks to mar its brilliant blue-whiteness. 
Now a Hammermill invention makes 
Hammermill Bond even cleaner than 
before. The equipment, shown above, 
gives our blended fibers one last “bath” 
just before they go on the papermaking 
machines. 


The pulp fibers are pumped, whirling, 
into those cone-shaped pipes. The dirt 
particles, being heavier, are flung to the 
outside and carried away so they can 
never get into the paper. That white 
froth you see is actually “dirty” pulp. The 
clean fibers rise to the top, are piped im- 
mediately to the papermaking machine. 
There they become paper for the cleanest 
looking letters you ever signed. 


This invention took Hammermill four 
years to develop, half a million dollars to 
install; a huge investment just to make 
your Hammermill Bond “cleaner than 
clean.” 


Yet it’s merely the newest in a long 
line of technological advances that 
make Hammermill Bond 1) print better 
—ask your printer, 2) type better—ask 
your secretary, 3) look better—see for 
yourself! Printers everywhere 
use Hammermill papers. Many 
display this shield. Hammermill 
Paper Company, Erie, Pa. 


—yet 
py ERY) 
s BOND sen no more 


—and actually less than many other watermarked papers 


Advertising Age, October 10, 1955 


tomers in those days, “I’m inter- 
ested in what I can do for you; 
we’re parltners. My sale is not 
complete until you have sold the 
merchandise and made your prof- 
it.” 

Mr. Villano, who spent 31 years 
on the road before acquiring Brad- 
ley Smith in 1945, teaches his 
salesmen to make the customers 
feel that they, as the company’s 
representatives, have the custom- 
ers’ interest at heart. 


® Another Villano tip is to buy 
from the people who buy from 
him. He recalled he used to travel 
from one store to another, buying 
fruit, cigars and soft drinks. When 
a customer was ill, he would visit 
him. If he became a father, Mr. 
Villano would send flowers. In the 
event of a wedding, Mr. Villano 
was present, too. 

Mr. Villano began his career as 
an errand boy. He earned a nickel 
an hour, working 60 hours a week, 
at the age of 12. At 16, he became a 
salesman. 


Retailers Accept 
Merchandising Plans 


for Citrus in ‘56 

Los ANGELEs, Oct. 4—All major 
elements of the food trade have 
accepted the three National Citrus 
Merchandising Committee promo- 
tion dates for 1956, according to 
Russell Z. Eller, chairman of the 
committee and advertising man- 
ager of Sunkist Growers. 

The promotion dates have been 
approved by the National Assn. of 
Retail Grocers, the National Assn. 
of Food Chains, and non-member 
chains including the Great Atlantic 
& Pacific Tea Co. 

The three promotions will be: 
“Citrus for Winter Health,” Jan. 
19-28; “Citrus Coolers for Sum- 
mer Health,” June 21-30, and 
“Citrus Vitamin for Vigor,” Aug. 
16-25. They are to be staged by the 
national citrus merchandising 
group, organized in the late ’30s to 
meet each year and analyze cur- 
rent production of citrus fruits and 
citrus products and also to plan 
promotions and merchandising ac- 
tivities on behalf of the industry 
as a whole. 

Chairmanship of the committee 
traditionally alternates each year 
between a representative of the 
Florida citrus industry and one 
from California. 


® Each promotion period features 
citrus in all its forms—fresh, 
canned and frozen—in all varieties. 
The citrus-producing areas share 
the cost of developing and distrib- 
uting point of purchase display 
material for the independent re- 
tailers and chain groups which 
cooperate in the promotions. Ad 
mats are also made up. None of 
the promotion material carries 
brand names or producing area 
identification. 


Landman Joins Lithographer 

John Landman, formerly sales 
promotion specialist in packaging 
materials for E. I. du Pont de 
Nemours & Co., has been appointed 
head of the new creative merchan- 
dising division of Lutz & Scheink- 
man, New York color lithographer. 
The new division will offer special 
services to advertising agencies 
and manufacturers. 


Compo Shoe Names Myrbeck 

Compo Shoe Machinery Corp., 
Boston, has appointed S. Gunnar 
Myrbeck & Co., Quincy, Mass., to 
handle its advertising. Trade pub- 
lications will be used. The com- 
pany formerly handled its adver- 
tising direct. 


Buxton Mig. to Kniep 

Buxton Mfg. Co., Dover, NQ., 
manufacturer of heat-transfer 
equipment, has appointed Kniep 
Associates, Dover, to handle its ad- 


vertising. 
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Marion is the site of a new $40 million stamping plant of the Fisher 


Body Division of General Motors. 


building sales in 100 selected 


Hometown markets that are 


changing America’s sales patterns 


The stars in the eyes of alert sales managers these days are the ones retail sales than Chicago and Philadelphia together with some other 
they see in America’s ever-changing industrial maps. They light up large cities thrown in. 
the new selling opportunities created by industry's dramatic spread As advertisers discover the booming sales in Hometown markets 


a 


to America's Hometown cities. 
And, one of the brightest stars is over Marion, Indiana, where 
FAMILY WEEKLY is distributed every Sunday by the Chronicle-Tribune. 
This new 40-acre plant will house jobs for 4,000 production work- 


ers who will need new homes (over 2,500 of them), new facilities, and 


new stores and shops in which to spend their new incomes. Already 

bustling with 60 industrial plants employing from 25 to 2,500 people 

each, Marion and its $70 million annual income is the buying center 

\ for well over 100,000 people who live within its City and Retail Trad- 

Mt ing zone. Now it offers even greater selling opportunities. 

} Marion, Indiana, is one of the 100 markets served by FAMILY 
WEEKLY. Combined, these 100 Hometown markets are greater in 


) These 100 Newspapers Distribute FAMILY WEEKLY 


j ALABAMA: Anniston Star, Dothan Eagle, Florence Times & Sheffield-Tuscumbia-Muscle Shoals Tri-Cities Daily, Huntsville Times, Tuscaloosa News * ARKANSAS: Ei Dorado News- 
Times, Hot Springs Sentinel Record * CALIFORNIA: Sacramento Union, Santa Barbara News Press * COLORADO: Colorado Springs Free Press, Grand Junction Sentinel, Pueblo 
Fort Myers News-Press, Gainesville Sun, Sarasota Herald-Tribune, 
Tallahassee Democrat, Tampa Times, West Palm Beach, Poim Beach Post Times * GEORGIA: Albony Herold, Rome News Tribune * IDAHO: Boise Statesman, Idaho Falls Post-Register, 
Pocatello State Journal * ILLINOIS: Bloomington Pantagraph, Champaign-Urbana News Gazette, Danville Commercial-News, LaSalle News Tribune, Quincy Herald-Whig, Spring- 
’ field IMinois State Journol & Register * INDIANA: Marion Chronicle Tribune, New Albany Ledger & Tribune * IOWA: Council Bluffs Nonpareil, Davenport Democrat & Times, 
{ Dubuque Telegraph-Herald, Woterloo Courier * KENTUCKY: Bowling Green Park City News, Owensboro Messenger-Inquirer, Paducah Sun Democrat + LOUISIANA: Bogalusa 
\ News * MASSACHUSETTS: Lowell Sun * MICHIGAN: Grand Rapids Herald * MINNESOTA: Albert Lea Tribune + MISSISSIPPI: Greenville Delta Democrat-Times, Tupelo Journal, 
Vicksburg Post-Herald » MISSOURI: Jefferson City Capital News Post-Tribune + NEVADA Las Vegas Review Journal, Reno Nevado State Journal * NEW JERSEY: Asbury Pork Press, 
New Brunswick Times, Trenton Times Advertiser * NEW MEXICO: Santa Fe New Mexicon + NEW YORK: Binghomton Press, Elmira Sunday Telegram, Utico Observer-Dispatct 
NORTH CAROLINA: Concord Tribune, Salisbury Post * NORTH DAKOTA: Fargo Forum + OHIO: Canton Repository, 
OKLAHOMA: Duncon Banner + PENNSYLVANIA Loncoster Sundoy News + SOUTH CAROLINA: Florence News * SOUTH DAKOTA: Huron Huronite & Daily Plainsmon, Rapid 
City Journo! * TENNESSEE: Kingsport Times News + TEXAS: Abilene Reporter-News, Austin Americon Stotesmon, 
Galveston News, Greenville Herold, Kilgore News Herold, Lufkin News, Morshall News-Messenger, Midland Reporter-Teleg:om, Paris News, Port Arthur News, Son Angelo Standord 
Times, Snyder News, Texarkana Gozette, Tyler Courier-Times-Telegraph, Victoria Advocate, Waco Tribune-Herald « UTAH: Ogden Standard-Examiner, Provo Herald + VIRGINIA: 
Danville Register, Lynchburg News *» WASHINGTON: Wenatchee World, Pasco-Kennewick-Richiand Tri-City Herald * WEST VIRGINIA: Beciley Raleigh Register +» WISCONSIN: Racine 


Stor Journal & Chieftain * CONNECTICUT: New Hoven Register + FLORIDA: Daytona Beach News Journal, 


Journal-Times-Bulletin * WYOMING: Cosper Tribune-Herald & Star, Cheyenne State Tribune ond State Leader. 


Big Soring Herald, Denison Herald, Denton Record-Chronicie, 


served by FAMILY WEEKLY they quickly recognize the powerful sel- 
ling force of the one Sunday colorgravure magazine expressly 
designed to sell and serve Hometown America. 

That is why advertisements for 83 products have made their 
first appearances in FAMILY WEEKLY since the first of the year. 
And why FAMILY WEEKLY produced a gain of 90 pages of adver- 
tising during the first six months of this year—a gain greater, per- 
centage-wise, than any other national magazine. Why not let your 
FAMILY WEEKLY representative give you the full story of how you 
can sell these 100 Hometown markets profitably with one order, 


one billing — and in color. 


FAMILY WEEKLY MAGAZINE, 


Leonard S. Davidow, Publisher 
153 N. MICHIGAN AVENUE CHICAGO 1, ILLINOIS 


NEW YORK 17, 17 East 45th Street * DETROIT 26, 424 Book Building 
LOS ANGELES 25, 1416 Camden Avenue * ORINDA, CALIF., 82 LaCuesta Road 


Coshocton Tribune, Lima News, Zanesville Times Signa 
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What else gets you retailer | 


FP R&K 9-28-55 


Piha iintndinea bean sik tainted 


In automotive, for example... 


@ 422 cities participated in latest safety 
checks co-sponsored by LOOK 


@ 1,421,000 cars were inspected ... twice as 
many as last year 


@ One out of every five cars needed dealer re- 
pairs to pass 


ee | 


IA 
_EASTON SAFETY | 


SAFETY CHEC 


The photograph above was taken last May in Easton, Md. 


It could have been made in New Bern, N. C., or any one of 
the 422 cities that took part in the 1955 National Safety 
Check Program co-sponsored by LOOK Magazine, the Na- 
tional Safety Council and the Inter-Industry Highway 
Safety Committee. 


Over 400 cities! And this community-wide program was | 
initiated just two years ago in one city— New Castle, In- 
diana—where 3,400 cars were checked. 


This year, 1,421,000 cars passed through the inspection 
lanes—twice as many as in 1954. Twenty per cent of these 
cars failed on one or more points, giving a powerful boost 
to sales of parts, accessories and new cars, too. 
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LOOK |? 


In liquor ... at the height of the 


Christmas buying season, hundreds of 
stores will send to their customers hun- 
dreds of thousands of brochures featur- 
ing LOOK-advertised brands. These 
brands will have the competitive advan- 
tage of special retail promotion. 


bponsoned by : 
1 ERINDUSTRY HKHWAY SAFETY COUNCIL 


}_ LOOK MAGAZINE 
NATIONAL SAFETY COUNCIL 


In fashions . . . two statements 


prove LOOK’s power. Kay Windsor, Inc., 
says: “A quarter-page ad in LOOK sold 
54,575 dresses for us.” ($816,625 retail 
value.) Koret of California says: “A 
quarter-page ad in LOOK sold 143,888 
units for us.” ($1,582,768 retail value.) 


- 


In food . .. already this year, the 
nation’s retailers have bought a million 
lines of local advertising tying in with 
LOOK promotions, giving participating 
brands millions of additional reader im- 
pressions. Three big food promotions are 
coming up in 1956. 


In menswear | |. even LOOK has 
been amazed at the enthusiasm shown by 
retailers who tied in with LOOK’s “Back 
to School” promotion. These retailers, 
competing for LOOK’s merchandising 
award, still are pouring in data on their 
results. Ask to see this information. 


In drugs ... proof of LOOK’s mer- 
chandising ability is dramatically pre- 
sented in a new book: “LOOK ... For 
Greater Drugstore Sales.” Send for your 
copy of this documented case history of 
the most successful magazine drug mer- 
chandising program ever conducted. 


In appliances . . . LOOK’s second 


annual Mother’s Day promotion, geared 
to sell all appliances on a store-wide ba- 
sis, is planned for April selling. LOOK’s 
first such promotion made appliance his- 
tory. It will pay manufacturers to inves- 
tigate this opportunity now. 


LOOK’s attention to what interests motorists and the re- 
tailers servicing them continues all year round. For exam- 
ple, the October 4 issue introduces LOOK’s 19,500,000 read- 
ers to the new Certified Automotive Service Budget Plan. 
This “C-A-S Budget Plan” will enable millions of motorists 
who lack ready cash to finance needed repairs. LOOK arti- 
cles like this build service and parts business for automo- 


iF tive dealers throughout America. 

h\ . - . 

For details on how this kind of retailer response can help 

} you, write to Dick Harmel, Merchandising Manager, h di FAST 

| LOOK, 488 Madison Avenue, New York 22, N. Y. moves mercnandaise... 

1 
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| markets, Mr. Kupris said. In Phila- kets, Mr. Kupris said. 
» |\delphia, the major emphasis is on 


- |\leading department stores. 


terns for Floor Show are being recommend it. 
»|tested in each market. An inten- 


» |preceded the final decision on the head Corp. 


wy | markets, but with different empha- formula for the product, as well as | Fuller & Smith & Ross 
© |sis on different media in different | actual introduction in the test mar-| Appoints Cardozo V. P. 


Advertising Age, October 10, 1955 


R. A. Elwell Jr., previously with 
WNEW, New York, a writer, and 


Peter Cardozo, creative supervis- Robert K. Christenberry Jr., for- 


iia Follow-up surveys also are con-|or of the radio-ty department of Merly with Koehl, Landis & Lan- 
television. Point of sale material is|tinuing. Of 2,500 interviews in a Fuller & Smith & Ross since 1950, dan, a copy contact man. 

being made available to outlets in-| cross section of one test market, he | has been named a v.p. of the agen- | 

cluding grocery, hardware, and | said, 100% of the people who tried cy, 
‘the product said they liked it,| At the same time three additions 
Advertising and distribution pat- would use it again, and would 


DCS&S Gets Mum Mist 


The products division of Bris- 


to the New York staff of the agen- tol-Myers Co., New York, has 


icy have been announced. The new-|switched advertising for Mum 


Tk | Campbell-Mithun Inc., Chicago, comers are W. P. Wood, formerly Mist from Dowd, Redfield & John- 
sive consumer research program is the agency for R. M. Hollings- with Young & Rubicam, program 
| 


stone to Doherty, Clifford, Steers 


|supervisor of the “Alcoa Hour”; & Shenfield, New York. 


M-M-M-MITCHELL FOR ME—Johnny 
Meyer, brewmaster for Mitchell 
Brewing Co., El Paso, models the 
apron the brewery is making avail- 
able to bartenders. Apron sports 
brewer’s slogan: M-M-M-Mitchell 
for me. Carson-Roberts, El Paso, is 
the agency. 


Hollingshead’s New 
Floor Show, Waxless 
mm Floor Polish, Bows 


PHILADELPHIA, Oct. 6—Floor 
Show, a new waxless floor polish 
which, its maker feels, may out- 
7 mode floor wax as detergents out- 
moded soap, will be introduced in 
this market the week of Oct. 17 by 
the R. M. Hollingshead Corp., 
Camden chemicals manufacturer. 
Newspaper page units and a sat- 
uration campaign on tv and radio 
will support the introduction, An- 
thony C. Kupris, general advertis- 
ing manager of Hollingshead, told 
ADVERTISING AGE. He said Hollings- 
head expects to use ten times as 
much television to promote the 
product in this market as is used 
; for any leading competitive prod- 
: uct. 


*“... Your magazine provides the 
oil family with an excellent tool 
to keep up to date in all branches 
of the greatly diversified petro- 
leum industry.” 

Production Coordinator 


(Eastern Major) 


**. .. [ts emphasis on brief- 
ness has strong appeal and the 
editorial coverage has not only 
been sound but timely.” 

Vice President, Transportation 
(Western Major) 


Say Theme of the advertising cam- 
yi paign will be “The New Concept” 


in floor polish. The new waxless 
product is made with synthetic 


“ 


*.. [like your clear cut presen- 


tation of current events . . . your 
broad coverage of the whole in- 
dustry. I believe you have the 
answer to the oil man’s prayer 
for a clear, brief, and reliable 
trade paper.” 

Chief Engineer 
(Ohio Independent) 


**. . . | will simply say that I was 
delighted with it. Its balance 
between spot news and editorial 
interpretation and conjecture re- 
sulted in just the right flavor. 
You should be very proud of the 
whole project.” 

General Manager 


(Near-East Major) 


ularly enjoy your 
Memenalysis of the 
ich will in- 
industry.” 


— 2 — 


— 


—e 


petrochemical resins as a base. 
Floor Show also is being test 
marketed currently in Columbus, 
Dayton, and Cincinnati, as well as 
in San Francisco. It was introduced 
recently on the West Coast simul- 
taneously with opening of Hollings- 


. . . I like particularly the ab- 
stracts at the beginning. The edi- 
torial comments are excellent. 
Please keep it brief.” 

Division Geologist 
(Texas Major) 


head’s tremendous new Sunnyvale, 

Cal., plant. Floor Show will be pro- 
7 duced at Sunnyvale for distribu- 
: tion on the Coast and at the 
Camden plant for distribution in 
." the East. 


® All media are being used by 
Hollingshead in the various test 


**. . . Easy to read, scan, or study. 
Am well satisfied with type of 
presentation.” 


It Understandable 


and it’s right to buy 
THE NEW BUY, TOO 


It is easy to understand why adver- 
tisers are not covering the Boom Flor- 
ida Market unless they use The All- 
Florida Magazine, too. Nearly one- 
third of all the families in Florida read 
this new magazine. Distributed with 30 
#¥lorida newspapers it reaches more 
than 300,000 families in markets not 
covered by any other publication (news- 
paper or magazine) printed or dis- 


Process Engineer 
(Texas Independent Refiner) 


tributed in Florida. “ : 

It’s easy with one order, one billing ie: Favoralty impressed by 

; at low cost. PW and have no suggestions for 
: Now full color advertising is change.” 


President 


(Eastern Major) 


available . .. Produced by the 
New Perry Process. 

This new method of printing direct 
from original magnesium engravings on 
quality stock enhances the value of the 
New Buy. 

We require the same material for 
full color reproduction as that furn- 
ished to rotogravure magazines. 


+ OCALA, FLORIDA 


JOHN H. PERRY ASSOCIATES _ 


** , . I think PW does what orig- 
inally said it would do—cover 
news highlights and new develop- 
ments in all branches of industry. 
I like the format and the easy 
readability .. .” 

Process Engineer 
(Eastern Major) 


*. .. PW very helpful . . . in that 
it gives a quick view of trends 
and changes in the oil industry 
without neglecting details of im- 


portance to items which you cover 
in special reports.” 


(Pennsylvania Refiner) 


“« . . The issue is informative, in- 
structive, and interesting. Look- 
ing over the fence to see what the 
other fellow is doing is so im- 
portant in this highly competitive 
industry, and PW seems to make 
these fences a little lower.” 
Drilling Contractor 
(Texas Independent) 


*. . . Different than any other oil 
magazine and I hope you keep it 


that way.” 
Production Manager 


(Texas Major) 


= ——= 
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Advertising Age, October 10, 1955 


Morlove to Ashe & Engel visor with Batten, Barton, Dur-)|/ ’ = 
Morlove an ‘imecutecheges ot \stine & Osborn, New York, has Enthuse’ Your Employes to Become Viewers 


women’s separates, has appointed|been appointed a _ v.p. 


of the 


hike tea ee aie Ee hae tek hte pepo Of Your TV Show, Ziv Admonishes Sponsors 


New York, to handle its advertis-|since 1948. 


ing, succeeding Maury, Lee & 
Marshall. 
campaign will begin with page ads 
in the November 
December Vogue. 


BBDO Names Curtis V. P. 


Horace E. Curtis, account super- uary. 


The company’s new ABC Film Adds TV Series 
ABC Film Syndication, New |new television show off to a flying 
Charm and_/! York, has acquired the tv distribu- ‘start. 

tion rights to “The Three Musket-| 
eers.” Twenty-six shows will be|advice to sponsors. M. J. Rifkin, introduced for its “Science Fiction 
available for sale starting in Jan-|v.p. in charge of sales for the film | Theater” series. The strategy also 


NEw York, Oct. 6—Don’t over-all levels of the company be cov- 
look the viewing capacities of your | ered in the drive to build up en- 
own employes if you want to get a | thusiasm for a tv series. 

Ziv’s method of helping adver- 


ws tisers solve this problem is an 
This is Ziv Television Program’s “enthuse kit,” which the company 


| 


producer-syndicator, suggests that|/is being used for the syndicator’s 


‘ 


*... An easily read oil magazine 
which gets the kernel without 
first shaking it out of the tree.” 

Geophysical Petroleum Chemist 
(Colorado Independent) 


“,.. EXCELLENT.” 


Assistant Division Manager, Sales 
(Eastern Independent) 


“| . Best ever—please don’t 

change the style—size—just 

keep it like it is.” 

General Maintenance 
Superintendent 

(California Major) 


“...I find PETROLEUM 
WEEK is informative, easy to 
read and to the point. It requires 
a minimum of time to keep 
abreast of things.” 

Refinery Superintendent 
(Western Major) 


«|. The answer to our wishes 
for coverage of current operations 
and predictions of things tocome.”” 


Production Superintendent 
(Southern Major) 


Industry-wide. industry-deep... 


REACTIONS 
speak louder 
than words 


--.any words of ours, that is 


Each day, the volume of letters mounts. 


Each day, the paid circulation mounts— 


in tangible support. 


And each day—one fact becomes clearer and clearer— 


IN OIL, THE MEN WHO MATTER LIKE 
PETROLEUM WEEK. 


PETROLEUM 
bE KY Qtr ng 


Communications for Men Who Matter in Ol 


A McGRAW-HILL 


Cross PUBLICATION 


latest property, “Highway Patrol.” 
| The kit gives sponsors detailed 
| suggestions for intra-company 
‘promotion. Special sections are de- 
voted to executives, salesmen, fac- 
tory workers and office staff. Em- 
ployes’ families are included too, 
the idea being to get as many peo- 
‘ple as possible talking up the show 
to give it that important word-of- 
mouth push. 


Provident Mutual Boosts 2 

' games H. Cowles, v.p. and man- 
ager of agencies of Provident Mu- 
tual Life Insurance Co., Philadel- 
phia, has been elected to the new 
post of exec. v.p. in charge of pub- 
lic relations, new procedures and 
'expense control. Robert A. Adams, 
advertising supervisor, has been 
named advertising and public re- 
'lations supervisor. 


Jacks Joins ‘Look’ 

Grant L. Jacks Jr., formerly 
media print buyer of Benton & 
Bowles, has joined the Phila- 
delphia advertising sales staff of 
Look. 


WE'VE HIT THE 
JACK POT AGAIN! 


... says Perry LaBounty 


“We're sure bustin’ our seams this year. 

| First we hit that old 50,000 city market 
| figure and now we're listed as the 44th 
hottest market in the country by National 
Market Analyst.” 


| BLOOMINGTON - NORMAL 


ILLINOIS e CITY ZONE 


NOW 


—51,025° 


_@ Biggest population gains in history 

| @ Biggest home-building boom . . . with 

600 new homes (Av. $15,000) in 10 
subdivisions 


e Over 100 industrial plants going full 

blast ...including brand new $7,000,000 
G.E. plant 

_@ Average family income $6120.00 (Na- 

_ tional av. only $5,274) 


ILLINOIS’ FIFTH LARGEST 

| NEWSPAPER RETAIL MARKET 
(Excluding Chicago) 

*$152 Million subscriber purchases 


In addition to 99% carrier-delivered cov- 
erage of the important Bloomington- 
Normal city zone, The Pentagraph has a 
big plus market of 77,744, representing 
24,294 subscriber families in 85 communi- 
ties—97 % home delivered. Any wonder 
it's a potential Srandard Metropolitan 
County Area? 

Get the new picture of the importance of 
this richest industrial-farm area in the 
Mid-West. Get all the facts from Oilman, 
Nicoll & Ruthman, national advertising 
representatives, or write Perry LaBounty, 
National Advertising Manager. 


*ABC Audit Report, Sept. 30, 1954, Para. 28-b 


Daily Pantagraph 


BLOOMINGTON-NORMAL, ILLINOIS 
127 mi. SW of Chicago—157 mi. NE of St, Louis 
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HERE ARE THE EDITORIALS THAT @ 


| 


Constructive, provocative, stimulating \ 
ideas ... generated by a magazine | 
whose sole interest is TV from the 


viewer’s side of the screen. i 


To more than half of America’s families, television is a principal source of information, entertainment, polite 
conversation and heated discussion. To over 3,000,000 of these families TV GUIDE is the one preferred 


source of program information, general TV news, feature articles, criticism and comment. ; 


It is in its editorial column, As We See It, that TV GUIDE adds its voice to the polite conversations and 
heated discussions. In so doing, it has come to grips with the major questions and controversies 


attending the development of television. 


Some issues involve television’s impact on public affairs. To what extent, if at all, is television 
responsible for juvenile crime? Should Congressional Sessions be televised? What are the prospects for 


educational stations? Is there a solution to the problem of UHF broadcasting? TV GUIDE’s views 


Sa Dee Oe 


on such matters are highly respected. They have appeared, reprinted, in newspaper editorials 


and in the Congressional Record. 


As We See It lays major emphasis on developments in programming, production technique, use of 
commercial time . . . on television’s value to the viewer as a medium of entertainment. TV GUIDE’s 


point of view, in fact, is always that of a viewer interested in better television. 


The forthright attitude of As We See It is one important part of the TV GUIDE editorial approach, 


a part of the package that includes authoritative news, reviews, features and detailed program listings. 
TV GUIDE provides the only complete service for the television viewing family. That’s why TV GUIDE 
sells more copies on the newsstands than any other magazine, More than 3,000,000 families 


read it, use it, believe in it... seven days a week. 


Put TV GUIDE’s nationwide prestige and acceptance to work for your product, program or service. 


Start your advertising schedule now. 
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as we see it 


Small things can be terribly annoying 
—a lone mosquito in a bedroom, a ; 
pebble in a shoe, a speck of dust on 4 
a movie projector, a loud television 4 
commercial. a 

On a number of occasions we've . 
asked TV station managers and chief aj 
engineers why the commercials be- 
tween programs must be so much a 
louder than anything else on TV. The 4 
answers have been extremely vague. 

“It's up to the engineer at master 
control,” we’ve been told. “There's a 
difference in sound levels between a 
network show and a local commercial, 
and unless the engineer is very 
careful, the commercial comes out 
much louder.” 


The exact reason why viewers’ ears 
must be blasted from time to time— 
and always with commercials—still is 
not clear. It is evident that TV vol- 
ume can be controlled by Stations. It 
is also evident that. many stations 
don’t give a hoot about controlling the 
volume. If they did, they’d control it. 
Radio stations are faced with the 
same problem, but their engineers 
are not asleep at the switch or under 
instruction to let commercials go out 
at higher volume than anything else. 


By ote ke 
+6 


It's a small matter, but an extreme- 
ly annoying one to viewers. Perhaps 
the question of how loud commercials 
should be is too small to warrant 
attention by the Federal Communica- 
tions Commission. Perhaps the Na- 
tional Association of Radio and Tele- 
vision Broadcasters’ TV Code Com- 
mittee has bigger things on its mind. 


We submit, however, that viewers are 
bothered more right now by loud 
commercials than by subscription 
television, color, VHF-vs-UHF battles 
and all the other big matters before 
the FCC and the NARTB. 
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How long can Congress deny the Na- 
tion a televised look at its proceed- 
ings, when the President of the United 
States invites TV film cameras to 
cover his press conferences? 


President Eisenhower has availed 
himself of the latest means of com- 
munication to inform the publi¢ of his 
reactions to national and international 
developments. The Congress, which 
represents the electorate: no less than 
does the President, fears any contact 
with TV because of one or two un- 
controlled and unhappy experiences 
in telecasting special Congressional 
committee meetings. The happy ex- 
periences are ignored. 

it would be foolish to recommend 
that all sessions of the House and 
Senate and all committee meetings 
be televised live. It is just as fool- 
ish to refuse permission to televise 
any Congressional proceedings ex- 
cept those in which the President or 
visiting foreign dignitaries participate. 


Film cameras cover all of each Pres- 
idential press conference. The film is 
edited by press secretary James C. 
Hagerty and turned over to the tele- 
casters. Some day, perhaps, a less 
biased editor will take over that re- 
sponsibility. But perhaps that same 
procedure could be followed in the 
House and Senate, with film cameras 
recording all sessions and an edited 
version being telecast the same eve- 
ning to viewers. 


It is up to Congress and the net- 
works to devise some means of re- 
porting highlights of legislative ac- 
tion—by camera—to the people of this 
Nation. Thus the old dream of a 
really informed public might be 
brought one step closer to reality. 


SNFLUENCE 3,000,000 TV GUIDE HOMES 


4 
. 


AMERICA’S TELEVISION MAGAZINE... 


ADVERTISING OFFICES IN 28 CITIES INCLUDING: 


NEW YORK 
10 Rockefeller Plaza 
JUdson 6-4300 


CHICAGO 
6 N. Michigan Ave. 
RAndolph 6-9470 


DETROIT 
76 W. Adams Ave. 
WOodward 2-5115 


Do you still need proof that television 
is a business? Take a look at NBC's 


_ announcement of a new $100,000 quiz 


show—The Big Surprise. The an- 
nouncement followed, by days, NBC 
spokesmen’s public insistence that they 
were not planning big-money give- 
aways to compete with CBS’ The 
$64,000 Question. 


The programming trend at NBC has 
been one of television's most encour- 
aging aspects in the past few years. 
Today, Home and Tonight were started 
as programs designed specifically for 
the visual medium. “Spectaculars,” 
despite the pomposity of the word, of- 
fered viewers king-size packages of 
quality entertainment. And only re- 
cently the network's president, Syl- 
vester (Pat) Weaver explained an 
“enlightenment” project. 


How does a $100,000-jackpot quiz 
show fit in with this onward-and-up- 
ward-with-the-arts campaign? It 
doesn't. At best, quiz shows with big 
prizes offer suspense and excitement 
to viewers. They're fun to watch, but 
they certainly don't add anything to 
television's stature. 

Still, NBC is in business to make 
money. If CBS comes up with a dandy 
formula for capturing audiences and 
sponsors, NBC can’t afford to stand 
by and adopt a holier-than-thow at- 
titude in the matter. 


We now seem to be in for a cycle of 
huge-money prize shows. Actually, 
such shows are less expensive for 
sponsors than many of the weekly 
situation comedies on the air, And 
that makes them good business. 

But, let’s hope all the progress that’s 
been made recently in programming 
isn't forgotten as the new jackpot 
cycle starts. A few quiz shows are 
fine; too many of them could make 
television an awful bore. 


NATIONAL ADVERTISING OFFICE: 


400 N. Broad St. 
Philadelphia 1, Pa. 
Rittenhouse 6-1600 
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The NEWS of the ROCKIES 


Surprising? Maybe, but not to us. 
There are more than 700,000 peo- 
ple living and prospering in the 
Denver Metropolitan Area today, 
October, 1955. 


Mountain News | 


Winger Smith Seymour Hammond 
mn Keu a oe DENY ER | ROUNDTABLE—Seated at a roundtable at the Magazine C. Smith and E. P. Seymour, all of Crowell-Collier, 
Publishers Assn. meeting are Albert E. Winger, Paul and Godfrey Hammond of Popular Science. 


Gratlex Will Use 
Magazines in Debut — 
of Stereo Graphic 


| New York, Oct. 5— Graflex Inc. 
‘has announced its newest camera, 
\ W |the Stereo Graphic, which it will 
introduce next month with a con- 
sumer magazine drive. 
Among the camera’s features is 
\ V4 a two-lens optical system called 
Depthmaster Auto-Focus, which 


another reason why Jobber Topics continues to lead the 
way just as it has done for 34 years... 


ee er eliminates the need for focusing. 
OBBER TOPICS has played % 2 : Both lenses in the Stereo are 

\ Wf — > fee fixed-focus, but one is positioned 

a most significant role in our <_ as ty to focus from near-foreground to 

a att i about 30 feet, while the second fo- 

successful selling program directed to de a | cuses from about 15 feet to 


“infinity.” Observed through a 
viewer, the slides produced by this 
system appear to be in sharp focus. 

The camera has only one dial 
setting—a diaphragm for lighting 
conditions. With flash unit and 
case, the Stereo Graphic lists at 


- NOW JOE FLOYD'S 


® Graflex reports a $60,000 intro- 
ductory budget for the camera, TW | 
placed through Hutchins Advertis- | 4 
ing, Rochester. Two-color spreads : 


are running in current issues of 
Photo Dealer, Photo Developments 


\ 


automotive jobbers and their salesmen.” 


says: J..P. WHITAKER, 
President \ V4, 


Whitaker Cable Corporation 


VY 
Mr. Whitaker relates further: ee 
“Having made my start in this business \jZ : 


as a jobber’s salesman, I know how and if you think 


; ae and Photo Trade News. Joe always was tv's biggest 
very important it is that we keep \ VW Consumer advertising starts sales producer, just 
p F next month, with ads ranging from watch how he throws 
jobbers and their salesmen well one-third pages to pages in four! _his weight around now! 


colors. On the schedule are Life, . . 
Modern Photography, National For, effective immediately, 
Geographic, New York Times you get TWO FLOYD MARKETS 
= |Magazine, Popular Photography, for your one smart buy. 
@2 | Sports Illustrated, Sunset Maga- That's a terrific spot for you 
=| zine and U. S. Camera. to be in, isn't it? Gives 

The company also has intro- 
duced a new Stereo viewer, listing 
at $12.95. The Stereo Graphic is to shoot atl 
the second major camera launched 
this year. Last spring the Graphic THE BIG TV COMBO 
35mm. was introduced. 


Gotham-Vladimir Boosts Spitz 

Craig Spitz, formerly a v.p. in 
the New York office, has been ap- 
pointed v.p. and manager of the 
San Francisco office of Gotham- 
Vladimir Advertising. In New 
York, Mr. Spitz was creative chief 
and account executive on such ac- 
counts as Avco, Mennen, Nash 
Motors. In San Francisco he will 
work with Standard Oil of Cal- 
ifornia, Avoset, W. P. Fuller, 
American President Lines and 


informed on and reminded of our 
products and their sales features. That 
is why Whitaker Cable Corporation 

is the oldest consecutive advertiser YOU SERESERS NES is Bly 

in Jobber Topics, being in every 
issue since July, 1922.” 


This kind of a sales record adds up to a 
“tremendous” market potential for your 
product, too. Start now to put your 
advertising messages where they will do the 
most effective selling job. Only JOBBER 
TOPICS offers 34 years of “know-how” 
selling experience specifically aimed and 


78% of total South Dakota market, 


edited to help you sell the automotive _ single step toward selling the entire aiton, Mate. western Minn., northwestern lowa 
Z jobber and his salesmen—for when you = automotive trade. Ask your JOBBER Edel Joins Sterling TV 
’ . . . ’ i h £. 
sell them, you’ve taken the most important TOPICS representative for full details. ogy cree rags serene Ap bate 


motion manager for WABD, has 
joined Sterling Television Co., New 
York, as advertising and promotion 
manager. 


JOE FLOYD, President 
Founded THE IRVING-CLOUD PUBLISHING COMPANY Filmways Names Dubin Evans Nord, Gen Mgr. « Larry Bentson, V.P. 
in 8th FLOOR, DAILY NEWS BLDG. Mickey Dubin, formerly with NBC PRIMARY 
1822 CHICAGO 6, ILLINOIS Music Corp. of America, has been 


named director of tv sales for | Represented by H-R Television 


Filmways, New York, tv film pro- 
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Dramatically 


© a 
the field in .... 
TOTAL CIRCULATION with 
4 
df J, 
Popular Mechanics showed the largest circulation 
y) gain in the field—a gain almost fifty times greater | & 
' than that of the next magazine in the field. : 
11 = 
| sie 
) Here’s the score... . 
TOTAL CIRCULATION oo’. ‘tues Ia —— 
| Circulation or loss orloss LEADS BY: | : 
POPULAR MECHANICS 1,354,629 + 102,859 + 8.2 a j 
i) Popular Science 1,212,418 +2090 40.17 142,211 f : 
i Mechanix Illustrated 953,025 —3,667 —0.3 401,604 ; 
| j Science & Mechanics 549,301 — 13,749 —2.4 805,328 / \ 
2 
iM # F 
" ! 
p @ DOMESTIC CIRCULATION 
| POPULAR MECHANICS 
i / / @ SUBSCRIBER CIRCULATION 
i | atso eads @ NEWSSTAND CIRCULATION | 
i” he field i 
iF the field in: @ BONUS CIRCULATION ; 
Hy | 4 | 
, ® ADVERTISING LINAGE 7 | 


— Figures based on June 30, 1955 A.B.C. statements. 
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Purkett Mfg. Names Durham 

Purkett Mfg. Co., Joplin, Mo., 
maker of laundry equipment, has 
appointed Maynard L. Durham & 
Associates, Carthage, Mo., to han- 
dle its advertising. A campaign di- 
rected to hospital and commercial 
fields will begin with December is- 


sues of trade publications in those 
fields. 


Pick to Animated Productions 
Gerard Pick, former film super- 
visor at NBC, has been named head 
of the industrial film division of 
Animated Productions, New York. 


vast! 


Is radio-electronics too BIG? 


Some folks, who don’t want to be too busy, 
complain that technical radio magazines are 
too thick and the Radio Engineering Show too 


Ay 


We therefore address this ad to those market 
planners, executives and dreamers who believe 
in a bigger America and a radio-electronics 
market that grows. If you are one of these, write 
today for your copy of Report No. 1... a study 
of what interested 42,133 visitors at the 1955 
Radio Engineering Show and how they buy. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


. Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


Ziv Opens Office , 
in Chicago; Unger 
Will Direct It 


Cuicaco, Oct. 4—Undeterred by 
the networks’ steady withdrawal 
from this city (AA, Oct. 3), the 
Frederick W. Ziv Co. spot radio 
and tv organization is moving in 
here to establish its fourth sales 
headquarters. 

For a number of years, now, the 
Ziv organization has had offices 
in New York, Cincinnati and Los 
Angeles. The new one, at 520 N. 
Michigan Ave., will be headed by 
Alvin E. Unger. 

Mr. Unger has been v.p. in 
charge of radio sales since 1947, 
and will head the Chicago opera- 
tion as a v.p. He will supervise 
activities concerning national, re- 
gional and local television pro- 
grams, radio shows and World 
Broadcasting System properties. 


ws Ben Philley will succeed Mr. 
Unger as national sales chief of 
Ziv radio operations. A former 
newspaper man and agency execu- 
tive, he will headquarter in Cin- 
cinnati. 

A top staff member in the Chi- 
cago office will be Frank O’Leary, 
Chicago account exec. for Ziv tele- 
vision film properties. He has been 
a Ziv representative in Chicago for 
the past three years. 

Commenting on the new venture, 
Mr. Unger pointed to “the growth 
potential of the Chicago area, cou- 
pled with the increased role played 
by the city’s 600-plus agencies in 
the national and regional adver- 
tising picture.” He said advertising 
billings originating from _ those 
agencies now amount to $650,000,- 
000 annually. 
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VIDEODEX JULY, 1955 REPORT 
LINCOLN-LAND STUDY 


Summary Table — Average Ratings — % TV Homes 


KOLN-TV | “B" 


1:00— 5:00 P.M. 12.2 3.0 
$:00—11:00 P.M. 19.0 7.9 


MONDAY THRU FRIDAY: 
1:00— 5:00 P.M. 11.6 4.6 
5:00—11:00 P.M. 20.3 8.5 


SATURDAY: 1:00— 5:00 P.M. 16.4 4.2 
5:00—11:00 P.M. 19.1 9.7 


1:00— 5:00 P.M. 12.3 4.6 
5:00—11:00 P.M. 19.9 8.5 


SUNDAY: 


TOTAL: 


HALF- 


COVERED 


NEBRASKA'S OTHER BIG MARKET? 


AREA 
po 98 
LINCOLN. 


KOLN-TV, one of America’s great area sta- 


counties with 


200,000 families — 125,000 unduplicated by any other 
station. Videodex proves that KOLN-TV gets 98.4% more 
afternoon LINCOLN-LAND viewers than the next station 


95.8% of LINCOLN-LAND IS OUTSIDE THE GRADE 
“B” AREA OF OMAHA. This market is farther removed 
from Omaha than South Bend from Fort Wayne, Hartford 


Let Avery-Knodel give you all the facts on KOLN-TV — 
the official CBS-ABC outlet for South Central Nebraska 


tions, covers Lincoln-Land — 42 
— ooppre 
70 | 99 — 116.3% more nighttime viewers! 
9.3 3.9 
6.1 | 2.2 
9.3 | 3.3 
ss | 2.4 from Providence, or Syracuse from Rochester. 
86 | 36 
6.2 | 24 
9.2 3.4 
and Northern Kansas. 
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WJEF RADIO — GRAND RAPIDS 


KOLN.TY — LINCOLN, NEBRASKA 
sated with 


Avery-Knodel, Inc. 


She Pelyer Hations 
WKZO-TY — GRAND RAPIOS- KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
Ww JEF-FM — GRAND RAPIDS KALAMAZOO 


Assoc: 
WMBD RADIO — PEORIA, ILLINOIS 


Exclusive National Representatives 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 
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Advertising Age, October 10, 1955 


Getting Personal 


Frank W. Birch, board chairman of Klau-Van Pietersom-Dunlap 
Associates, Milwaukee, has been named president of the national 
“W” Club of the University of Wisconsin. Executive v.p. of the U. of 
W. Foundation, Mr. Birch won his “W” in basketball in 1918 and has 
been active in college affairs since his graduation ... 

Milestones in AA’s Chicago editorial department: Florence Ham- 
lish’s acquisition of a new name—Mrs. Dave Levinson, and a third 
child (second girl) for Emmett Curme and his wife Barbara. The 
baby was born on Sept. 27... 


Se ae . % a f 
SURPRISE LUNCHEON—Andrew J. Haire Sr., board chairman of Haire 
Publishing Co., New York, was the guest at a recent surprise 
luncheon given him by the company’s Ten Year Club, on the oc- 
casion of his 74th birthday. Shown with him are, left to right, John 
J. Whelan, v.p. and general manager; Andrew J. Haire Jr., execu- 
tive v.p.; and B. G. Stahl, personnel manager. 


Edward D. Gottlieb, account executive of Foote, Cone & Belding, 
New York, is conducting a course in advertising agency operation 
at Hunter College... Another account executive, Ira Avery, of 
BBDO, New York, has just had his first novel published. Title: 
“The Five Fathers of Pepi.” Publisher, Bobbs-Merrill... 

W. C. Swartley, v.p. of Westinghouse Broadcasting Co., recently 
received a 25-year service pin from WBC president Chris J. Witting 
at a luncheon in New York .. . And Joseph Calabrese of the control 
department at Kudner Agency was honored by his fellow quarter- 
century co-workers with a luncheon at which Kudner president 
James H. S. Ellis presented an engraved watch... 
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ON THE GREEN—Paul Harron, new owner of WPFH, Wilmington, Del., 
has plenty of kibitzers to help him sink putt at the third annual TV 
Guide golf tournament in Philadelphia. Assisting him are (left to 
right): Bosh Pritchard of Tel-Ra Productions; W. Wallace Orr, 
president of Philadelphia agency bearing his name; William K. 
Strandwitz, television sales manager, Raymond Rosen Co., and Wal- 
ter L. Tillman, Philadelphia manager of TV Guide. Winner of the 
tournament, with a par 79, was George G. Steele Jr., assistant di- 
rector, WCAU-TV, Philadelphia. 


Public relations counselor Ed Dooley, who doubles in brass as 
mayor of Mamaroneck, N.Y., has married Anita Gillies of that West- 
chester village. They went to New England for a wedding trip. . . 

Vacuum cleaner company president Alex Lewyt is giving free 
cleaners to every player who hits a home run in the World Series. 
In his wire to the players, Lewyt said the cleaner was being given 
“from one clean-up man to another”... 

A former New York Times man and now president of his own ad 
agency, Ralph D. Gardner spoke to the New York University alumni 
association of Alpha Epsilon Pi fraternity on Oct. 6 about his ex- 


periences in making the switch and starting Ralph D. Gardner Ad- 
vertising. .. 
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Dish Quik or Modern cloar water spray valves are wterchangrabic on fittings mate}. the 
feltowing manufacturers (cede [com your teguins plan ag goods supplier ) 


When The Dish-Quik Co. (a Division of Modern Faucet Mfg. Co., 


Los Angeles) wanted to crack the builder field with their all-in-one 


faucet dishwasher, what did they do? They recognized that the shortest 


distance between two points is a straight line. They headed straight for 
Practical Builder. ..the magazine that delivers more builder-buyer-power 
than any book in the business. What’s more, they concentrated 

in PB... where the most advertisers use the most space 


to sell their wares to America’s light construction industry. 


...the Blue Book of the Light Construction Industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3. Also publishers of Building Supply News and other leading building industry magazines. 
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Y I SURE DO, RUSTY... 
WORKED FORA 


PUTS ME IN MIND OF A 
SAWMILL WHERE IL 


~ Oe 4 


Y ILIKE THE 
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RECKON WE OUGHT TO 


GO |N HERE NEXT AND SEE 
IF THEY'VE GOT SOME 


ORIENTAL LANTERNS. sg 


WOODY SMELL OF 
A LUMBER YARD, 
DON'T YOU, TEX? 


+ 


A /eth page 


like this 


» gives you: 


* low-cost campaign continuity 


* quick package identification in 
color 


* surrounding editorial material 
to hold your audience 


* proved exceptionally high 
readership 


* circulation of 10,709,848 in 
America’s major markets 


* alternating middle and bottom 
position assure your product 
maximum exposure 


Get the facts now 
on the greatest 
new buy in 
print media! 


THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly 


63 Vesey St., N. Y.; Hearst Bldg., Chicago; 
Hearst Bldg., San Francisco 


ALBANY —Times-Union « BALTIMORE—American « BOSTON — 
Advertiser + CHICAGO —American—Daily News* +» DALLAS— 
Times Herald « DETROIT—Times » HOUSTON—Post + LOS 
ANGELES—Examiner + MILWAUKEE—Sentinel »« NEWARK— 
Star Ledger* « NEW YORK—Journal-American—N. Y. (Sunday) 
Mirror + LONG ISLAND —Press* + PHILADELPHIA—Bulletin 
PITTSBURGH —Sun-Telegraph « PORTLAND —Oregonian + SAN 
ANTONIO—Light + SAN FRANCISCO—Examiner + SEATTLE~ 
Fat \ntelligencer « ST. LOUIS —Globe-Democrat - SYRACUSE ~ 
Herald American - WASHINGTON —Post-Times-Herald 
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ALCOA PLANS $15 MILLION 
FOIL PLANT! 


NATIONAL TEA CO. PLANS 
NEW WAREHOUSE! 


NEW $12 MILLION COURTHOUSE 
STARTED! 


TAN tenes Sgt 
rai 


PROGRESS 


SOARS! 


» PYMAM/ 


DAVENPORT, IOWA! 


circulation, lineage — 
FIRST in all lowa in ad- 
vertising lineage! 


The MORNING DEMOCRAT 
The Evening DAILY TIMES 
The Sunday DEMOCRAT & TIMES 


Represented Nationally by Jann & Kelley, Inc. 


DAVENPORT NEWSPAPERS § 


‘public mind with “sickness” and 


Glamorize Java, Dichter Urges, Says 
Public Boredom Stalls Coffee Sales 


New York, Oct. 4—The Institute 
for Motivational Research, which 
previously conducted studies on 
tea drinking for the Tea Council, 
has now done a coffee study for 
the Pan-American Coffee Bureau. 

In the tea study, Dr. Ernest 
Dichter, president of the Institute, 
informed the tea moguls that their 
beverage was associated in the 


that they would do well to change 
the image of the drink to that of 
an “exciting” and “lusty” experi- 


‘ence (AA, Sept. 26). 


The “Take Tea and See” ap- 
proach followed this motivational 
study. 

Dr. Dichter has now come up 
with a similar prescription for the 
coffee pitchmen. 


= He told the Pan-American bu- 
reau, which represents the Brazil- 
ian coffee growers, that its drink 
has hit a “consumption barrier.” 
One reason, he explained, is that 
coffee drinking has been allowed 
to become routine. “People don’t 
stop to think what coffee does for 


IN INLAND CALIFORNIA [AND WESTERN NEVADA) 


These inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations ... and at the lowest cost per thousand! 

(SAMS and SR&D) 


In this mountain-isolated market, the Beeline serves 
an area with over 2 million people and more retail sales 
(1955 Consumer 


than Colorado, Kansas or Kentucky! 
Markets) 


BAKERSFIELD 


r ~ Ss i 


wo ee peeiepamgrennietgamtane 


Advertising Age, October 10, 1955 


them,” he said. 

Also—and this should be inter- 
esting news to admen—Dr. Dich- 
ter reported that “consumers are 
not particularly conscious of vari- 
eties of coffee and different 
blends or brews, and are inclined 
to think of all coffee as being 
rather similar.” 

Charles G. Lindsay, manager of 
the coffee bureau, said the Dich- 
ter study was commissioned to 
find out why coffee consumption 
has not kept pace with the grow- 
ing economy and standard of liv- 
ing in the U.S. 

“The ‘why’ has generally been 
attributed to price increases,” he 
said, “but this new study reveals 
hitherto unsuspected influences on 
consumers in which price plays 
only a part.” 


s As a result of its findings, the 
Institute advised the coffee in- 
dustry to help people to “redis- 
cover” coffee in all of its many 
facets. The motivation research- 
ers suggested a three-point pro- 
gram: 

1. Present coffee as the bever- 
age that heightens the pleasures 
of life and give coffee the “vari- 
ety required by modern living.” 
This would bring coffee “more in 
line with today’s trend to greater 
individualism, more gracious liv- 
ing and greater emphasis on sen- 
sory pleasures.” 

2. Remove consumer doubts 
about coffee drinking and drama- 
tize its role as an aid in coping 
with the problems of modern liv- 
ing. The study found a “lurking 
suspicion that coffee may be phys- 
ically and morally harmful.” Two 
out of three persons interviewed 
expressed some concern about 
their coffee drinking. 

3. “Stress the individuality of 
coffee tastes” and take an invi- 
tational—rather than a dictatorial 
—approach to brewing methods. 
The study found that people do 
not like to be told how to brew 
their coffee. 


® In summing up the study, Mr. 
Lindsay said: “The motivation, 
the deep-seated impulses of con- 
sumers, that impel them to use 
or not to use coffee, as revealed 
in this study, can be a basis for 
shaping and sharpening our think- 
ing and action.” 

The public relations operation 
of the Pan-American Coffee Bu- 
reau has recently been revamped. 
One of the new features of its 
program will be a series of sales 
promotion clinics early next year. 

Tentative plans call for meet- 
ings in New York, Chicago, San 
Francisco and New Orleans to 
present an over-all view of the 
coffee situation. The motivation 
research study will be discussed 
at the clinics. The National Coffee 
Assn. and the Coffee Brewing In- 
stitute have been invited to par- 
ticipate in the meetings. 


Richfield Sticks with 
Cartoon Ads for Ethyl Drive 


Richfield Oil Corp., New York, 
will continue to use cartoon-style 
advertising this fall to promote 
its Ethyl gasoline. The ads, in the 
form of 240-line cartoon strips, 
will run in newspapers along the 
eastern seaboard. The cartoons are 
also incorporated in new one- 
minute television spots, offered to 
distributors on a co-op basis. 

Richfield dealers will also be 
distributing to customers a 1955 
football book, an illustrated, 44- 
page guide carrying college and 
pro football schedules. Morey, 
Humm & Johnstone is the agency. 


Ad Librarians Elect Officers 
Council of Advertising Agency 
Librarians, New York, has elected 
Vera Halloran, J. M. Mathes Inc., 
chairman. Other officers are 
Martha O’Leary, Benton & Bowles. 
vice-chairman, and Rita Allen, 
Cunningham & Walsh, secretary. 
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It’s Selective! The American was one of the first 


family magazines to regularly schedule travel articles. Today, 
the 10,000,000 readers of The American travel more than ever! 
The American Magazine is deliberately produced to appeal to the 
self-interest of a young, wuccessful group of family readers. Over 


the years, these readers have been conditioned to believe! Because 
they believe in The American, they respond to its advertising. 

If you want a select group of good consumers—whose interests 
range from travel, to a new car, or the latest kitchen gadget—then 
the best place for your advertising is The American Magazine. 


The American Magazine . . . It moves goods because it moves people! 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, N. Y. 19, N.Y. Publishers of The American Magazine, Collier's and Woman's Home Companion 
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w to put your product 


on the table! 


Tempt ..¢’r appetites and open their 


purses! 


Schmuat specializes in taste-tempting 


full ccior reproductions of foods. 


full cn Schmidt's creative staff— 
our complete photographic studio— 
e 2 vur expert lithographers. Then 
w tch yo r products appear on more 


tables. 


LITHOGRAPHY THAT SELLS 


Point-of-Pu'chase Materials - Posters - Labels - Cartons - Shipping 

Cases « Calenciars - Recipe Booklets - Catalogs - Corrugated Floor 

Stands - Seed ’uckets - Gift Boxes - Brochures - Direct Mail Materials 
Ad Pads « Outserts 
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No. 2 ina series illustrating Food Field Reporters 
widespread industry coverage at all executive levels. 


Clarence E. Eldridge 
_ Exec. VP chg Sales & Adv 
' Campbell Soup Company 


Donald Cady 
VP chg Adv. & Mdsg. 
The Nestlé Company 


Vice Sam Thompson 


VP chg Adv. & Mdsg. 
Borden Food Prod. Co. 


Cedric Seaman 
VP chg Sales 
Continental Baking Co. 


Albert R. Fleischmann 
VP & Gen. Sales Mgr. 
Standard Brands, Inc. 


-y _—~Presidents 
like these read 
Food Field 


Reporter 


G. 0. Mayer 
VP chg Mdsg. 
Oscar Mayer & Company 


Charles G. Wright 
VP chg Sales & Adv. 
Kraft Foods Company 


W. F. Olsen 
VP & PA 
Curtiss Candy Company 


W. G. Mason 
VP chg Cereal Sales 
The Quaker Oats Co. 


John T. Jeffrey 
VP chg Sales 
Skinner Mfg. Co. 


Ward F. Parker 
VP & Dir. Mktg. 
B. T. Babbitt, Inc. 


9 out of 10 executives* of leading food and grocery manufacturing 
firms regularly read Food Field Reporter. 


Starting at top management, Food Field Reporter penetrates 
deeply to the key men of sales, advertising, merchandising and 
operations .. . then extends even further to district and divisional 
sales levels. Other publications may provide a segment of this 
coverage, but only this one exerts its influence everywhere that 
major company decisions are made. 


Which is why, for 23 years, Food Field Reporter has been a vital 
selling tool for suppliers and service firms wishing to do business 
in America’s biggest consumer industry. And why it can prove 
equally vital and productive for you! 


ok 
sda etal hs 


Ambrose E. Stevens 
VP chg Sales & Adv. 
Minute Maid Corp. 


How BIG is Your Biggest Market? 


(1964 FIGURES) 


SR SER RRS $64,200,000,000 
Advertising Investment .............. $711,307,000 
Packaging Investment ................ $4,000,000,000 
Point-Of-Sale Investment ............ $70,000,000 
Raw Material Investment............ $5,490,000,000 
Equipment Investment .............. $673,200,000 


Food Field Reporter 


330 West 42nd Street, New York 36, N. Y. 


®Recording & Statistical Corp. Study (1954) 


Fabric Jobbers 
Unite in Ad Push 


for Decorators 


New York, Oct. 4—Eleven job- 
bers of decorative fabrics have 
banded together under the name 
“Fine Fabric Sources” to advertise 
the case for the professional dec- 
orator. 

“Don’t try do it yourself—call a 
decorator,” is the advice advanced 
in the group’s new year-round 
campaign of b&w pages and quar- 


ter pages in The New Yorker. It 


takes a trained decorator to pro- 
duce an “individualized home... 
on a predetermined budget and 
without the risk of costly mis- 
takes,” according to the copy. 


No fabrics will be promoted and | 


no individual company is featured 
in this “see your decorator” cam- 


| paign. 


To bring the series to the atten- 


tion of the trade, b&w pages are | 
scheduled for Interiors and Inte- 


rior Design, and one mailing piece 


has been sent to decorators. 


® Participating members of Fine 
Fabric Sources, all of whom main- 
tain closed showrooms and deal 


entirely with decorators, are E. C. 


a ASL Mee Serie Se NA CA 


; anid AE Ses PERE. ee 


| 
| 
| 


WHS ON YOUR SIDE? == 


NO TRADE SECKET—Fine Fabric 

| Sources has scheduled full-page 

b&w ads like this in Interiors and 

\Interior Design to tell the trade 

about its new consumer advertis- 
ing series. 


Carter & Son, Cheney Greeff & 
Co., S. M. Hexter Co., Jofa Inc., 
Boris Kroll Fabrics, F. Schu- 
macher & Co., Stroheim & Rom- 
ann, Sundour Unfadable Fabrics 
Co., J. H. Thorp & Co., Jack Valen- 


ew: | tine Inc., and Witcombe, McGea- 


CONSUMER CAMPAIGN—In New York- 


er ads like this one, Fine Fabric 

Sources is maintaining that in- 

terior decorating—‘like surgery 

and psychoanalysis”—is ‘“some- 

thing you really shouldn’t do your- 
self.” 


chin & Co., all in New York. 
Alfred Auerbach Associates is 
the agency. 


‘Graphic Arts News’ Bows 

A new publication, Northwest 
Graphic Arts News has been 
launched at Seattle under the 
partnership of Mrs. Betz Barber, 
who heads Northwest Commercial 
Advertising Service, and Ralph 
Van Dyke, Van Dyke Litho Plate 
Co. The publication has controlled 
distribution in the field of 
graphic arts and allied crafts in 
Washington, Oregon, Idaho, Mon- 
tana and Alaska. The first issue, in 
September, went to 2,000 firms. 
The October issue is scheduled 
for 3,000 distribution. Publication’s 
address is Box 3091, Seattle. 


Publisher Plans Addition 
Missoulian Publishing Co., pub- 
lisher of the Daily Missoulian, 
Missoula, Mont., has let a contract 
for a $125,000 three-story addi- 
tion to its building to provide 
extra space for offices and the 
commercial printing department. 
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Bi @ Calls on more Texas customers than any other 
: ih newspaper. Annual Effective Buying Income 
HW of trading area, $3,195,668,000. 
i ‘ 


@ Speaks the language of Texans .. . is invited 
into over 90% of all Fort Worth homes daily, 
and over 77% of all Fort Worth homes every 
Sunday. 


@ Is read by over 41% of all families in the 100 
county trading area every day, and by over 
36% of all families in the trading area on 
Sunday. 
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= LARGEST 


CIRCULATION 
IN TEXAS! 


250,090 


DAILY Figures based on Iatest Sales Management 
. 4 Soniey © Sas estimates and ABC Audit report. 
( Combined po 
| 232,344 
SUNDAY 


As filed with the Audit 
Bureau of circulations, sub- 
ject to Audit, for 6 months 
eeeseue ending March 31, 


——— ~ > aa 
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LARGEST CIRCULATION IN TEXAS 
. .. without the use of schemes, premiums or contests—“Just a Good Newspaper” 
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| ‘ Nylon; YARDLEY Men’s and Women’s Toiletries; HATHA WAY: g 
| VIYELLA; WILSON Sporting Goods; DECCA Records; DISH ALL = 
(and that’s not all!). Good company for you and us to keep. 
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eet around in grand style... 


What kind of man owns this resplendent reper- 
tory of jackets? 

An enthusiastic sort of guy, obviously, for these 
jackets disclose an astonishing assortment of ac- 
tivities. Not rich, necessarily, but well above aver- 
age ... his interests cost money, and he clearly 
enjoys being nattily decked out for each of them! 

The jackets don’t tell what magazine their 
owner reads, but one good guess would be Holiday. 
For, more than any other magazine that comes to 
mind, Holiday attracts men—and their wives— 
with just this vigorous bent. 

Holiday is a kind of vitamin pill for the spirits. 


It commands the loyalty of the nation’s most 
active families: more than 850,000 families who 
take more vacations than average, own more cars, 
play more games, buy more clothes, and get a 
bigger kick out of their bustling lives. 

Each month it fills their heads with new ideas, 
guides them to new playgrounds, new pastimes. 
And it prods them to buy the new products that 
will make their leisure more pleasurable. 

Small wonder happy advertisers have helped 
make Holiday the most successful new magazine 


of our time. If you’re not among them, why not 
try Holiday for size? 


HOLIDAY 


A CURTIS MAGAZINE 


...its readers are leaders of the big change 
to “everyday holiday living!” 
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Chicago Hi-Fi Show Points Up 
Marketing, Distribution Problems 


Cuicaco, Oct. 4—Two floors of 
Chicago’s famed Palmer House 
throbbed, squeaked, clanged and 
percolated last weekend. The hi- 
fi show had come to town. 

The hi-fi show, now a regular 
feature under different names 
(Audio Fair, Sight & Sound Ex- 
position, etc.) in major population 
centers, represents America’s 
weirdest and most nerve-racking 
contribution to the open-to-the- 
public type of exhibition. 

Chicago’s hi-fi show, started 
three years ago, has a reputation 
for being the noisiest of the lot. 
This year, fortunately, the noise 
was somewhat toned down. 


s But if it was quieter, it was 
also bigger and better attended 
than ever before. According to es- 
timates by International Sight & 
Sound Exposition Inc., which rents 
the space and farms it out to ex- 
hibitors, some 35,000 people 
scrambled through corridors and 
suites, seeking the transient “hi” 
and elusive “fi” of modern music 
reproduction. This compares with 
last year’s record 28,000 attend- 
ance. 

The curtain of this year’s show 
rang up with the theme: “High 
fidelity is for everyone.” This 
year’s crowds at Chicago repre- 
sented a wider group of consumers 


New Hi-Fi Packages 


Cuicaco, Oct. 4—Several 
years ago, major radio 
and phonograph manufactur- 
ers took a deep breath, and 
stepped off into the hi-fi mar- 
ket with sets of their own. 
Here are some recent lines, 
now being pushed across the 
country: 


RCA Victor, Camden, N.J., 
has introduced a line of high- 
fidelity phonographs and ra- 
dio-phonograph combinations, 
ranging from a table model, 
three-speed Mark VI, priced 
at $129.95, to the Mark I, a 
twin-console, with  three- 
speed phonograph, fm-am 
radio, tape recorder, priced at 
$1,600. 

Advertising is running in 
magazines currently, with 
spreads and pages appearing 
in Life and The Saturday 
Evening Post. Theme is “the 
first family of high fidelity.” 


Bell & Howell, Chicago, this 
summer announced it was ex- 
panding from the camera bus- 
iness into the high-fidelity 
line, last month started in- 
troducing six new basic mod- 
els, ranging in price from $595 
to $1,800. These include a 
phonograph, a combination 
phonograph and radio and a 
phono-r adio-tape combina- 
tion. Cabinets were designed 
by Paul McCobb. 


Motorola, Chicago, has in- 
troduced two phonographs as 
its contribution to the hi-fi 
line: The Masterpiece, a con- 
sole model with four-speed 
phonograph, three speakers, 
priced at about $200, and a 
Masterpiece Jr., a table model 
with a three-speed changer, 
at a lower price. 


Capehart-Farnsworth, Fort 
Wayne, Ind., now has four 
high-fidelity models, ranging 
from the Scheherazade, a ta- 
ble model with three speak- 
ers, to the Firebird, with four 


being lured into the market, a fact 
which should considerably bolster 
morale at the audio fairs slated to 
open within the next few weeks 
in New York and Boston. 


= The mass-market goal, howev- 
er, is a long way from realiza- 
tion. At this year’s show, more 
than at any of the previous ones, 
the curious consumer was con- 
fronted with a confusing array 
of instruments, all claiming to ex- 
hibit high fidelity. 

As the consumer went from 
room to room and floor to floor 
at the show, he discovered the 
market split in two: The com- 
ponents market and the package 
market. 

The components market is the 
seed from which hi-fi sprang. The 


consumer buys the different ele- 
ments of the hi-fi “system”— 
about four or five, minimum— 
separately. He then assembles 
them and houses them as he wish- 
es: in a cabinet, which he can 
build or buy; on book shelves; in 
the walls of his home or apart- 
ment, or strung out across the 
room, in naked vacuum-tube glory. 


= The package market presents 
the consumer with his hi-fi al- 
ready assembled in a cabinet, or 
in two cabinets. These are usual- 
ly fine cabinetry and account for 
up to 60% of the total price of the 
set. The package jobs look very 
much like and are sold in the 
same way as the standard radio- 
phonograph console models. Most 
of the major phonograph and ra- 
dio producers have brought out 
high fidelity sets under their own 
brand name. 

Price ranges in these two cate- 
gories contrast sharply. A package 
set costs anywhere from $100 to 


$2,000. A components system can 


range in price from $50 up. One 
system, installed in the walls of a 
New England house, with direc- 
tional outdoors speakers in the 
patio clearly audible five miles 
away with the volume turned up, 
cost $10,000 and required the serv- 
ices of an architect. 


= The package buyer gets what 
the manufacturer has put into his 
package, and, usually, is stuck 
with it. The components buyer 
can keep improving his set add- 
ing better and more expensive 
parts, and he can match different 
components to suit his own hear- 
ing likes and dislikes. This last 
point is important from the high- 
fidelity point of view. People vary 
greatly in what pleases them in 
the audio field: What titillates one 
man’s ears may grate on anoth- 
er’s. 

A bigger problem still, in the 
move to get a mass market for 
high fidelity, is that of marketing 
and distribution. 

Hi-fi is a product which, in a 
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sense, the consumer developed 
for himself. More than a decade 
ago, hobbyists and electronic en- 
gineers, tinkering away as they 
are wont, began developing and 
putting together amplifiers and 
speaker systems that were far su- 
perior to commercial products. 
The parts for these homemade 
sets were purchased from distrib- 
utors who sold to repairmen and 
radio hams. Prices were not list, 
but dealer prices. This group of 
hobbyists has continued to grow 
over the years, and it is they who 
have put high fidelity on the map. 


s But this group is being watered 
down by less knowledgable hobby- 
ists who want the feeling of hav- 
ing put together their own set and 
at less-than-list cost. But this 
group lacks most of the technical 
know-how. For this group, the 
small makers of quality hi-fi 
equipment have developed parts 
that can be plugged together. All 
this consumer has to do is a lit- 


tle soldering and a little cabinet 


SAN FRANCISCO 


speakers. 


CHICAGO 


Choose your own cities. 
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building. 

The result is that many dis- 
tributors of electronic equipment 
have found themselves in the 
tool market as well. This is true 
of such Chicago companies as Al- 
lied Radio Corp., Newark Electric 
Co. and Voice & Vision, who have 
put in a stock of do-it-yourself 
hand and power tools, soldering 
guns and electric sanders. One hi- 
fi merchant advertises it carries 
ten different lines of power tools, 
which would be an impressive 
stock even for a tool dealer. 


® These distributors, who also act 
as dealers and sell to the public 
at a special below-list price, 
usually called “audiophile price” 
in their catalogs, are the pulse 
of the growing hi-fi market. 

But mass selling is beyond their 
ken at the present time. 

Manufacturers, such as RCA, 
Philco, Magnavox, have the chan- 
nels for mass selling at their dis- 
posal. But, their problem is to 


delity” at a premium price—a 
public which shies away from 
the complicated jargon of the hob- 
byist and has to be sold on high 
fidelity all the way down the line. 

The hobbyist doesn’t care for 
the package hi-fi. For one thing, 
he feels the package set is not 
truly hi-fi, or that if it is, he is 
paying extra money for a fancy 
cabinet and for the advertising, 
merchandising and dealer markup 
which are involved. 


a The mass seller, with dozens 
or hundreds of dealer outlets 
throughout a metropolitan area 
and the massive distributor who 
services a whole region from one 
warehouse-like center, usually by 
mail order, split the marketing- 
distribution headache. 

Either the one educates the pub- 
lic to pay extra for a package 
with more bass and treble than 
in the old-fashioned music play- 
ers or the other lures the public 


WHAT'S NEW—Following the appearance of this three- 
page ad in the Dec. 3 Saturday Evening Post, Alu- 
minum Co. of America will embark on a saturation 
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program, relying heavily on television, on behalf 
of the giving of aluminum gifts for Christmas. Ful- 
ler & Smith & Ross is the agency. 


Alcoa Combines 


to come in and buy components |tinue as the spectacular compro-|high fidelity, at the expense of Print, TV Saturation 
mise, with both types of sellers|the consumer’s eardrums. 


" | educate a public to choose “high fi-|to put together himself. 
i] 


your convention—even ask questions 


WITH 


SHERATON CLOSED CIRCUIT TV 


Now you can bring your entire national organization 
together — at lower cost than ever before. You can do it 
without taking any key men away from their districts. 
You can do it quickly, easily and economically through 


Sheraton’s Closed Circuit TV 
This new way of holding 


proven success. Hundreds of organizations have found it 


saves time, saves money, gets 


With Sheraton TV you can talk face-to-face with audi- 
ences coast-to-coast simultaneously on. theatre size 
screen. You can reach two cities or a hundred cities. 
You can talk not only to people in Sheraton cities in the 
United States and Canada but to people in other cities 
as well. What’s more your audiences can talk to you, 
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results. 
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Sheraton Hotel 
WASHINGTON 
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ask questions, as well as see and hear you. 

The Sheraton Closed Circuit TV plan is completely 
flexible. Sheraton experts will tailor-make a convention 
to fit your needs. They will also relieve you of all the 
technical details, help with your programming and sim- 
plify your organizational problems. 

If you’re planning to hold a national convention ... 
or would like to launch a new product or sales plan... 
or if you’re looking for a way to get your entire organ- 
ization together at reasonable cost . . . then you should 
give careful study to Sheraton’s Closed Circuit TV Net- 
work. For complete information, write: Sheraton Tele- 
vision, Park Sheraton Hotel, New York, N. Y. — 
COlumbus 5-3830. 
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in Christmas Drive 


PrirrssurGH, Oct. 4—Aluminum 
Co. of America will open its 1955 
Christmas promotion Dec. 3 with 
a three-page color advertisement 
in The Saturday Evening Post 
aimed at retail sales of aluminum 
products. 

The ad will show three days 
before the Dec. 6 “Christmas Crea- 
tions of Aluminum” saturation 
show on NBC-TV sponsored by 
Alcoa. 

The day-long commercials (live 
and film) will appear on eight 
programs—from Dave Garroway’s 
“Today” at 7 a.m. to Steve Allen’s 
“Tonight” at 11:30 p.m. 

Altogether, 16 commercials (21 
minutes total) will reach 20,- 
000,000 families, Alcoa asserts. 
Eighteen types of merchandise 
made of aluminum are scheduled 
for promotion. 

Fuller & Smith & Ross, Cleve- 
land, is handling the campaign. 


TelAutograph to Wolcott 

TelAutograph Corp. has named 
Wolcott & Associates, Los Angeles, 
its general public relations counsel. 
TelAutograph manufactures and 
leases communication systems for 
the instantaneous transmission of 
written longhand messages. For 65 
years a New York company, Tel- 
Autograph recently moved its cor- 
porate and sales headquarters to 
Los Angeles. 


Sell Your Product 
Direct to Consumers 


From Publication Ads 
* 
We Show You How 


Do your newspaper, magazine, J 
trade paper ads have to pull di- g 
rect, traceable results economical- I 
ly? Do you want outstanding ad 

campaigns? 1 


Whether you use keyed, coupon, i 
direct selling, mail order, direct 
sale, consumer, price or inquiry § 
copy, our tested methods can do 1 
a real job for you. 


At your disposal are sales-produc- - 
ing ideas, top-flight creative abil- 
ity, dynamic layout, outstanding 
art, complete production facili- J 
ties, sound advice, capable adver- 1 
tising guidance. 


Experience counts. Put our 33 ; 
years know-how to work for you. 

Complete counsel service. Pub- 4 
lishers’ rates all publications. J 
Member A.A.A.A. Many suc- i 
cesses, Consult. . 
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OF 
WALKING BILLBOARDS 
FOR LESS THAN 


1.50 PER THOUSAND 
PER WEEK 


THE COLAD CO., INC. 


Circle’ Increases Rates 

| Family Circle, New York, will 
raise its bekw page rate from $11,- 
| 800 to $12,120 and its four-color 
page rate from $15,480 to $16,200 
|with the April, 1956, issue. The 
| guarantee will remain at 4,000,000 


| |though the magazine “delivered a 


IN FORT WAYNE THEY BUY 
ELECTRICAL APPLIANCES 


(and everything else, too) 
With the exception of one area in the nation with more 
than 200,000 electric power customers, the Fort Wayne 
Division of the Indiana & Michigan Electric Co. is top in 
residential kilowatt hour consumption. 
| & M customers use an average of 3,718 kw hours per 
year—46% above the national average of 2,549 kwh. 
This area is blanketed by Fort Wayne News- 
papers. For more details on this rich market, write 
for the Golden Zone Market Book. 


FORT WAYNE NEWSPAPERS, INC., Agent 


Che News-Sentinel © THE JoURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


| York agency, has changed its name 


'bonus of 150,000 in the first half, 
of 1955.” Increased paper and pro-_ 
duction costs were blamed for the | 
increases, as were the addition of | 
new editorial features, use of 
“name authors” and other factors. 


Reed/Warren Adds Two 

| Wandel Machine Co., Pomeroy, 
Pa., has appointed Reed/ Warren 
|Advertising, Philadelphia, its mar- 
keting and publicity counsel. 
|Wandel makes Somat and Agro- 
‘mat garbage disposal systems. 
/Reed/ Warren also has been named 
to handle advertising and public 
relations for Linton’s Industrial 
Cafeterias. Linton’s manages six 
industrial cafeterias in the Phila- 
‘delphia area. 


Agency Changes Name 
Ovesey, Berlow & Straus, New 


to Ovesey & Straus. Officers are 
\Regina Ovesey, president; David 
Straus III, v.p. and secretary; and 
Margaret O’Dea, treasurer. Shel- 
‘don Berlow, former v.p. and secre- 
‘tary, retired last April. 


Advertising Age, October 10, 1955 


“3 pee es nae isc re a P 


Fl 


" .ORISTS 


Oy GREATER SEATTLE 


ROMANTIC APPEAL—Allied Florists of Greater Seattle have come up 

with a sales line—“Never underestimate the power of flowers”—in 

a painted bulletin displayed in Seattle by Sunset Outdoor and ro- 

tated every 30 days for a six-month period. Florists have been us- 

ing outdoor for three years in this way, supplementing it with sea- 

sonal advertising in newspapers and some radio and tv, seasonally. 
The agency is Martin & Tuttle. 


THIS TWIN READS THE 
___DISPATCH-PIONEER PRESS 


. PA 


‘DISPATCH 


ONLY ONE TEEPEE 
ON THIS TWIN'S 
RESERVATION! 


Covered? Completely! 


Every single corner of the St. Paul 
“half’* of the nation’s 13th** largest 


market is blanketed morning, 
evening and Sunday by the St. 


Dispatch-Pioneer Press . . . newspapers 


that go to nine out of every 
homes in this big, prosperous 


market of 436,900 people. 


Paul 


10 


Want those people to plunk down 
their wampum, for YOUR wares? 


Then shout your sales story 
Dispatch-Pioneer Press . 


in the 


. . the ONLY 


newspapers offering saturation 


coverage. 


Outside newspapers? They don’t even 


scratch the surface! 


FAMILY COVERAGE 


(Romsey & Dokota 


Other T.C. Dailies—A.B.C.—3 


Counties) 
47.1% 
17.4% 
3.7% ak % 
MORNING EVENING SUNDAY 


C3 st. PAUL DISPATCH-PIONEER PRESS 
OTHER TWIN CITIES DAILIES 
Source: Families, Sales Management 


Survey of Buying Power—May 10, 1955 
Dispatch-Pioneer Press—A.B.C.—3/31/55 


/31/55 


*Ramsey and Dakota counties 


**Total retail sales, Sales M 
Survey of Buying Power— Ma 


REPRESENTATIVES 


MeEWSPAP-.ER 


NEW YORK 


EER PRESS 


anagement 
y 10, 1955 


RIDDER-JOHNS, INC. 

- CHICAGO - DETROIT 

SAN FRANCISCO - LOS ANGELES 
ST. PAUL - MINNEAPOLIS 


Fair Trading ‘Significantly’ Boosts Price 
of Toothpaste, Professor's Study Discloses 


, Curcaco, Oct. 4—Fair trading 
\significantly increases prices on 
‘tcothpaste, a research study on 
the effects of resale price main- 
tenance by Ward S. Bowman Jr., 
research associate with rank of 
associate professor in the Univer- 
sity of Chicago law school, as- 
serts. 

In an article in the current is- 
‘sue of the university’s Law Re- 
view, Mr. Bowman reports on an 
analysis of toothpaste prices in 
both fair trade and non-fair trade 
states from January, ’51, through 
January, ’53. 

On the largest size toothpaste 
tube, prices averaged 4.2% higher 
in fair trade states than in non- 
fair trade states. The next small- 
er size was 4.3% higher, Mr. Bow- 
man’s study reveals. 

But in both fair trade and non- 
fair trade states, manufacturers’ 
established minimum prices were 
widely disregarded. Almost half 
of all toothpaste sales in non- 
fair trade states, and more than 
one-third in fair trade states, were 
at prices below the stipulated 
minimums. 


s Outlawing of fair trade price 
enforcement against non-signers 
of fair trade agreements by the 
Supreme Court in 1951 promptly 
brought lower toothpaste prices in 
fair trade states, the study shows. 
But prices in non-fair trade states 
continued to be lower than in fair 
trade states. 

Passage of the McGuire Act in 
1952, restoring the right to en- 
force fair trade prices on non- 
signers, however, did not raise 
prices in the fair trade states, Mr. 
Bowman says. 


® The study also shows that 
toothpaste prices are higher in 
small towns and rural areas than 
in cities, both in fair trade and 
non-fair trade states. But fair 
trade prices are no more strictly 
maintained by drug stores than 
by food stores or other types of 
retail outlets—in either fair trade 
or non-fair trade areas. 

An economist as well as a mem- 
ber of the law faculty, Mr. Bow- 
man based his research on data 
from the Market Research Corp. 
of America, which collects mar- 
ket information on consumer pur- 
chases from a national consumer 
panel. 


e The panel, a sample of about 
4,500 families, keeps a daily rec- 
ord of household purchases by 
product, brand, size, and price. 
‘Mr. Bowman analyzed _ reports 
from comparable samples of panel 
families in fair trade and non- 
fair trade states to make the price 
comparisons in his study. 
Toothpaste was chosen as a typ- 
ical consumer product, which is 
\bought fairly frequently, in small 
| quantities, at a price under $1. 
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the patient art of f 


LACEMAKING... 


requires agile hands and a serene temperament. 


During the Renaissance, Venetians excelled in the 


art. From Italy, it spread to France, Belgium, 
and Ireland. The little old lady in our 
illustration is making Cluny lace for pillows. 


There is so great a difference between hand- 


made and machine-made lace that, in 


lacemaking countries, the handworkers are pro= 


tected by law and their work must be 
identified: ‘‘made by hand’’. 
Fine photoengraving is also a craft which requirfes 


skilled fingers and a patient temperament even 
under deadline pressure. At C M & H we have the 
finest mechanical aids to photoengraving that 


modern science and engineering can provide: 


precision cameras, air conditioners, proof presses 


tuned to hair line color registration; but the 


quality of our work depends fundamentally on the 


craftsmanship of the engraver. Like the 
lacemakers of Brussels and Bruges we could 
attach to our work the identifying label: 
“‘made and finished by hand.” 


One color advertisement run in a schedule of 


national magazines may represent an 


investment of hundreds of thousands of dollars. 


It is no wonder, then, that advertisers 


and agencies from coast to coast protect their 


investment in fine copy by ordering their 


engravings from C M & H where craftsmanship 


adds the last hairline of reproductive quality. 


COLLINS, MILLER & HUTCHINGS, INC. 


America’s Finest Photoengraving Plant - Corner of Lake Street and Wacker Drive + Chicago 6, Illinois 


Drawing by Dorothy Mylrea, photograph by James Brown, typographic desigr by Burton Cherry 
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photoengravers | : 


One of the country’s leading mechanical 
production men once told us, “If I could be certain 
of the honesty of engravers’ color proofs most of 
my woes would be eliminated.’ 


Our plant is extensively equipped with a wide variety 
of proofing presses to suit the individual em ae 
They range from singles of assorted sizes through two 
color atte up to sparkling new four color presses. 


Relief make-readies are never used here on 
process plates for high speed wet edition pam 
The plates themselves are properly balanced an 
engineered to render faithful reproduction. — 

Yes, we can honestly say our motto and practice 
will always be “Truth in Proofs.” 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Eliott 


COMIC RELIEF—Comics Bob Eliott and Ray Goulding, of Bob and Ray 
fame, sign a new long-term contract with WBZ and WBZA, Boston 
radio stations (am and fm). Contract retains them for Monday 
through Saturday 5-6 p.m. exclusively with the station in the Boston 
area. They are shown with Leo Egan, WBZ’s radio sports director. \ 
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Advertising Age, October 10, 1955 | 
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LOS ANGELES 
The Biltmore 
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OLD FASHIONED INNKEEPING 
“i ali in hegping 
These hotels are distinguished by their 
refusal to conform to routine standards of 
hospitality. Their dedication to service 


above the ordinary, and their pride in per- [J 
sonal, independent management is your 


assurance of a memorable visit. 
f 
FREE RESERVATION SERVICE | 


coast-to-coast 
through nearest service office or hotel. 
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WESTERN OFFICES j 
GLEN W. FAWCETT ASSOC. 
New York © Chicago ® Boston Los Angeles © San Francisco 

Washington ® Toronto Seattle * Portland 

NOT A CHAIN 


An Associated Network of independently Owned 
and Operated Hotels. 


EASTERN OFFICES 
ROBERT F. WARNER, INC. 
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NEW YORK 
The Commodore 
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BALTIMORE 
Lord Baltimore 


‘Travel Market,’ 
New Business Book, 


Bows in January 


New York, Oct. 4—Travel Mar- 

ket, a new trade magazine, will 

be launched in January. 

A monthly news magazine “de- 
signed to meet the needs of the 
professionals in travel,” the book 

will be published by TM Publish- 

ing Co., New York, a new company. 

Joel Lewis, who resigned recent- 

ly as managing editor of Printers’ 

Ink, is president and editorial di- 
rector of the company. 

Mr. Lewis announced: 

“Because travel is definitely big 
business today, standing on the 
threshold of a new prosperity and 
stature, with a growth that prom- 

ises to be even more spectacular 
than its growth in the recent past, 
there is an imperative need for an 
informed editorial voice in the ; 
field. 

“Travel Market aims to fill this 
need by becoming the authorita- 
tive voice in the travel field, the 
monthly business magazine of 
travel for the thousands of men 
and women who earn their liveli- 
hoods through intelligent, imagina- 
tive and—when necessary—eco- 
nomical travel presentation to the 
American public.” 


® Travel Market will start with a 
controlled circulation of 6,500. The 
basic one-time page rate will be 
$300. Offices of the new enterprise 
are at 130 E. 59th St. 


Alan Torbet Asks FCC 
Permission to Buy KDGM 

Alan Torbet, formerly general 
manager of KSFO, San Francisco, 
has asked the FCC for permission 
to purchase KGDM, Stockton, 
from E. F. Peffer for a sum ap- 
proximating $175,000. The station, 
started by Peffer in 1926, is the 
Stockton outlet for CBS. Mr. Tor- 
bet, now v.p. and general manager 
of Golden Valley Broadcasting 
Co., will be associated in the pur- 
chase with L. E. Chenault, presi- 
dent of KYNO, Fresno; Bert Wil- 
liamson, secretary of KYNO; Ame- 
lia Schuler, a KYNO partner; 
Richard C. D. Bell, Sausalito, and 
Lindsey H. Spight, Orinda. 

Mr. Bell is general manager of 
Columbia Empire Telecasters and 
formerly was assistant to the pres- 
ident of KPIX, San Francisco. Mr. 
Spight is v.p. and West Coast man- 
ager of Blair TV. Mr. Torbet also 
is temporarily serving as man- 
ager of the San Francisco office 
of Headley-Reed Co. 


Pabco Names Fish S.M. 

Edwin W. Fish, formerly v.p. and 
general merchandising manager of 
Pabco Products Inc., San Francis- 
co, has been elected v.p. and gen- 
eral sales manager of the company. 
He will be in charge of all of the 
company’s marketing activities. 
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Do you sell face powder, lipstick, wave set... . 


... or any other kind of beauty aid? Then hear this... 


oo 


THE FAWCETT 
WOMENS GROUP 
GIVES YOU 

MORE YOUNG WOMEN 

1810.25 
PER DOLLAR. 
THAN ANY OTHER TOP\\ 
SCREEN-ROMANCE. \ 


COMBINATION 


Hallowen: Mischee! Brande Monroe Gable go Wed Wit wiht’ 


BIGGEST tact iene 


THESE ARE THE FACTS: (1) Get a woman young and she’s yours for life. (2) More 18-25’s Sper test 
here per dollar than any other top screen-romance group. (3) More households with young- aor , 
sters under 5. (4) Greater readership vitality—delivered bonus 3d quarter in excess of 
250,000. (P.S.) When you’re buying young women—and the low-cost, low-duplication screen- 
romance groups—buy horizontally, select tie best books from the top of the best groups... 
and you can’t miss TRUE CONFESSIONS and its screen-sister, MOTION PICTURE. Fawcett 
Publications, 67 W. 44th St., New York « Chicago « Detroit « San Francisco « Los Angeles 
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Federal Reserve 
Surveys Called 
Good, Not Perfect 


(Continued from Page 3) 
conclusive proof of which expecta- 
tions and attitudes—other than 


plained, “that the main justifica- 
tion for the survey is not the 
provision of direct information 
concerning future purchases by 
consumers. 

“The connection between ex- 
pressed intention to buy and fu- 
ture action is tenuous and complex. 
An intention to buy or not to buy 
at the present time is merely one 
relevant factor in predicting what 
the consumer will actually do. 


needed on his capacity to carry 
out his intention—-his income, his 
assets or his debts—and on his 
customary behavior as indicated 
by past experience. 

“A prediction for, say, a year 
hence must also take into account 
the impact of changes in the gen- 
eral economy as it is today. The 
usual methods of prediction that 
depend essentially on the analysis 
of the behavior of the economy as 
a whole and on the projection of 


aes | 


can be usefully supplemented, but 
not replaced, by surveys of atti- 
tudes and intentions.” 

The report looks back at the 
record of the survey during the 
past decade and finds that it has 
been successful in spotting the 
general strength of consumer de- 
mands at times of sharp economic 
change. In 1945, it reported that 
the backlog of consumer savings 
would result in strong inflationary 


aS YE Arg 


Advertising Age, October 10, 1955: 


about the immediate outlook. 


® In 1949, it correctly predicted 
that consumer buying would check 
the downturn in business that 
started in 1948. And in 1951, it ac- 
curately reported that consumers 
would not continue to support the 
speculative buying that got under 
way in late 1950, after the out- 
break of the’ Korean campaign. 
On the other hand, the commit- 


buying pressure, although econo- 
mists generally had misgivings 


tee found that the surveys have 
frequently erred in predicting the 


buying intentions—add to the pre- 
dictive value of survey data. How- 
ever, it warned, “The predictive 
value of the statistics on expecta- 
tions, intentions and attitudes may 
be limited, because households do 
not plan very long in advance and 
because their attitudes and expec- 
tations are highly unstable.” 

The report said the survey, a ae 
which costs $150,000 a year, and => ons Se Sean are pres , 
has been made annually since 1945, 
reflects credit on the vision of both 
the Federal Reserve Board, which 
finances the work, and the Survey 
Research Center of the University 
of Michigan, which carries out the 
project. 


& “In addition, information is 


past trends in consumer behavior 


Ec ee : oe; 


® The report carries a number of 
suggestions for improving the use- 
fulness of the survey. Among the 
major recommendations is a pro- 
posal that the annual survey be 
supplemented by three interim re- 
ports during the year to check 
shifts in attitudes and plans. 

The evaluating group noted that 
privately financed interim studies 
have been made in recent years by 
the Survey Research Center, but 
there has not been any effort to 
link the questions with the topics 
covered in the annual survey or to 
re-interview members of the sam- 
ple used for the Federal Reserve 
study. 

The consultants said, “The use- 
fulness of the interim surveys 
would be materially increased if 


a as ate 


their published results were re- Ee Ri me Tie, We os cer , he 


oe 
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Check these Reports from 


) United Home Products, inc., 
East Paterson, N. J., J. J. Buett- 
ner: “Since ovr dealers regu- 
larly keep themselves posted by 
reading BSN, manufacturers get 
to the right destination by adver- 
tising in BSN, and it sure mekes 
our selling job easier.” 


lated to the data on those subjects 
included in the annual survey.” 

Other suggestions proposed that 
field workers re-interview a por- 
tion of the same sample each year 
in order to get more information 
about the accuracy of the preced- 
ing survey, and also that efforts 
be made to make the published re- 
ports more easily comparable from 
year to year. 


) Great takes Distributing Corp., | 
South Bend, Ind., J. F. Donahue, 
Chrm. of the Bd. “| am most 
appreciative of the support man- 
ufacturers Gre giving us by ad- 
vertising in... BSN, | have long 
been a reader and an advocate 


iG you sometimes wonder, ‘“‘Do building material é Gh ie.” 


wholesalers really appreciate your advertising 
efforts?” the opinions expressed on these pages 
answer your question. 

If you wonder what these merchants do about your 
advertising . . . remember, most of them insist that 
their salesmen give advertised products top priority. 
These products are the best known .. . meet the 
least sales resistance. 

Leading wholesalers also keep saying that BUILD- 
ING SUPPLY NEWS is the magazine most respected 
by building material dealers. And they know, be- 
cause in addition to living with their dealer cus- 
tomers, they themselves are avid BSN readers. 

BSN qualifies for these honors because: (1) it 
reaches the greatest jobber and dealer buying power 
in the industry—the top 20,000 dealers plus 2,000 
wholesalers; (2) BSN has, by far, the greatest 
service to readers . . . and therefore the most reader- 
ship; and, (3) BSN gets results for advertisers. 

No wonder BUILDING SUPPLY NEWS is un- 
questionably the advertisers’ first choice when 


selling the lumber and building material dealer. 


® The consultants said the survey 
is unique, because it provides a 
combination of information cover- 
ing (1) expectations, intentions 
and attitudes, (2) financial, eco- 
nomic and demographic character- 
istics and (3) past spending and 
saving behavior. 

“This combination of data re- 
lating to individual households is 
essential to the development of 
the most powerful ways of using 
survey information for prediction,” 
the group said. 

“We emphasize,” the report ex- 


60,000 Vs. 17,000 

Florida Magazine, a 
home = edited, home- 
printed Sunday supple- 
ment in our paper sells 
60,000 a week. 

All other Supplements 
— including American 
Weekly, This Week, Pa- 
rade — sell only 17,000 
a _ week in our Five Cen- 
tral Florida Orange 
Blossom Trail Counties. 

These are ABC March 
31, ‘54 figures. 

You can't reach these 
400,000 people, who 
spend 500 million $ a 
year, without 


BUILDING 


Always your FIRST Dealer 


@ 


5 South Wabash Avenue | 


Orlando Sentinel-Star 


MARTIN ANDERSEN 
Owner, —— & Galley Boy 
tlendo, Floride 
Nat. Rep. Burke, Kuifers & Mahoney 
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Advertising Age, October 10, 1955 


demand for specific items. They 
have failed to report the full scope 
of the housing market and fre- 
quently have understated demand 
for automobiles. 

The group noted that the most 
recent survey failed to anticipate 
the 1955 automobile boom, even 
though the interviews were made 
in January, long after the new 
models had been introduced. 


KNX-CPRN Boosts Three 
Donald M. Ross, national sales 


manager of KNX, Los Angeles, and 
the Columbia Pacific Radio Net- 
work, has been promoted to gen- 
eral sales manager for the station 
and network. He succeeds Bert S. 
West, who has been promoted to 
general manager. Fulton Wilkins, 
KNX-CPRN account executive, 
has become assistant general sales 
manager. Mr. Ross joined KNX in 
1952 as merchandising director of 
“Housewives Protective League.” 
Since then he has been an account 
executive in Los Angeles, and with 


CBS Radio Spot Sales in San 
Francisco. Mr. Wilkins has been 
account executive for KNX-CPRN 
since 1953. 


Planned Sales Opens in L. A. 

Planned Sales Inc. has opened a 
Los Angeles office under the di- 
rection of L. G. Janes, U.S. presi- 
dent of the company. Miss Rhoda 
Head, formerly advertising direc- 
tor of Beauty Counselors, has been 
appointed exec. v.p., with head- 
quarters in New York. 


(Continued from Page 2) 
their newspapers as a means of 
understanding world and local af- 
fairs. 


8 “For years now,” he explained, 
“we have spent more in our pro- 
motion department than we have 


$1 


News Not Enough; Papers Must Make 
Public Want to Read it: Sulzberger 


retained as net income, and a high 
proportion of our promotion effort 
is devoted specifically to the de- 
velopment of responsible readers.” 
The policies of the Times in ex- 
ecuting its public trust were dem- 
onstrated in its recent handling 
of the cases of three members of 
its editorial staff who testified 
at a congressional hearing. The 
paper retained two who had been 
cemmunists, had left the party and 
testified freely as to their activi- 
ties. It discharged a copy reader 
who invoked the Fifth Amendment. 
In explaining the position of the 
newspaper to the American Civil 
Liberties Union, Mr. Sulzberger 
said: 

“Our willingness to trust our as- 
sociates brings with it a corres- 
ponding duty on the part of those 
who are trusted. They owe candor 
to their colleagues and equal can- 
dor to the public. Those whose 
business it is to edit and report the 
news have greater responsibilities 
than those who follow the ordinary 
walks of life. When called upon to 
answer for their convictions, it 
is, I believe, their duty to speak.” 


® “The free flow of news,” Mr. 
Sulzberger also said, “is an essen- 
tial in the way of life to which we 
are dedicated. Never let us forget 
that we are the custodians of the 
written word—the record—and not 
merely a passing sound or image 


oe 
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> wehitets Manvfacturing Co., D cituisetet Plywood Company, on the air.” 


> Stott Building Supply, inc., St. > Mott Bros. Company, Rockford, 


’ 


| 
{ 


Paul, Minn., C. D. Williamson, 
VP & Gen. Mgr.: “Manvfacturers’ 
ads in BSN make the sales job 
easier for Stott representatives 
by telling retailers about ovt- 
standing products. These ads save 
time, save calls, increase sales.” 


> Tulane Hardwood Lumber Co., 


Inc., New Orleans, La., Louis G. 
Riecke: ‘When buying we give 
preference to nationally adver- 
tised products. BSN is read by 
so many of our dealers that we 
appreciate manufacturers’ adver- 
tising support in it.” 


fl SUPPLY NEWS 


Merchandising Publication 


Chicago 3, Illinois 


iL, G. N. Youngquist: “Our 
salesmen have learned that prod- 
ucts advertised regularly in BSN 
are easier to sell. BSN is the 
publication to use because it has 
done so much for the building 
material industry.” 


pany 

nard Miller, Secretary: “Our hots 
off to the manufacturers who 
advertise in BSN. BSN is a con- 
stant reference manual for deal- 
ers — and many of our sales are 
made with its help.” 


> Mohawk Building Materials 


Peoria, tll, James Wahifeld: 
“Good descriptive advertising is 
the ‘master salesman opening the 
door to greater sales’, and adver- 
tising in BSN is the soundest and 
easiest way to reach the building 
market.” 


Corp., Rensselaer, N. Y., C. Law- 
rence Fenner, V.P.: “So con- 
vinced are we of the value of 
BSN advertisments that we fre- 
quently supplement a manufac- 
turer's ed with a special bulletin. 


Jamaica, N. Y., Albert Hersh: 
“No other publication in our 
industry is as informative and 
stimulating as BSN. It is read 
and re-read, many times between 
issues. Advertising in BSN is an 
absolute must.” 


Timberline, inc., Kansas City, 
Mo., H. F. Heying, President: 
“Product knowledge is essential 
to successful merchandising. 
That’s why we feel intelligent, 
descriptive advertising, read by 
dealers in BSN helps dealers, us 


SCBA Changes By-laws 

Members of the Southern Cali- 
fornia Broadcasters Assn. have 
voted a change of by-laws which 
changes the title of Frank Crane 
from managing director to presi- 
dent. Norman Ostby, KHJ-Don 
Lee, who formerly held the title 
of president, is now chairman of 
the board. Lloyd Sigmon, KMPC, 
v.p., becomes vice-chairman. 


Bisson Joins Bill Brothers 
William T. Bisson, formerly 
Cleveland district manager of 
Chemical & Engineering News, has 
joined Bill Brothers Publishing 
Corp. as sales manager of Rubber 
World and Plastics Technology, 
with offices in Akron and Cleve- 
land. 


Cheddar 
Cheese Wheel 


A gourmet’s treasure that’s sure to 
please everyone . . . associates, clients 
and employees. Direct from the heart 
of the Cheddar country in Upstate 
New York. Over 5 Ibs. of ‘rich, tangy 
cheddar . . . red wax coated, patiently 
cured for fullest traditional flavor. 
Attractively packaged, wrapped in re- 
usable, flavor-protecting pliofilm bag. 
Send your omapiste Christmas list 
...» we'll do the rest! 

$5°°* postpaim ANYWHERE IN U. 5. 

Please inquire about quantity discounts. * 


GRAOC DAIRY PRODUCTS CO. 
EAST AURORA 24, NEW YORK 
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HOWARD S. (HOWDY) WILCOX, promo- 
tion and personnel director of the 
Indianapolis Star and News, has 
been promoted to public relations 
director of Central Newspapers 
Inc., publisher of the Star and 
News, the Muncie Star and Press, 
Huntington MHerald-Press, Vin- 
cennes Sun Commercial and Phoe- 
nix Republic and Gazette. 


Premium Success 
May Lead Produce 
Men into Brand Ads 


SaALtnas, CAL., Oct. 4—Two local 
produce packagers are using pre- 
miums successfully to build con- 
sumer recognition of carrot and 
celery brand names. 

Merit Packing Co., with carrots, 
and Tri-Counties Packing Corp., 
with celery, are offering a $3 sil- 
ver salad serving set for $1 plus a 
package top in 80 test markets. The 
premium was specially prepared 
for them by International Silver 
Co., Meriden, Conn. 

In order to test what is described 
as the “raw pulling power” of the 
premium, no advance advertising 
or promotion was used. The pre- 
mium packages, with the premium 
offer printed on the polyethylene 


Singer to Insurance Group 

Robert C. Singer, formerly with 
Swanson & Dalzell, has joined 
the promotion and advertising 
division of the Institute of Life 
Insurance, New York. 


‘Glamour’ Boosts Van Slyke 

Helen Van Slyke, beauty editor 
of Glamour for the past ten years, 
has been named promotion man- 
ager of the magazine. 


Food Chains Can Make Profits on Coupons, | 


Johansen Says in Debate with Retailer 


New Yorxk, Oct. 4—Couponing | 
as an advertising promotion me-| 
dium was praised and condemned | 
in an open debate today before the 
New York Sales Executives Club. 
George P. Johansen, president of 
Advertising Distributors of Amer- 
ica, took the affirmative and Patsy 


D’ Agostino, president of D’Agostino 


Bros. food markets, the negative. 

Mr. Johansen declared that his 
company “will handle the complete 
redemption of coupons from retail- 
ers at $15 per 1,000, or 1%¢ each 
with a minimum guarantee. 

“Our handling,” he said, “covers 
supplying envelopes and checks, 
receiving coupons by mail, count- 
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ing and re-checking, drawing 
checks to the retailers’ order, en- 
closing same in envelopes and pay- 
ing bank charges for checks, at 
14%¢ each. 


= “If we can make money at 114¢,” 
Mr. Johansen said, “surely any 
chain group can do what we can 
do. Most of them have organiza- 
tions geared for accounting on a 
finely drawn basis. 

“T’ll take over all the coupons 
from any chain group, process 
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HELP NEEDED fast as floods sweep through industrial plants in six northeastern states. 


and cellophane bags, were shipped Production halts, machines are buried under mud and debris, electric power is off. 


to regular produce market custom- 
ers instead of the standard packs. 

Within a few days, letters and 
telegrams were received by the 
packers ordering the produce by 
brand and specifying the premium 
packages. 

As a result of the success of the 
test, the companies are planning 
to ship the premium packs to other 
markets, chiefly in the Midwest 
and East. Special point of sale ma- 
terial is being prepared and coop- 
erative consumer advertising on a 
small scale is being considered. 
Promotion is being handled for the 
two companies by David L. Sti- 
dolph Associates, local promotion 
organization. 


® The two companies, as a result 
of this test, are convinced that 
produce can be merchandised by 
brand as are packaged foods, and 
that a new era in merchandising 
practices for produce will now be 
opened up. 

Each company shouldered a 
share of the cost of the initial test 
based on the number of packages 


shipped. 


Drink-Up Co. Markets Holder 

Drink-Up Co., New York, is 
marketing Drink-Up, a new plant 
holder which feeds the plant by 
means of a wick running up from 
a water reservoir at the bottom. 
This system reportedly eliminates 
excessive surface water from 
smothering or souring plant roots. 
The company offers cooperative 
advertising to chains and depart- 
ment stores carrying the planter, 
which retails for $2. William 
Weiner, president of Drink-Up Co., 
says the item is especially suited 
for premium promotion. 


KSJO to Broadcast Time 

KSJO, San Jose, Cal., has ap- 
pointed Broadcast Time Sales its 
national representative. 


Help.. 


When the flood waters of rampaging rivers left 
their trail of debris and destruction in New Eng- 
land, it seemed that industry had suffered a knock- 
out blow. Plants would have to be cleaned up fast 
. .. or men would be idle—machinery would rust— 
and the whole country would suffer production 
tie-ups. 

The editors of FACTORY knew that most of 
the plant operating men in the area lacked experi- 
ence in flood clean-up. How could these men be 
helped . . . in a hurry? 

Following a fast Monday morning conference, 
editors Carroll Boyce and Walt Wagner flew to 
Kansas City to collect data from veterans of the 
1951 flood. By working through the night and all 
day Tuesday they were able to phone their reports 
in that evening for rewrite by editors Murphy and 
Stanbury . . . and complete their writeups on the 
flight back to New York. Wednesday morning—41 


without a 


sleepless hours later—their copy went to the printer. 

Meanwhile, editor Les Bittel, veteran of a flood 
mop-up deal, tapped his brains to bang out a 28- 
item “‘do’s and don’ts’’ piece . . . Carl Wyder cut 
short his vacation to contribute his plant know- 
how ... “Stan” Stanbury and Lew Urquhart dug 
up and abstracted material pertinent to flood con- 
ditions . . .and Bob Rice compiled a detailed flood- 
damage check list. 

The Circulation Department stenciled envelopes 
for FACTORY subscribers in the affected areas 
. . . Office Service prepared letters for manufac- 
turers’ associations, civil defense and government 
officials, newspapers and radio stations. Editors 
and office personnel willingly worked till midnight 
collating and preparing the report for the mail. 

Four working days later—on Thursday after- 
noon—the 32-page Emergency Flood Bulletin was 
in the mail. Alerted Post Office workers got the 
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them, collect from the manufac- 
turer and remit to the chain at $15 
per M, give them a %4¢ clear profit 
at 2¢ each, and I’ll guarantee to 
make money on the deal.” 

Mr. D’Agostino, in rebuttal, in- 
sisted that the average retailer 
cannot make money on coupons to- 
day because most of the products 
that use couponing—such as cere- 
als, soap, cake mixes and cleansers 
—allow retailers too little profit to 
begin with. 


induces Mrs. Consumer to switch! 


from one brand to another. She 
doesn’t buy more merchandise, 
merely changes the brand she is 
using for the one that is running a 
couponing campaign. 


a “Couponing forces the retailer 
to stock and display low-margin 
merchandise that takes up shelf 
room which could be used more 
profitably,” he declared. “Fixed 
costs are higher today then ever in 


make money on couponing at to- 
day’s values.” 

Mr. D’Agostino, a former presi- 
dent of the National Retail Grocers 
Assn., said that he is seriously con- 
sidering adopting the practice of 
other chains of accepting coupons 
at cash value for any merchandise 
in the store. Doing this, he said, 
will help kill off some of the over- 
abuse of forced couponing current 
today. 


chain groups that continually op- 
pose couponing, pointed out that| 
some chains in their own circulars | 
offer coupons on their private label 
items. 

“I wonder,” he said, “if perhaps 
they don’t want trade name brands 
to assume a position of lessened 
importance to a point where they 
can trade up their own private 
labels.” 


According to Mr. Johansen, cou- 
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crease dealer inventories, and get 
displays. Housewives love them. 
They are, dollar to dollar, relative- 
ly low-cost promotions, and they 
sell merchandise.” 


® Mr. D’Agostino declared that 
manufacturers would sell more 
goods if, instead of investing in 
couponing, they did more and bet- 
ter consumer advertising to pre- 
sell their products. 


pons “open new and tough ac- 
counts. They offer a chance to in- 


“Couponing,” he said, “merely|retailing, and no merchant can|® Mr. Johansen, commenting on 


Squibb Ads Run in ‘Life,’ ‘Look’ | 

“Get acquainted with Squibb | 
quality” is the theme behind page- 
and-a-half ads which E. R. Squibb 
& Sons Division, Olin Mathieson 
Chemical Corp., is running in Life 
and Look this month. Included in 
the ad is a free offer for Lanolor 
skin cream or Counterpain anal- 
gesic ointment with the purchase 
of 200 aspirin. Squibb’s regular ad- 
vertising schedule in magazines 
and newspapers is running concur- 
rently. Cunningham & Walsh, New 
York, is the agency. 


9,000 MORE 
Buying, Ordering 
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HELP GIVEN by men who know. FACTORY editors fly 
\ into Kansas City, quiz plant men there about recovery 
| after big floods four years ago. 


i price tag 


i 


HELP READY in FACTORY’s New York offices. Everybody cw 


in to assemble know-how from all sources, print it, s it to 
FACTORY subscribers and disaster agencies in the stricken areas. 


mail through and, on Friday morning, telegrams 
and phone calls came in asking for more copies . . . 
resulting in a second and third printing. 

There was no price tag on the bulletin. It offered 
the kind of information that a group of hard- 
pressed plant operating men needed quickly, and 
in more detail than could be reported in editorial 
pages. And those who did the job feel amply repaid 
in the many expressions of gratitude they have 
received from the recipients. 

. In experience. . . in knowledge of their jobs... in 
ability to serve their readers, FACTORY’s editors 
are typical of those serving other McGraw-Hill 
publications. They’re specialists. They know their 
fields. They live with the problems of the men— 
within these fields—who look to them for help with 
their jobs. That is why every McGraw-Hill publi- 
cation provides and maintains an alert, interested 
audience for the advertisers’ sales messages. 


ty Managers 


4 


HELP DELIVERED. This 32-page flood emergency bulletin reached plant 
executives in the flooded areas August 26. It told them what to do to 
get their plants to work again. 
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PRODUCT LAUNCHERS—George Bailey, account executive at Dowd, 

Redfield & Johnstone, and Robert D. Buckalew, v.p. of marketing 

for Roger & Gallet, are shown discussing one of the ads for Derma- 

Liv, new bath oil which the toiletries house is testing in Boston. 

The product is made with Sydenol, an ingredient which reportedly 

rejuvenates skin tissues. Newspaper advertising is running in the 
Boston area. 


EXPOSITION—S. O. Shapiro of Cowles Magazines addresses the fall 
meeting of the Magazine Publishers Assn. Listening is MPA chair- 
man Walter D. Fuller of Curtis Publishing Co. 


Gaylord Donosky Bentley 


CAMARADERIE—Relaxing for a few minutes at the meeting of the South- 
ern Newspaper Publishers Assn. in Hot Springs, Ark., are E. K. Gay- 
lord, Oklahoma City Oklahoman & Times; Meyer H. Donosky, Mirror, 
Hillsboro, Tex.; R. T. Bentley Jr., Southwest American & Times 


PHOTO 
REVIEW 


ee ry... 
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Skelton Humphrey Claggett Rutledge Latzer Marshutz 


QUICK SERVICE—Red Skelton shows his sponsor and advertising 

agency a short-cut method for serving spaghetti. Elmer Marshutz, 

president of Gardner Advertising Co., St. Louis, smilingly awaits the 

service as the onlookers wait with anticipation. Onlookers are 

Champ Humphrey, account executive, Gardner; Charles E. Claggett, 

Gardner general manager; Ed Rutledge, assistant advertising direc- 
tor, Pet Milk Co.; R. L. Latzer, president, Pet Milk. 
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TOOTHSOME CHICKEN—Model Ginny 
Lyn shows the new Duncan Hines 
frozen chicken pie with country- 
style gravy. Produced at the Tony 
Downs plant in St. James, Minn., 


pie is being distributed to retailers 
now. TRUCKERS’ DELIGHT—This Fargo Forum delivery truck, Fargo, N.D., 


bears a blow-up of one of Formfit Co.’s national ads currently ap- 

pearing in 336 newspapers throughout the U.S. and Canada. It is 

believed this is the first time a newspaper truck has carried foun- 
dationwear advertising. 


CHAMPAGNE PACKAGE—Urbana Wine 
“== Co., Hammandsport, N.Y., hopes to 
Devidew Palmer Brodley sell more Gold Seal champagne 


Record, Fort Smith, Ark.; Leonard S. Davidow, Family Weekly; c. E. “™ *™ ge peters er 
Palmer, Hot Springs Sentinel-Record & New Era, and Harry B. Brad- { 

ley, Birmingham News & Post-Herald, and new chairman of the 

board of SNPA. 


Biggers Foy Brown Tarman Garber Turner Little Kuipers Saverberg Manship Johnson Gough 


CONVIVIAL—Snapped at the meeting of the Southern Newspaper Publishers Assn. in ell S. Turner, News-Capital, McAlester, Okla.; W. D. Little, News, Ada, Okla.; Clar- 
Hot Springs, Ark., are George C. Biggers, Atlanta Journal & Constitution; John L. Foy, ence Kuipers, Burke, Kuipers & Mahoney; William Sauerberg, Ward-Griffith Co.; 
Miami News; Enoch Brown, Memphis Commercial Appeal & Press-Scimitar; Fred Tar- Charles P. Manship Jr., Baton Rouge State-Times & Advocate; Shields Johnson, Roa- 
man, Transcript, Norman, Okla.; Milton D. Garber, News & Eagle, Enid, Okla.; Low- noke Times & World-News, and Robert E. Gough, New Orleans Times-Picayune. 
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IN DETROIT, THE NEWS OUT-PULLS 
BOTH OTHER PAPERS! 


Trew z 


TOTAL ADVERTISI NG 


— NEWS 50% 


Free Press 25% + ‘Times 25% 


Detroit advertisers in every tine of busi- 


‘ 


DEPARTMENT STORES ness, from department stores to real 


estate or the occasional user of a want 


N EWS : 5 4 % | ad, prefer The Detroit News. More 


than half of ALL Detroit newspaper 

Free Press 21% ‘Times 25% advertising is placed in The News 

oe | .. . and want ads in The News out- 

CLASSIFIED ; number the other two newspapers by 
ADVERTISING | 4 to 1. 


ae So 


because its total circulation is largest 


Free Press 22% Times 18% of ALL Michigan newspapers, but 

ee | ee advertisers place even more impor- 

FOOD ADVERTISING tance on its saturation. circulation in 

the Detroit 6-county retail trading 

N EWS 4 # % area. The News’ weekday circulation 

W radi Wrest 20% fans 355% in this area exceeds The Free Press 
4 | by 103,986; The Times by 63,601. On 
" t Percent of advertising linage in each Sundays, The News’ circulation is 
’ ¥ I) _ Detroit newspaper for first 8 months 177,543 more than The Free Press 


‘ i of 1955—from Media Records. an d 11 5,768 more than The Times. 


The Detroit News 


THE HOME NEWSPAPER 


Largest Weekday and Sunday Circulation of All Michigan Newspapers 
TOTAL CIRCULATION: 456,189 Weekdays = 563,038 Sundays 


Eastern Office: 110 E. 42nd St., New York 17 @ Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N, Michigan Ave., Tribune Tower, Chicago, Ill, @ Pacific Coast; 785 Market Street, San Francisco, Calif, 
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‘American’ Names Flanagan 
John Flanagan, with American 

Magazine for 15 years, has been 

named Chicago sales manager. 


P. W. Reling, formerly with Conde 
Nast Publications, has also joined 
the Chicago ad sales staff of Amer- 
ican. 


elaboracion 


Edited in Spanish by native Latin 
Americans, it is closely read by 
more than 5,500 leaders of man- 
ufacturing and processing indus- 
tries, including producers of foods, 
drugs and cosmetics. Besides its 
regular pages filled with informa- 
tion essential to these important 
buyers of equipment and ma- 
chines, ELABORACIONES y 
ENVASES offers its readers val- 


translation and referral to Amer- 
tant market? 


a maher 
publication 


Publishing since 1934 


uable data service, including free Write today for complete market facts! 


ican manufacturers. Should your THE CANTERBURY PRESS 


product be offered in this impor- 999) Calumet 


Down Beat — Up Beat — Country and Western jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articules Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electrices Catalog File — Bebidas Annual 


AMERICAN INDUSTRY 


Chicago 16 


Directery 


versity of Notre Dame doesn’t 
yet have the okay of the National 
Collegiate Athletic Assn. to tele- 
vise its games commercially, but 
it has found a way of getting 
around the NCAA ruling very 
nicely, with perhaps a $100,000 
take. 

The university will televise 
three games, starting this week- 
end with the Miami game at Mi- 
ami, over the newly-established 
Sheraton Hotel Corp. closed circuit 
(AA, Aug. 8)—with a couple of 
other hotels thrown in. 

The Miami game will run up a 
$9,000 line charge bill for the uni- 
versity, but ticket sales—at $4 a 
head, university take all—-are go- 
ing very well, according to Charles 
C. Smith, director of the Notre 
Dame closed circuit tv “network.” 

The hotels won’t get any of the 
admission fee, but will make their 


Notre Dame May Net $100,000 on 3 Games | 
Telecast Via 11-City Sheraton Circuit 


Sourn BENp, Oct. 4—The Uni- profit from food and beverages 


Advertising Age, October 10, 1955 


served. 


® The entire 1,200-seat grand ball- |; 


room of the Sheraton Hotel in Chi- | 
cago was sold out yesterday. There 
are sellouts also in Sheraton) 
hotels in Washington, Detroit and 


New York. Sheraton hotels in| 7 


Baltimore, Cincinnati, Indianapolis | 
and St. Louis are also included,| 
and so are the non-Sheraton Hotel 
Cleveland, in Cleveland, and the 
Broadwood in Philadelphia. 

In Boston, the Bradford will 
carry the first game, with the 
Sheraton-Plaza showing the other 
two. In Cincinnati only the Miami 
game will be shown, while in In- 
dianapolis only the Miami and 
Iowa games will be carried. 

None of the closed-circuit tele- 
casts conflicts with the two NCAA- 
approved home telecasts of Notre 
Dame games over NBC. These are 


When you count 
every rated 
quarter hour — 


When you count 
all the 
audience — 


here’s how 
Boston radio 
stations line 


up in all 
500 rated 
quarter hours:* 


WHDH 


first 


368 times 


Station B (network) 
first 128 


Station C (network) 
first 8 

Station D (network) 
first 4 

Station E (Independent) 
first 2 


Station F (Independent) 
first 1 


Station G (network) 
first O 


(Eleven duplications 
make total 511) 


P.S. WHDH 

First or Second in 
486 out of 500 
rated quarter 
hours.* 


*Pulse of Boston Total Audience — 
Monday through Sunday — 

6:00 AM to 12:00 Midnight — 
July-August 1955 — 500 rated 
quarter hours 


WHDH First 73.6% 
of the week — 

First or second 97.2% 
of the week 


Complete breakdowns by quarter 
hours available — Ask your 
John Blair man. 


ee ee ee 


WHDH 


850 on the dial 
50,000 watts 
BOSTON 


Represented Nationally 
By John Blair & Company 


a) 


WALTER NACHTIGALL has been named 
to the new post of advertising and 
sales manager of Fanon Electric 
Co., Jamaica, N. Y., maker of Fan- 
fare intercom systems, phono- 
graphs and hi-fi equipment. He 
formerly was assistant production 
manager of Peck Advertising 
Agency. 


the Pennsylvania game (regional) 
and the Michigan State game (na- 
tional). 

The estimated total number of 
seats in all cities for the three 
games is 30,000. 


® For the Navy (Oct. 29) and 
Iowa (Nov. 19) games, both to be 
played at South Bend, almost 25% 
of the tickets have been sold al- 
ready, and the hotels are antici- 
pating a sellout, Mr. Smith told 
AA. 

The hotels are running small 
space newspaper ads in some 
cities. 

In South Bend, WNDU-TV, the 
university-owned | station, will 
pick up the games for broadcast 
locally. Avco Mfg. Co., Cincin- 
nati (Earle Ludgin & Co.), and 
American Trust Co., South Bend, 
will sponsor the WNDU-TV broad- 
cast (AA, Oct. 3). 

In Chicago, William Reed, as- 
sistant to the commissioner of the 
Big Ten, told AA: “We're all very 
much interested in any experiment 
with tv. 

“The Big Ten tried a very ex- 
tensive closed circuit broadcast 
several years ago but wasn’t very 
successful. But with Notre Dame 
promoting it this year, and with 
improvement in the closed cir- 
cuit, it may stand a much bet- 
ter chance.” 


SEATTLE ABC OUTLET 
LENDS LENS TO NBC 

SEATTLE, Oct. 4—KING-TV, 
American Broadcasting Co. affili- 
ate in Seattle, shared its 60” king- 
size lens with NBC-TV viewers of 
the weekly NCAA football game 
last Saturday. 

KING-TV loaned the lens to 
NBC-TV to cover Stanford’s upset 
victory over Ohio State on a coast- 
to-coast live telecast. 

The gigantic 60” lens, which is 
owned by King Broadcasting Co., 
was developed by KING-TV engi- 
neers Al Smith and Earl Thoms 
for coverage of the 1955 Gold Cup 
boat races on Lake Washington. 

It was Al Smith, operating the 
lens, who caught the breath-taking 
“flip” of the Slo-Mo-Shun V, 
while the craft was traveling 160 
miles per hour. 

Although this was the first time 
the lens was used by another net- 
work, it has been on loan for sev- 
eral weeks from KING-TV to 
ABC-TV for televising profession- 
al football games of the Los An- 
geles Rams and San Francisco 
49ers over the ABC western re- 
gional network. 


Foster & Kleiser Boosts Dana 
Charles H. Dana has been named 
Oakland branch manager of Foster 
& Kleiser Co., San Francisco, suc- 
ceeding D. E. Salisbury, who has 
been transferred to the outdoor ad- 
vertising company’s Seattle branch 
as assistant to the president. Mr. 


Dana has been with F&K 16 years. 
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Shorter Units Help (Rm 
‘Breakfast Club’ 
Get New Sponsors 


| _Curcaco, Oct. 4—With the adop- i 
‘tion of a new “spot” formula, the | 7 
| American Broadcasting Co. has|/ 
isucceeded in signing up four na- | | 
tional advertisers as sponsors of 

'“Breakfast Club,” the network ra- 


dio show which became all UN-|wepgert mM. JOHNSON has been 
sold in the summer. named creative director of tele- 


The 23-year-old morning Pro~-| yision of MacFarland, Aveyard & 
gram, emceed by Don McNeill, en- Co., Chicago. He formerly was 
tered a sponsor crisis last July, ith S I i1 d 
when Quaker Oats Co. and Swift |“* arra Inc., film producer. 


Serving some 
of The Nation’s finest 
advertising agencies 


ELECTRO-MATIC 


attention to detail photo-engravers 


10 w. kinzie st., chicago « delaware 7-1277 & Co. both walked out, claiming : | 
the show lacked sell (AA, July|a more flexible selling plan. Ad- 4 | 
r write for your grey scale and color tint 11). It had been a sold-out prop-j|vertisers can now buy the show 
—* P brid jing : erty for years. Swift had been alin five or ten-minute segments q 
guide... it’s yours for the asking... FREE! sponsor for 15 years. as well as quarter hours. Pre- 


ABC has now maneuvered|viously time was only available 
around the impasse by setting up|on the basis of 15 minutes or 
more. 


= The four new sponsors are: 

General Foods Corp., for Instant 
Postum, Mondays through Fri- 
days, 9:45 to 9:50 a.m. (EDT). 
Drackett Co., for Drano and 4 
Windex, Wednesdays, Thursdays 

and Fridays, 9:50 to 9:55 a.m. 
Glamorene Co., for its carpet 
cleaners, Tuesdays and Thursdays, 

9:55 to 10 a.m. 

Union Pharmacal Co., Mondays 
through Fridays, 9:30 to 9:45. 

Young & Rubicam, New York, 
bought the time spots for General 
Foods and Drackett. Product Serv- “4 
ices Inc., New York, placed Glam- , 
orene’s business, and Grey Ad- 
vertising Agency is handling for 
Union Pharmacal. <. 
Beltone Hearing Aid Co. is con- 
tinuing its 9:15-9:30 segment on 
Tuesdays, through Olian & Bron- 
ner, Chicago. 

The format of the show remains “ 
unchanged. Time charges are $1,- ‘ 
300 daily for each five-minute 4 
segment, or $3,900 for 15 minutes. 
ABC said the sponsorships are for 
a minimum of 13 weeks. 


Victor Chemical 
Runs Unusual Insert 


in ‘Business Week’ 


Cuicaco, Oct. 4—An_ unusual 
four-page ad insert of Victor 
Chemical Works will appear in the 
Oct. 22 issue of Business Week. 

The insert has a die-cut front 
cover with a see-through effect to 
the inside. It is the first of a se- 


_ seein, lll, 


DACRON is a trademark, too 


REG. U.S. PAT. OFF 


As this hat distinguished Napoleon, the trademark For a handy folder on proper use of the trademark | 

“Dacron” distinguishes the character and quality of our = “Dacron”, write Textile Fibers Department, Section T-l, Pena es So 

polyester fiber from that of others. As we build and pro- E. 1. du Pont de Nemours & Co. (Inc.), Wilmington 98, | coven erga 

tect it, this trademark becomes more meaningful to the Delaware. | See : 

consuming public and the trade, and so increasingly valu- | ha 

= TEXTILE FIBERS DEPARTMENT VICTOR CHEMICAL WORKS 
Because we know you share our belief in the value of | 

trademarks, here is how to use ours correctly in your ad- ries of Victor ads to be run in 


Business Week. It also is the first 
time that the magazine has car- 
Distinguish it—Capitalize and use quotes or italics. ried such an advertisement. « 


Describe it—Use the phrase “Dacron” polyester fiber at Victor officials said they “hope 


vertising and promotional material. 


; REG. U.S. PAT. OFF to accomplish greater impact and 
least once in any text. recognition of our company and 
Designate it—as “Du Pont’s trademark for its polyester BETTER THINGS FOR BETTER LIVING products which we manufacture, to ; 
fiber” —in a footnote or otherwise. 2. THROUGH CHEMISTRY illustrate versatility of application 


of those products, and to offer a 
new type of literature in place of 
a catalog.” 

Heintz & Co., Los Angeles, is the 
agency. 
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Radio Broadcasters‘ Prophecies Come Home 
to Roost—Minus a Few TV Tail Feathers 


WASHINGTON, Oct. 4—How clair- 
voyant can an industry be about 
its immediate future when a major 
competitor looms? 

There’s a chance to answer this 
for radio broadcasting because five 
years ago the U.S. Chamber of 
Commerce asked the radio men in 
some detail where they thought 
they would stand five years hence. 

Last month the chamber dusted 
off the replies and asked the Radio 
Advertising Bureau to check them 
against actualities. The result 
would seem to be just about a 
passing grade. 


® According to the Chamber of 
Commerce, writing in its latest 
“Advertising Newsletter,” the sta- 
tion operators showed “a good 
grasp of the underlying factors that 
would determine radio’s future 
role.” And this turned out to be 
fairly true. 


prophets gave their medium three- 
quarters of the metropolitan-area 
audience, and said simply that it 
“would dominate” across the coun- 
try—presumably by a still larger 
ratio. 


57% of the afternoon audience, 
compared with 43% for video. 
This was national; in the cities the 
division could be expected to be 
still closer. 


Montgomery Ward Will Open 
Three Offices in Alaska 


Montgomery Ward & Co. will 
open three catalog order offices in 
Alaska by the end of the year. The 
offices, which will carry displays 
of Ward merchandise, will be lo- 
cated in Anchorage, Fairbanks and 
Juneau. 

Ward’s had catalog order offices 
in those three cities and in Ketchi- 


Last winter, however, radio had) 


‘merchandise shortages created by | 


the war. The announcement of the 
new Alaskan offices follows an an- 
nouncement of 100 additional cata- 
log offices to be opened by the end 
of 1956 (AA, Sept. 19). 


Toastmaster Wins Injunction 
Against California Retailer 


court of California for the county 
of Los Angeles has issued an in- 
junction against Harry Blackman, 


Los Angeles, against price cutting 
of Toastmaster toasters. The action 


McGraw Electric Co., Elgin, IIL., 
that Mr. Blackman failed to live up 
to his fair trade agreement with 
the company. The injunction pre- 
vents Mr. Blackman from adver- 
tising or selling Toastmaster toast- 
ers below established fair trade 
prices. 


Beryllium Names Two 


Judge S. Richards of the superior | 


operator of White Front Stores Inc., | 


resulted from a charge by the 
Toastmaster Products division of, 


Beryllium Corp. has appointed | 


safety tool division and Robert D. 
Fleischer sales manager of the di- 
vision, both new positions. Mr. 
Pollard formerly was supervisor 
of industrial advertising programs 
at R. M. Hollingshead Corp., as- 


|sistant ad manager of Baldwin- 
|Lima-Hamilton Corp. and assist- 
|ant ad manager of Quaker Rubber 
Corp. Mr. Fleischer previously was 
with Plomb Tool Co. and Mall Tool 
Co. 
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Trade Area... 46 rich 


$1,117,429,000 
© Gross Farm income . .$972,755,000 
© Population 781,800 
* Sioux City, A.B.C, City Zone 100,121 


‘ 

Sioux City give you 100%, coverage i 
City and Wi County . . . 87%, daily and 75 
Sunday in the 4 nearest counties . . . 63°/, daily and 
Sunday 4 te eee a. - eee 
age in ' 9 


CONTACT OUR NATIONAL REPRESENTATIVES HOW! 


The Sioux City Sournal — 
~ JOURNAL-TRIBUNE | 
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NATIONAL REP. JANN & KELLEY, INC. 
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‘unified 


kan, Alaska, until October, 1941, 
when they were closed because of 


Walter S. Pollard advertising and) 
sales promotion manager of its 


But when it came to facts and 
figures the broadcasters were far 
off the mark on a number of ques- 
tions—due mainly to their failure 

j to estimate the lush growth of tele- 

vision. 
Wy On the “trends” side—what they 
were likely to be doing about 
tv in five years—the radio broad- 
casters missed on only one of four 
questions. They called the tune on 
the shift to music and news by 
f radio stations between 1950 and 
1955, and stated very cogently the 
conditions under which a lot of 
advertisers would shift (or not 
shift) to video: “Goods requiring 
‘| demonstration and use-education 
will turn to tv if costs are not 
ANE prohibitive,” their consensus went. 


} ® They also knew that radio) 
\ should concentrate on covering 
special events, community events 
and in general exploiting its “mo- 
bility”—tthe very cry that you hear 
today. 

They only erred in that a large 
number thought radio and tv 
would go their own ways, special- 
izing in selling different kinds of 
products. RAB pointed out that this 
has not happened—most advertis- 
3 ers have found that “it takes two.” 


ms ‘y ae 


fe Vo ee city 


Salt Lake 
Intermountain 
Market 


ee 


® But it was in the tricky realm of 
ay, specifics that the am radio opera- 
tors went astray. Here is the way 
they came out: 

1. On the question of growth in 
radio sets-in-homes they did pretty 
well, as far as can be discovered. 
At any rate, they predicted that a 
lot of new sets would be sold, and 
such was the case. On the other 
hand, they foresaw an increase in 
vty set saturation, percentage-wise, 
and this did not occur as satura- 
tion held steady. 

2. The. broadcasters thought 
wrongly that fm radio would flour- 
ish, predicting that 25% of radio’s 
growth would be in fm. Actually, 
only a very small part of the net 
increase in radio sets was in fm 
sets. 

3. They predicted that by 1955 
radio would still have 47% of the 
nighttime audience in metropolitan 
ie areas, against 53% for tv. Nation- 

is @6©« ally, they foresaw a big edge for 
a radio—63% to 37%. RAB cited no 
my figures for the metropolitan areas, 
’ but for the country as a whole it 
quoted the MBS-Ward survey of| 
last winter. These showed the ra- 
dio-tv audience division to be al- 
most exactly the reverse of what 
the radio men expected—62.7% for | 
tv, 37.3% for radio. 

4. In the morning hours, the ra-| 
dio broadcasters thought television | 
no threat at all, giving it only 6% 
of the 1955 audience, with 94% for 
radio. As it turned out, radio was | 
still well ahead in the morning 
hours all right (according to the 
MBS-Ward study). But the share 
of audience was down to 68.4% for 
radio, as against 31.6% for tv. 

5. In the afternoon, the radio 


In the West, all roads lead to Salt Lake City, heart of a multi-billion dollar* Mountain Empire 
locked in by the Rockies and Sierras. This entire market of 1% million prosperous prospects 
is unified by transportation, economics, culture, and the two great Salt Lake Metropolitan 
newspapers that reach, cover, and sell to the outermost corners. Order the combined power of 


these two great papers to open this treasure chest for you. Add impact to your advertising 
with color. 


re a, 


*$1,861,568,000 to be exact! 


Che Salt Lake Tribune a 


_(MORNING & SUNDAY) 


— DESERET NEWS 10. 
Salt Lake Telegram (eveninc) 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Show-House Backs 
Lumber Dealer Ad 
Drive with Spreads 


New York, Oct. 4—Show-House, 
an advertising service organization, 
will break a special lumber dealer 
promotion in the Oct. 8 issue of 
The Saturday Evening Post and the 
November issue of Living for 
Young Homemakers. 

The usual Show-House four-col- 
or spread in these publications will 
urge readers to visit their local 
lumber dealer for building ad- 
vice and the specified products 
manufactured by the 11 non-com- 
petitive participating companies in 
the ad. 

The model home to be featured 
is a Lu-Re-Co (Lumber Research 
Council) house. Plans for the house 
will be offered at 25¢ in the coupon 
in the ad, which also offers litera- 
ture of the participating companies. 


® Charles H. Albin, managing di- 
rector of Show-House, told AA that 
this will be one of the most heavi- 
ly merchandised promotions ever 
undertaken in the industry. Spe- 
cial articles are appeeving in lum- 
ber dealer publications, and the 
National Retail Lumber Dealers 
Assn. is mailing four-color reprints 
of the Show-House spread to 30,- 
000 lumber dealers. 

Each participating manufacturer 
is also doing special promotion and 
advertising, including the mailing 
of special merchandising folders 
and blow-ups of the spread. 


® At the NRLDA Building Prod- 
ucts Exposition Oct. 11-14 at 
Cleveland a special Show-House 
promotion will tie in with the par- 
ticipating advertisers, and lumber 
dealers at the show may partici- 
pate in a drawing for a Ford Thun- 
derbird provided they visit each 
booth that features a Show-House 
product. 

Participating manufacturers and 
their agencies include: Formica 
Co. (Perry Brown Inc.), American 
Cabinet Hardware Corp. (Howard 
H. Monk & Associates), Masonite 
Corp. (Buchen Co.), Marsh Wall 
Products Inc. (Howard Swink Ad- 
vertising Agency), Wood Conver- 
sion Co. (Buchen Co.), Alsynite 
Co. of America (Phillips-Ramsey 
Co.), Moe Light division of Thom- 
as Industries (Wm. Hart Adler 
Inc.), Carr, Adams & Collier Co. 
(Weiss & Geller, Chicago), Philip 
Carey Mfg. Co. (Farson, Huff & 
Northlich), Janitrol Division of 
Surface Combustion Corp. (Bee- 
son-Reichert), and Weather-Proof 
Co. (Marcus Advertising Agency). 


Ads Tell of Public Sale 
of Kaiser Aluminum Stock 


Something new in financial ad- 
vertising has been launched by 
Doremus & Co., San Francisco, in 
13 newspapers in key financial 
centers throughout the country. 
The ads, announcing the forth- 
coming public sale of 700,000 
shares of Kaiser Aluminum & 
Chemical Corp., Oakland, were 
placed for First Boston Corp. and 
Dean Witter & Co. 

Ronald Brindley, Doremus v.p., 
explained that a new ruling by the 
Securities & Exchange Commis- 
sion liberalized restrictions to per- 
mit limited advertising of new se- 
curities once they have been 
registered. 


P&G Launches Giant Tide 

Procter & Gamble Co., Cincin- 
nati, is introducng a new home 
laundry size package of Tide in 
New England and parts of New 
York. The package weighs 16 lbs. 
and one ounce and is being offered 
with a 50¢ cash refund certificate. 
Promotion is in newspapers and 
through television cut-ins on na- 
tional programs. Benton & Bowles, 
New York, is the agency. 


First U.S. Survey on 
Frozen Foods Under Way 

The U. S. Department of Agri- 
culture is preparing the first de- 
tailed survey of the volume and 
trends of production of prepared 
frozen foods. The survey will be 
based on mail questionnaires and 
personal interviews and has the 
backing of the National Frozen 
Food Distributors Assn. Collection 
of data is expected to be completed 
by the end of the year. 


‘New Products Digest’ 
Revised, Expanded 


AustTIn, TEx., Oct. 4—New Prod- 
ucts Digest, formerly edited as a 
publication for inventors, has been 
revised and expanded as a month- 
ly to present information to manu- 
facturers about the development, 
financing, manufacture and mar- 
keting of new products. 

Illustrated patents are presented 
in the book, along with reports of 


staff research and digested materi- 
als covering the new products field. 
Names of inventors are listed with 
the illustrations and descriptions. 

The magazine, which sells for $10 
a year or $1 per copy, states that it 
sends 52.2% of its present circula- 
tion to company presidents, new 
products managers, chief manage- 
ment officers as well as patent at- 
torneys, design engineers and oth- 
ers with a professional interest in 
new product development. 


Advertising space, not sold at 


Advertising Age, October 10, 1955 


present, will be available late next 
year, says NPD. Editorial offices 
are at 205 W. 7th St., Austin, Tex. 
Publisher is Henry C. Miller. 


ABC-TV Sells Out ‘Ozzie’ 

ABC-TV now has a full house 
of fall sponsors for “Ozzie & 
Harriet.” Latest addition is Gen- 
eral Electric’s clock and timer de- 
partment, Ashland, Mass., for once 
a month. N. W. Ayer & Son is’the 
agency. 
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Advertising Age, October 10, 1955 


B of A Issues Retail Guide 


The Bureau of Advertising, 
American Newspaper Publishers 
Assn., has issued its fifth annual 
“Time Table of Retail Opportun- 
ities,” showing seasonal sales fluc- 
tuations by store types and by 
merchandise categories. A special 
feature of this year’s edition is a 
market target dial, a movable 
wheel that can be turned to show 
monthly per-family expenditures 
in 10 different types of stores. 


Baehler Named Publisher 

National Market Reports Inc., 
Chicago, which recently acquired 
Automotive Service Digest, has ap- 
pointed Oscar H. Baehler, a v.p. of 
the company, publisher of Auto- 
motive Service Digest. 


Longines-Wittnauer Buys News 

Longines-Wittnauer Watch Co., 
New York, has bought a five-a- 
week five-minute evening news- 
cast over CBS Radio. Victor A. 
Bennett Co. handles this account. 


Kern, New FTC 
Commissioner, Is 
Up from the Ranks 


WASHINGTON, Oct. 4—William C. 
Kern was sworn in last week as 
the successor of Federal Trade 
Commissioner James C. Mead. 

A Democrat from Indiana, Com- 
missioner Kern is the first staff 
member in the FTC’s 41-year his- 
tory to become a member of the 


five-man commission. 
Except for war service, he had 


a senior trial attorney he success- 
fully represented FTC in a number 
of important cases involving al- 
legedly discriminatory price dis- 
counts and advertising allowances. 

Among the cases he won were 
those involving Revlon Products 
Corp., Harley Davidson Motor Co. 
and Dictograph Products Inc. 


® Mr. Mead, whose hopes for re- 
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been with FTC since 1941. While | 
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‘appointment were dashed by the 
| White House, has been appointed 
Washington representative of the 
department of commerce of New 
York State. 

Commissioner Kern is FTC’s sec- 
ond new member within a week. 
Previously, Sigurd Anderson, for- 
mer governor of South Dakota, 
and a Republican, was sworn in 
as a replacement for FTC Chair- 
man Edward F. Howrey, who has 
returned to private law practice. 
With Mr. Howrey’s resignation, 
Commissioner John Gwynne was 
designated to take over the FTC 
chairmanship. 


Curtis Mfg. to Lynch & Hart 

Curtis Mfg. Co., St. Louis, has 
appointed Lynch & Hart Adver- 
tising Co., St. Louis, to handle 
advertising for all its divisions, 
efféctive Dec. 1. Curtis makes com- 
mercial refrigeration and air con- 
ditioning equipment. Trade publi- 
cations, newspapers, radio and 
television will be used. Oakleigh R. 
French & Associates, St. Louis, is 
currently handling the account. 


You can expect just 
go much from 


Limited Coverage 


Ng 


To get the big sales you’re after 
in the billion-dollar soft drink 
industry, 


Use the concen- 
trated, industry- 
wide coverage 
you get ONLY 
with a vertical 
publication— 


the top buy in its field 


BorrTrLinG 
INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 
New York 17, N.Y. 


Information headquarters for the billion- 
dollar industries they serve — 

® Bottling Industry 

@ Candy Industry 


® Candy Industry Catalog 


4 vectra WE eae ete Aah TN Ce a ae oe ht 

DM Se ce See Cabremte a: onsin RD eS Pe : i a s 
ip Bi? ve iui did ‘ a Sones ! | SGP TAY Pe FER g : OE Z : 7 

7 ‘ ; i < a } 4:9 ee, af Picea <a wes 7 ae nies tees 8 f f: A : t. 43 ‘ Ay 3 

€; : . : i] / ea Reh <0! eka ee re Oe een ce ee, 5 ees : ~ 

tye : * - 7 " ave . 4 tas ’ 5 ies sat? ¢ 

ee R! ee . seein a ea 2 app Feelin OPO Bsc 

ad if b oa ree 
Es } de Siu eae 
xy 4 » 
askit ; ee 

Ae | ' mS 

er ak | 4 

p> ~ * 

lg } 

| - 

G4 i) | - 

7 } , 

=: 1 - 

Bi : 

s ; . 
oo. : 
‘s ’ i 
ni } 
CCU | 
us ie > 
ie 
: 
; 4) | | a : 
awe | tat ' 
: k 
| 

- a 

a a 

.—l —— eee 

7 YI —— ee ee ie = 

xt Wi SS * =— Ee 

ae —————————————————S—S— —— ee eee Seen ae Zz : = — 7 : = | 

“4 . SEE SS = ESS SaaS SS | 

‘ ——_—_—S>>E > a LSS SSS SSS SSSSSSSSS= a : 

= , & <= = ee en Es = ea Se 6 eee = ——— ee 

, } ny = SESS ee SS — erm en SSS —————— ——— SS Se Oe ee ne | t 

{ ; So ees —— Se ————S—SS ee 

} P = = = : = = ye = aa a rR SS on a 4 

f us = = : — = SSS ESS SSS SS 

J = — Sra a ~~ “+ — : ee ———————— ' 

~ c : I . = [SS een eee oe oo = 

E ’ = ss - Ny mm ————— ——— = SS ware ar —— are = a= = 

ms eee a : a ee ——————— } 

/ a “= SS = —_—— ee Se —— | 
See ee ESS ESS —— Se ———ESS = SS SSS SS eee 

———— SS = —S—SS ——————————EE—— SESS rr 

k nr - — SEES Se SS SSS ee SESS eye ———E——EE———E—E—E—E————EE i 

au = : . - = = ae eee agp a eet ne Sen ee ee —anhieeemenetenree moor ; 

i , P i = = = ale — =e eee ee ————— SS ee SSS 
3 hiy : x : <r eee : = = a, teey 2 oe aaa es 
: | = —— Bid [= : = : | —— 

ie } E = ——— eee ; ; 3 : Res a 
ie = eee Z . ae e t ’ == 
» - 4 = = : ¥ ———— & oo = 7, = f — 

Ti : oat = = == S = et = = = s : = 

pe \} - [ SSS SS 1 — : ee £ : = | oon aeons 

; ] —— ~_— = ae a : : 

ie i ; ane ee Sere = 4 te = : : - — = r — 

Be ‘4 — <a e ES a ae mee =e SS __._ 3 : = : =: = 
= ih oe ans [Se ESS Sete eee et SE ee ee ee ne Seen at seca - = 7 tonne ea a 
gt: ee [SSS Se ee SS a SS == 
‘ a : ” —— m me, ST ? a — = rr er ote ay = at neeipaatarn > — ietok a —— <n eee oa 
A : to = — 5 <== : = — a SS ee — eae 
gs ss a = SSS ee 
= —— er nae ea een ae aoc eee a ~ 
N : = = — ~ See ——————————— : 
=~ y Soe SSS = —- SE = 
= == << —= = —SSS=—== = ——— 
. = 3 = ee a —— 
% = - a ee ree ee a ane a 
re { —— ¢ = a = a ee —SSaESESESESESEeaEeEeE——————e————SSESSSSSSESEEEEE << Se 
_ . = a = = SSS ESS ————SSE——S— SS 
a : feos — = = oe = Se 2 = = 
4 | cares = = — >. = BO ena asa er ae eee es ole 

a a = SS —— === : == SS ——— 

; bare ~ ees a a —s ee Sa ee ee Se 

: < =a : = a = a ——— eee = eee Mae acy sae pn = pe Se a = 
# : \, <8 a ——- : : a — eS EELS eg ee ee 
ee) (\ = ——— , —s al SaaS SSS 

z J = ————eEeEEeE————————— 

: == ; ——SeEe———SEEE—————————_——SSSSS SSS Se ee 
j =r ; = ~ SSS egg ea eae at 
{ te : : : = SSS SS Se 
; . = pee aa : ———— ee a 

7 4h a * 2 = Se ee Se SS : 
i a c eos — = - a =" = SS es oe 
ey we oe z a Se = ee eee = aie Sa = a = ee Sooner eared 
a = ¥S a} 3S See So eee Ses as — ~ —= —— 34 = SS St ee ee aa ea a et OE 

. , = ae ee > a ee a nae perce — a a t= eee xs ~ ae “a eet a Se — — Si ea ee when = = 
n , Sa Se ee ee oe Se ee = Se ee SS = ie 
i i i”. Pra aT eS ieee = = : = eee ee eS ae 

" 5 . K< “ Nga ‘ 7 = : ~ - ~ =. “> : IE -* pene maori: te — ir 
if ~ > Fo enter ny 5. afs £ =~ ~~ ort — ; Be an roma eo Smet as aes 

| >. PO SS eee ee ae Se =e See f= 

= A oe gl Sa ———— reer 1 ee ee, eee <i. - a — = np eomaatinn ee 
a a 6 6 A ee ee eee = So 2 Sees Sl Sf 7) eS Se 
ae i Se eee ae eS DS ee ee og ee ee a ieee 

Raining it Ss OSS Sn ea a ae SS Sr. SSS eee ES SS (zy a, SSS he 

: ae OP ate nee SEs Se — ee Ae a ee SS i> £ a a ee rr en 
, a SS ag on are ee a + SS See — = a ee i. = geen (eet eens AS ome ocean 

F ee c at | teen Oe > Seen = —— "ee e3 ten. + ee. RP ay ee area ee — fe “ “ See oe ~~~ adders ces 

- Es se — a —a 222 SBS ae OP ga a =. = : = = -————— eee 
A et ———S i= — “ a — eo wens Cece a a a eT meg = F = — —— a TL Se nin 

a te ee An: ee ee St as Oo a 2 se = See SS 
” wr a = Se en = Se SS. oo: = : 1 = Se i 

; Ss == ° 2 >. ee ~ — =~ pve = = -~ ee a so ——— aes =~ Oho eee Bh “Shae oe ae eS 2 cmagnavnes — 
¢ r — j——— : ee cami A a — Pn Se en oe ort a b= ee ~ - tn Be > <— - ee cnt cee oo fateiee— eee 

i ‘ < oy fa eye a ; =e = ee a ee ete: aan a, — ee -_— = on oS. ia ae === i= Py speed ae 

ae = eT a eee Ne re a eee So a ol Saat CO a: eer pa, Oe Oe ee ee at 
* Ee Sa Sa s —s > = SSS a. ee =a, ¢ = Ts eS = SS a 
Ke: ) - 1A Se ee ee ee BME le ne a a eee — | a See = SS Ee 

oe BF OFS eee ee were, ee = ncaa I —<——- i {i —gi. aan et Se > Renee ae 

: OSS SS = Se SS ee ee We we. SS SS ES Eee 

rid ‘ ra . ite Se = SSS eee ee =e et a a ee a a = == Se —_— ey ete — a ee 

i ~ 2h ees aes a ei = x Se = ‘ite — = ett a: —— + ———— et 

“ee ’ 75 “ pe er LE Sar, SR i aon Ree ere en PRB S65 eee “SS = = — - bi . = ee ee ,) hae : 23 one. i Se coping on 

cai | te So aes — a ES Se SS aee Tryp’ AN ee ee [ 

‘< == Re ete a ~ ay ~——Se , ae Diatat + a eee eee ls fe BF gt a aera : 
aL oe a a re re) ee ae 

: aa => “ CSS” NE eee: 
4 = —_ = PES TE ee FS OAR Ste oe =o ee eas 
hi ¥ 4 ‘ A —— a gale « SAN [= 
xi a a ae , de ate  SS\\d) geo (ois =} =i neve a 

us { is 4 ee AE Sd . Wee ee 

a Cl si wo mee 5 ; — ¥ Oe ae <3 es ete ——— 

mot ie RS SRS ie Gages - aay eae AN Se 

= Se ee ee ce Be 25]: —\- i eee ' 

Ki | ork Sh; Oh ae Se VR Ps ee = So peed =< 2 ane 

we = Pe ee es ee ey at shaw is - wo 
f > BD aie: ‘ce, ne Sy) emer — | — ) imc 

—_ Re kh oe | re oe . oe a Ah >soure oaeiginameeanan Cc 

: co POO iy.  °2.. oe ——_ 

r 4 =3 2 Sy +e Se =F — we 

E , - == a) \ Ae Ni Eat SSS g if 

al a — = 2S. u . aR f . aA - —— —. . eteeemstnipes ape hearer 

id \ - : ee Sf AY N\) eA WN Wits ea me ener i 

; : ee = ~ te set EN \al wy J \\ =. ANS WN i 4 sae nnn. ane 

. eS \ As An. Eee ; me ~~ : 

iy i " . —— a ; WN \ ate ‘ Aho *% go. a a 

BY . “ = z : aa : Bayi Lo: ee Re a 

* } ' “ = Big a a Gay ; eae ‘i q iow ; ROS : a i a eae bee ————e Fy 

s J . = =~ i be J ae ee ee ; ee", Fs 
ai f } >. . cif Gee Se “SA LR QO 20°: Oe 5 Cela ae ae S| / a, 
RR 7 =< BI a ORY yi Thy 

Bo a Tage : es aN i NY f Sa sN Cane ; ae iV, ; 

a Py » 5 a . CNA ee enor a et it As 5 

a f AN > en a ie 2 i ie we dhe, 

: i ‘ - : u a ~ a * 5 , De sca & eee) oo A re io et Li} s * : 
i : \e a. ae BSN hy tibia oe 
yee \\ AY 5 (ee Li x en | Sn eg y ae s 
mi ’ . ue 5 a". 7 ¥ 
ah ' a a a y AY ff " VEL. eemmeesutte a A al 
, a BBS Shs. << ae fhe 
i ) may © Ti ~ . . ‘ “z é op etisinee aed =—— EN yy Af, 

2 iy eet —<— = _ RN yf, \ = z, 
AB : » sw 0 Sa ; 
«Bp ‘eS ee = See eae : 
: ae } >= at = ’ : eg eae nil 

ae) ) he — Bop 
at Vi he 

x / ad eh ce 
a : ei rake : 

_— ! - if a 
; ¢ . 
am iM +. et i . 3 at 

ate = Aaah = % | S 
bi cae VG Oe SS oe ~~ ee —— 1 =— See : = { a 
a) tiga. . a ee SS — S iihiseiis . SY a 4 

| pis ’ fr 7 ie Se Se ae ~ WN \ \ Fr AY > ws g a ae te i? mong a 

cos AL oe ~ * } alin ee — a Ne ts — . > tee 2 \\e % 5 

f aie ae va) > Sa Ca. ee xe ‘ ‘ ill pea 

edi 4 r 4 tn = . . * : : An ee tC SARE AIRE ces ors | \ | 7 

Ss Dake , a SS eee ea 7 
bs Rid na So i, — > ins . SS N Ris 4 MA “Ue ay 
all ee > Peak raNe yee wa MON Sor . = —— TR bs “a 
‘3 So SS] = ! SS ‘hy! SS Ne ee SO x 

: it ~ oe is > =~ | a “3 . — eS... “ ~y j ae Vee *. - 47 
a Stes es Gp! > ie - >. Be MN! a ° Mio). Wr \ si 
i . - ae a he be AY oo: ; sain —_— as . : : ’ 
. i fe 4 aX a ry S 7] BOOS Comet Waa = : ° 
: > eS . . y ) '*) mai ; ff . aa = es, ‘so | 
} a ia Re “ igs if "ey Ovsr as to eee * \ 
; L a « hk SS SRS i — ae x oe ern a s < 
i ’ = 8 - 4S _— 3 * _- f 4 =, 7 -* > 
3 ’ })) ~~ Son i b rf 1 . wo re ‘1 ‘i? th " meee . os - “ y ~*~ SS aN ; 
_ Wik Fas g , an f RS fe : ae ; Ah be a = — x = “a YEN 
: Fn O : ~ ve m" 4 e Num , : eam a ~ ke 4 
|) ~ pl aa ee Sieh TS TF , in : . AR 
: TAFSER. ‘ whee ' aS . ASS 
— ieee eth A : as Pe ta Me or aa ee ee “ARES * 
if \| aS . as ms on ~y =< \ ie / Ah} sis <y ae uss , ae et ee. 2 E> - or ™% [ 
ee \ ret ec . me ye } i alae ale = ll Be oN : 
ala “ RA seeerthy rteet ‘ s. wm, ary; eo! ce ee, -~ ee... se 
: % a > er oF Pi 4 a ie ‘% alll eh ye” Sin | ae . Z 
S =: “" Barend TPE Tee “SOS i: le * 
i SSSy = R SS mw enthis ene °\s a E 
“i ~ : —— “= eee ee 7 — — “a LL De a 
6CG$NS 7 / = aes Sa Os Ss SF ~ * “Rtas. 4 
m | SSA.) oe. we Qa eee SS 
“- ; =. = ——— = eee Dy ~ 4 
' \ Si ee —s Ye = ral eee aan” ' > Se 4 
: is > == — == SS. Se b 
; = —s —_ ae sane =. = ——e 
f = a — = oOo een es . EL - - * oe SA 
i A. _—— ~ ate — — eee x yas . if a 
. = — - —— eee Coe 3 _-—- , =. < te 
se . = - —_ - eat a <<" AY Se == b ~*~ a be ~ : 
‘ | > ." ord ., = sed -~ mag a . Mah 
|) 2 Soo > ~~ i A. YS Se a ~~ nes : 

E } it i a Ritesh ~~ > —- i on ~~ eS Q Se 3 en ; “ 
nie SS ee : =. “a co POS SN s ; 
i a Se I = on ,_ ee = eres 7 1333 a 

i ‘ s : — Sn — =. * > os feos ae a) a ei a ten, , , a “tie “4 
; <— eggs ee — —- — a Pea Me ee we ie % «** oa eg z 
= = — - ae ln : Peeks se . 7 ey, — = . , “a 
+s, | ——_ Re oe ee ee r = — eae -- ~onthennenngag ee 5 - - a , 
i ~ >=" - abe ae a SS SS ee > “ : “at . , i 
ta _ : ~ —_ —~ om a —_ rane _ ay a - Pd : 
i, . _ nem —., cal “— ae 7“ io 2g m 
¥ “Uj <_ 2 
Pg ee 
i ~ - 
Eh \ 
=e . i 4 
ee of 
oie | =n 
aoe I RE 
aor a 
Bs + 
~6—OChan and Formula Book - 

Baek ‘ es 

a “a 

ET ig aE PS ip pe Se ye Mert N elude Se pF mt , a $ rs ‘ . 

ae Saget en See ee yaaa 3 9 Cet oe OOS a a ee eS Wena ee ry 25 ae ear 

5 Deck ere cacor te Cd Byte gute OMA Soe ey to Pardee pr Sere ere hs, Mamie Pe PGR: kwh a RGN were 5 ae ee aed 4 ATE Setar) , ie 

PRET LOAD Hak Oth Ne Le ae a uae Ae EB tA ct ee a PEG Mien oN eal ad cms tee DRO Toe ray gen Fis scien oe ube toe Ree a ; res 

Pa peg. ii Ok Maem as Se oh RH pty 2 her ee Bf Ly Mtn Dit Fo ree alo POR eh eS Sp ete e Goa a ia ig es a Fee PO ae ek ee eee ee wat Pe es. ie eee ae Li Se ge "ka Asch 6 05, aa et > : . J . : ang 

ieee ene M tr BF Se 4 pce et ieee aE ree rey sadipesey Saat y ete te, ee tea Ores aes ae Sp ges ERR We one tet an wi Ngee Saag ss Pe a Cites, gina eho a a SSP S tates ‘ tS amas. = 

ote RD eT Pe ad tee gle Las ee We! Bec ee Peseta S28 rare Beg Nae Sk ae alse Sone Choos a Fm eene ao S paris heal in a Ses tS ee ee ta kM ey PR tee yn kre be Seer ghd Oe We NEP gs ee SUE agg i Ra yaaa ee 

Re RE itera MO dot ok hs Sa eays See ats Oh Se eae aac ay ge Sh et ERR Ae fi Mila eee «Da tiras 1) 2 ae ea ne ga eet) Por ae rth tpi e | Pee Beeb a ee Pat ues Caen atal AP one Bere ss hs a aa 

PERN tba Zak et Lm SA eV en eA VAIS wean gi ee OPT. ap 5l | PHP a pe he I Age Sp ep a Shins ie RMN oS fa ee eT Be Wee a ot de ea ip Se re ee ere ee an eee eR RS 5 ae ares WER ee ages rs 

LSet tenets eas SG LS Weak erates Bis Lol a FTAA ot sb ae tain eee ena ee = ap Se a Belin Prt Sry ear Red: Bibn cee Sry Pr cot fae are Pete th, te Vag OOS Mey ot) PRP ATE Pig TOR Ns ye ee oe Pipike: Tet pager rath forte SAR SAE t 

SRR Am a 298 PEP Bape Aes vaiih A I RCL, i DING Te Te OM Aree iy Mem meY aN aS Pat Cor AEG p oe We taal bs Cotas Ven Pee WR OUR EA eae es cp PANO Ne ORES Re a i gat Me Sa 8 ae 

tt ae Ny Pe ee ee Pe, ee ee er ae pe DM ay oh ee han ee as ee Cs Mic AG einidh, Mabe Ae pte eee eS Fee Tre FR apt rat Ray ga ree We * eee dee CLF Slams gil dP ong all Sc : ee ee ete, Cee Ret Ce by ae Pee cee 
oer ss, ie ~ A OS a ed A pe elle Oe Fee NE FSS aI a ie wet te ERY FEES oti, aed ERs Qe ys LO edhe aR OD ee em EEL rks, Ee S30 

ili is ‘ BO RR agate an oe cd ough nel a Be ele Ble were oe gate ae aa tts Seg A Ra 

¢ Se ae nts 2 Gy See ee ar EP se - 


in New York it 


500 


w 
wu 
Oo 
fr 
< 
a) 
> 
2 
v 
M 
4 
© 
- 


. 
Zz 
4 
bE 
0 
@ 
> 
0 
b} 
5 
° 
O 
b 
° 
£ 
a 


y . ier am pecs ta ee Aa ats Je - 
: a be prey. < SS a i > ears DSiee we = 
& 4 BE : ms ; : pales Se oe ee eel ee ies A al Ris eee a 
" a iy Mie “ js wf rf 4s ee, er Cn Sp ee ee eee aR pct Te, a AE OP GE met eS S| Io i Ee AS Vie Fs " eres, Ft tional ’ Dita * : : i : 5 “ , ee Bagh ~ Seen 
r . so Ege CE Dat RB r anes ar aes : isin tie’ ay one : = Fy) A é te aa sae : 7 ae Rae i en = OS a nema 
a oe es a Ue sins igh ge fe hy af F ee Pegs yt Ys x fxg ie aL ry f is . : ieee 
5 “or 4 : - , ! lad eS 
. et As x 
ot 
' eh o& 
, ’ ae ¢ 
‘ ; oS 
Bae 
ig oS ae 
’ - Se 
ae | 
SY ee we 
eee or) ae = eee r, . 
ee ee mit — ee es an 
’ Diente e. i cao ee “er pape = : 
Re RS a ee ee SM ce ie Se | 
ic. . a - ete oF, eel 
ee ee ake ee a emmem  Ae y | 
eee ee eee 
"aes aa ae eee Be Ber <get > egenener a 
4 She oy = ile al ee, ate ee: fia ™ 
—————————————— co Sea eis , 
. oy) ipa ¥ 
re & > a ele a 
fo cals ————— llc wt 7 
Waele gs Ne Co = ae a é 3 
a i zs 
ae ae F = 
' ——— a : bs —— 
: fe \ -e eg : 
(ee | 
is ) — > i}, ‘ j 
| . % j 
| — ~~ 
SS gi etal 
/ — , d 
: ‘i : * 
' ' ’ ee A 
; P 4 é 
' : a 
; ; re — 
| hs as 
| = Ph! 
j : 
‘i J ™ Bee. 
” & * : oe : 
/  ¢ . : 
' : ae bs 
| mae” - ’ joc, See , 
i eC ; Co : Oe 
we. xs i ro « a 
i rie. ie, ian 2 ‘ : 
| , a ‘ , ee 3 ot ‘« 4 A 
Cy EO 
“4 are 2 * ae 3 ie: eee ‘ ‘ , ; 
oe Nae a Saclay, ~~ 
a ; bis 2 * Met 3%, ~~ 
Bs, - a _ a tie rd ; ae ae 
‘ ae eee “7 He, e 4 a 2% SS & ee ‘a ‘og e 4 y 
i ee a &* ge ° ° ad és F Ca a ee “ ‘ 
2 Pee +} : -. i ae % Pe bt . Rs Satis Par ea : 
oy Py wins. : ’ se ¥ : : ged ; 
‘ a. Fs — Ps , ~ & . a 
~ i ae Per ee oe Vas : 
* a i: ay eee 3 ; oe : 
+ oe. oe Pe. ee. hs are & is * : 
a eee t ap oe 4 % a : ole Be? i 
i a, : pe ae ‘i. ae , eo # Pt ? ee ; = eo : 
“3 ame ee an a. a? 4 ; : : _ % bid x | 
4 A ee - of ; ‘ : 4 fie *: |. 
ae i 3 S Pts me Ls ta fe , See ee! « 
” Ul oy Ae a ee 
- a hae ‘ + a Eee. 3 i* 4 “ 
— — 2 > ae < "oo #8 a FS ee eae 
=. Ye — CMe rebel 8. ® ea 
ieee. “ bee eS Se PA ie pate S. ‘eS ee Bo fe ow! 
. aaa a e wee ee DE 8 Role “ 
r% * i. § % nen a Fe eS id 2 bac , 
i ES pe i: oe Eo “ Ji ae ket om \) 4 + 0 i : r | 
3 yee ape ey " “—. * ay * ¥ iain . ae , ve | 
: ogi a Sy oe ie * = ¥ os e Bes a “ oe 
é Mie 84 , oO ia af ee ae re a s a : x = Pa ¥ : 
i a » cis * Sy +5 Se se aes: ~~) % he : fi 
Me Fe it ; 2 — . i? ae hia * - si i h! > a. me ae “Ys, cee | 
o eX a = < 5 Fe = ai Se a . a % e q a i. 4 
At ae + yt, ee ‘eer ~ ee 2. be Hi 4 - aa 4 phe s 
; ee re ome oe a, ee eS t xe : = Z ‘ ¥ Smeg e 
oe af ; nes $i > tae fra pak ewe # 5 * i ak H $ * * ‘a 7 * ma at 2 © we ae ae mes . 
28S. % Ne ook ay ” ‘c M5, i dh 3s . = Ei ™ ts x a 4 i ae ex Me aS ’ 
# ae oR aed a ‘ ot ee Pe ¥ ’ ° ie ie \ & oF eK ee ee ae + " tal 
oe ei sage er a te A ; % sg % ¥ | BS oe ‘ees \ 
ee koe foe ee <M ol : : yl ‘ ug a . al ) i 
bs. Be & i 4 “ a a * ee al . . Lig ” v * x i P 
J ‘ ef i a ae * a Ae . " 7 . Ce , ae a eer gh Be Hs ; j . 
‘ iad, a Ber. 6. Fee Re ee a ie -” ae et 
& St hin phe i j 4 : ee : po » at ae ye ms Se me 
te. Toe —" : j : " . a a se a8 r a ; ies 
tS a . j i , ta s 4 d fs Sige — h a 
“yn he oe ’ po 9 ig Z es > . Be 
f * ty ail ‘ ie ae ae eee Se ae Pe 4 P : ‘ Po ox ia % * re | 
Pet Ys Be tyes asi i. 4. ues .s ee -_ * 2 sit. ‘ ’ fe aS Be z : i 
nye ae +e oe ae i pe ae ai. ' : Be a " a Fe et : 
iS as i x ie SO + “ . OY Ge SL a aetisd Be See per: * Be x mo: <5 3 ’ oh ; 
a Pg * See Rid oe Bee ef ‘a eS a i ae a nt oe 
sae wee # 7 o¢ é ; es Fo ee . aw" . * iat 
¥ i ‘ ? a is RE a OG Stews ‘ ae es & 
a ae Ps os Ries ia, Sie : : : 
ees a oad * ie brs é gts 4 ‘i 4 ‘ 
a gon. . * 2% a. eee 7 7 “— i 
(us | Je 5 : , ’ i ps . ae 
en eee a ae > a te * ° , a a =, .. “4 4 
a ee a Sa ae fs Cox ss ; F = * es 
ling: lig a . 4 « : 2 ’ 
st ig td “ EC ees A is ‘ie ied eo. : ” he e a 
€ , = ie whole gO eee .% ; : . 4 a « hak &. a 
%. 8 Ne gee ae os 4 ae ee ~ * - bi ; i ¥s a 
*y eile’ So eee Fo ie P48 i ys ae Ee og : z's * 4 
a .'? Se Rs * iff os gt ae ae - ¢? * ree - oy ae a ; 
» : at & Te, ie” « Se 8 eee 2 q ’ é , - 
” “<7 ” ~ 5. Fhe ashi ex ge ee os : z eM fied. 
* ay: re tt ine ge fie" Poet yi ae . gts ise : fa j nn ‘ 
ee ee z ew. F 
ON OOS pot o% ES i 
eas) Bee a re lara i. ‘4 She % ye | a ae 
ET ee ee Sees ON a ; 
>) Sg eM ener Si) or Oe ig AP ope Hick a ee yee ns Br a ea : 
RMON aS erty se Mos ry > ae SG iy Oe ee oes Io wy, earl es 
ee ee yo dy ee oT) ene ee ca 
2 ee ee | a eS + oii eho eS 
bay RET . . a, ie ye rey ee ee : 
® 7 Rear ars) 2S eee Sea “re 
ere Seo ee. —- i an ae aged " nail be ey + ey 
Sue rs z ? é oF Tee Fe 4 ‘ riy bse . st a ge. %,. é . as tay . , “2 : 0 a a 
+. # 6 - hee 2 & S ’ % a ae 
i Poa ‘5 rs as hee ae ~ a 5 ; , ; — ” Bi 
“a8 4 a ee os Hr 9.? ee ae ; ateeee > Oe : 
ei ; .A5 oe 8. » Cale eae —_ ‘ 3 , 
tess a ii $ Ma 4 on “pitts ‘ “2 “el BE final th 2 i 
i a as mere lhe Se ee apts 4° ¢? >= pe SR se ” init es es Spat ‘uel 
ee « Mae. es. $ es Te Ps nays. ; ae ae bi es i “3 _ 3 ee ee Sg Nae . . a Sali 
ae oe PF ‘ i o eee ce. or gi rE Se ss Ste Re ONS en ath 
/ Fr . ae ¥ #, » | es lg i * 6 j ‘Sinead eld ag He ing y PR ek, A OS OR er Ree oe poe ie ae ‘ - atte. ; 
ie Z he * x - ¥ ™‘ ., *s ae % i 
di ng? ie ol Sa Lo et i « pore § rs ss g 
= SR eer + oe ey ns le ee ee i od ee - ——+t hl ae 
Bae 3 $e f : ” me 2 * j Migr core Ck 4 
a Le v..& a Mi | wes -* «ey peri eos ee cen eres “ 
CR gama AB. 4 om | re 7 ee eee 2 : as 
ak ae me i #  §. fae a ee = 7 
0 el ae ' ame i —— eee nl i i i 
aa — Oe j —— ad oe — 1 
ae -? hast e “pS cx tu gi* Ee - # “Sale aae i = 
" re : ; hs 4 3 
(ie? a8 : . ot aa ae ae * - Aes 
eh a oe ae a De 
ae i > vf fae oxi oi a ee oo * Cad — He ge Lite 7 ay, 
ee a | te eee Fe ee ee x ee ee ae, ag 
ll wee Be 
a n EO 9 Ses Pe” 5 2% oh 
Baha: 4 er f 4 -° eae ee i Py _ “ag 
aS Si in.” ¢ % , , ae % es 7 e 
me " Bats 3 ee eek “ PS eo = 
Finks te G 7e ft 3 bee a ee i ae * 7 Beat 
Ss aS: ee bi 4 | ete le , = = 
feet ae 4. Sy ee | 2 _ 
; Pye a i <3. 6a 4 
i, a 4 .. © iy PS ees 4 Bek. 
PT Me : % + - * Re Se ee A tp , 
red? i is tgs J +, S eee By 4 ‘ Sa > Pn 4 
ig ak aie ¢ . * * had Sd . # i oe 
ae Si ee i 
ne . ~ * ee the . 3 d it - 
| tl aa ee ia i 
eon = ae | a: ] ae 2 5 
pee.. - © is i ieee ik, ie mrs, ; i 
2 pe gh tae % $ * % +a 5 
Be > ge _* ee 4 > sia fre ae ¢ ‘ ie £ 
a Se ee § me. | "  \?_ ae : c 
a a | 
ogee” is : eB ees aes / a 
ry = ¥ 4 4 J > 
ris i - if ee es. en > 
ae ee Ey ‘F ro. > 72 ay | % . 
OE ay eos Petes, Fs — 
ene 4 es J tae S  ® % —,. ¥ 
NL %+ de ae ‘. 1 * 8) 
— et . oe ie . + or asi a 
=. ee 8 seth Fake + ; ee ets 
123 , ia ee ey FS ee 
ee tae ey a: 7 + a a 
a. tous “ : : a 
2p mee e, . A a a +4 an wh, 
cn ioe > % e ae 
Sty er é $ e | 
— ee 4 as : 
# 4% : ; 
: ee! “ - bi 
iy B i "Ki ; a « ; pe 4 
e -. % * ¥ 
: bes, | . 23 2 J ; 
; > e ae a2 auf 4 J 
ss ‘s * rr % x 7 e . 
yeh ¢: é ¥, Yd ; dil os ¥ 6 re / “a < ; a *y 
- tik ‘s i, ie i he 4 Pa 
re ys * 7 * y ‘ , 
-~ F oe a ‘ . ns § * ae 7 
# Be es Ne Me ie, Feit Loe ae : 
‘ re ot , s.ig327 < Se ee 7 ; 
ea : « eae ig ; aro 2 , 
ie F a *, ; ¢ ra ee _— “i : 
enn : a i ¥ ‘d ee i 2 oe ° ne a 
oo 2 a e ¥* yee - ll > Oe wee ai 
a & as i a ‘ & el Ps mn 
= t. % & Re oy as , eM ett) rar 
a: Res A fg el 4 of . ey ke 
lice 5 ; ; : a " ; 
| eae a ° 4 The ....%. an a ven 
Pe, Pee, ° ie * Ri, A bs SS se 
a rs ‘ ; - “ ; G * . ¥ 7 q 4 
“} P, ¢ é . dt ie ; : a ‘ 
‘A 3 ig F a & 4 . 
nt a : eo)  .» ‘ ‘ : 
ete ee 
3 ae ne oe Se a - * rs, 
Pade ie ey ae a 7 i; ‘ate ie 5 
Lo 2 ee ee 3 re 7 2 
te ee ——  * ne et ee 
! a ae ty te a * - a ® a s ye “ #e fe 
% “a ro a ae a+ * 4 af Pe 8 + ie 4 ; 
ce ME ee , ‘af 
x ie Pie, a7 Ra: at of . ca ae 2 aS oti Gus ; os 
oe tes ae ee « - ee 3a E oo e fate 
ogee Bl cri ae Ay ign : ay ~~ a - 
eh eee Ul (“‘(a“‘( wk 
ay “Teen 3 . i be 2 85 we & 
- ae Ue ee ee ee > a 
; ag i” De ied OBS % * 
§ cake aaa — 
* 3 a " » ‘ 
| Se er a 
eee ns ee ee 
ee Te a - se 
i 
he efi 
Sep , : . , eae, 
eT aoe kee * ‘ Ea | Fetter A re ee sy EE des 2 oy ee ae SNe IR ed a Boe gee Oe ae ee eR Bes he Pe Rene hy CAN Ry Bere, Rar ee er eee ae ae ie ath dee ge Meat le KAR Wey As ieee wah ie Pipe Wr Stig: £2 CIS tee ee eae 
ee 8 a oe ee ds Shh Med Smug oer cy AS Mig ge ee Vea Me hE Re ee Mea aE) tare ec nae ae SS SAT ne se Oe ia: eS TOE ae aay Lhe det eae Te ere Gar ENC Re ee mn Rm Bn ae Se ee tie in NAT oct) ARG OE hein des Sor eat aa 
Mae ele Mepis Beat hat a PON a nae eh pss Wiel Ramee SS RRP ERAN Gd BO orc snk SEO iF oar, 7 8 re Re es eee ete Gee PREC, cb Rh Rn. 1 alien on Meee, Bre 
ee od Saleh Sole ie” SL a SD wl ees i Sie Dur Seer aes gee Cate eae: ee Si 5, MS i ok ee Ah fee SR RY wn ge Se ee ee Mes el gs Ee! eee Le Ne os ee ee Pate se oe ce Chars Oe Ee ee. he Bre Eee FE OE ae ne Pee tee. ci ae aren Pee eer ay Wee oe ‘oe iy 
- Eger r eecee ce ley a! ae fe aie read? F Seige he! = a, yew ise ee ee he nl be ate RBS x pret e? wee: ool <a! 2, wit te aa #3 Actas Tee got a +; 5 \ elenied yee oe ee .e ic ieet poe a ee Fit ve Oe bet Sy, eae ad eae SN Maw Pere curs Ron aks ea 
SN ot Teas Nol dy Ba tase ae i ig au ie oO che PS Seg Rm ae Sg ae eh Lc eg Gta oNaemey, See Spee Ae Js Stak ee CORTE eee pe ee Aca hy ee ee Ln By ee eo ee sip gh eis ee amie. Ra nies” Reet 6 Se ae A a a2 2) eR ee 
an Bar oe Fa a ea ie ei ee 3 em ere eens - Ae pWcee sed pees 3 ears Nae RO ae we od a oer a Rett Ae erent Oe ts: ak Ree Serr ee Ee es Ps. tpn ey eee = GEG) Wee Ne! Ny rgd wee 2 eee yee acre pee SA. ee ee ee oll | ROR YS tae 
Pe ee Ee gam lS ep pS EE OT GS AN OR A ee PIT Seg on gn he Cone ty oe i ot Pee ge WM glee Ue Sal oe A a Re a eee RT ie erat i ae ha eae PE ieee ee Ey eM a tt te Sy ae ie A a TR BENT Ne i ie Finke sa hae eee eed ON yo SN «ts 
CD he tar Ae Saget Me i Ro i ee Ee Se ih tee Se EER Se ap ery ween ee oe eg es tape ee Sone ee ae Gol Pe 3 Bee «ie gs Piaget) See Sty tan 0 way Ge gs AMORA @ atte ee oe gh 2s ee 3 nari? Eo peas et he AG ans "Site: koe - ba hae ee oes = eran oe Bet oe, ee yi 


es = -_ = 
~ a 


Te 
. 


O.: grandpas made a virtue out of fat 


bank accounts and lean living—but these 
days fun’s the fashion. People every- 
where are packing more fun into their 
lives—they’re traveling more and enter- 
taining more and spending more than 


ever before. In New York, one paper above 
all others is edited for people having fun 
—on the go and on the spend -— and that's 
the New York Journal-American. The 
Journal-American attracts its fun-loving, 
free-spending readers with the gayest, 


’s better in the evening... 
and it’s best in the 


c Journaless 


ey iC 
EX AN AMERICAN }{ i mara o 


most provocative paper in town. The 
Journal-American siphons off those 


who spend the most from those who 


merely have the most. And it siphons 


them off in the evening, when a news- 
paper goes home to be read and shopped 
by the whole family. New York retailers 
know the difference. That's why they 
have increased their linage in the Journal- 
American nearly 2,000,000 lines in the 
last 21 months —far, far more than in any 
other New York paper. 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Business Paper Success Story... 


West Disinfecting Co. Boosts Sales 
With Cartoon Ads in Business Papers 


Lona IsLaNp Crry, N.Y., Oct. 4— 
A successful advertising campaign 
by West Disinfecting Co. in the 
past few years has been based 
largely on an effective job of col- 
laboration between the company 
and its agency, G. M. Basford Co., 
in finding out how to get the sales 
force of 400 men to put out its 
best effort for the line. 

Thomas Van Raalte, advertising 
manager, and J. C. Snape, a v.p. 
of the agency, went to work on the 
task of analyzing sales. It was felt 
that sales volume was fair, but it 
was evident from the figures that 
the average salesman was much 
more successful with certain items 
than with others. 

The idea was to find out why this 
was so, and to find out whether 
each salesman could not step up 
his sales of many items in the line. 
Advertising to the various indus- 
trial fields served was planned on 
the results of this investigation, as 
a part of the company’s successful 
effort to increase volume. 


® “We analyzed sales by products 
and fields, noting wide discrepan- 
cies among the force in sales per- 
formance,” Mr. Snape told AA. 
“Then we carried out exhaustive 
research to find out why this was. 
A lack of basic product knowledge 
across the line was one thing that 
stood out, and this appeared to be 


PAPER TOWELS—Sales of paper towels 

made by West Disinfecting Co. in- 

creased when this Steig cartoon 

ad appeared in numerous business 
papers. 


one of the reasons for lack of uni- 
form sales efforts by all salesmen. 
The results indicated the definite 
need for a sales educational ap- 
proach to the situation.” 

With these facts on salesman 
performance available, the agency 
considered and analyzed a number 
of possible techniques that might 
be used to meet the problem. It 
was decided to take advantage of 
the advertising then under way, 
and to use all possible means of 
merchandising this advertising to 
the sales force. 

One of the most useful steps 
taken was the preparation, based 
on the material collected, of com- 
prehensive sales kits by the agency, 
one for each of the groups of prod- 
ucts featured. Sales contests were 
also suggested by the agency as 


by number and title. For example, 
Vol. 8 in the West Demonstration 
Series was entitled, “How to Make 
Dermatitis Control a Best Seller.” 
Typical of the series, it emphasized 
to the salesman at the beginning 
that “Show How — Know How are 
your keys to Dermatitis Control 
Sales,” and went on to discuss the 
essential simplicity of the job. 

It illustrated the steps in accom- 
plishing a sale, from obtaining en- 
try to a prospect’s plant to demon- 
stration, by nine photographs and 
brief comment under each. It gave 
in full detail the basis of the ap- 
proach, including emphasis on re- 
prints of the advertising, and list- 
ing the seven different items in- 
cluded in the group of products. 


The advertising of this and the 
other groups of products, including | 
floor maintenance products, insect | 
control, and others, was for two 
years given high attention value 
by means of cartoon illustrations 
by Jimmy Hatlo, a widely-snydi- 
cated artist, best known for his 
“They'll Do It Every Time” series. 
Later another cartoonist, William 
Steig, whose illustrations lent 
themselves better to the use of 
island half-pages and two-thirds 
pages, has been used, continuing 
the idea of getting attention by 
means of an amusing picture relat- 
ed to the subject. 

One of the Hatlo ads, headed 
“You’re Paying $100,000,000 for 
Dermatitis,” told the story this 
way, the illustration of a scene in 
the plant dispensary suggesting 
that “The dispensary gets only 
goldbricks since the West Control 
Program KO’d dermatitis”: 


Amazed? That’s the annual cost to in- 
dustry—$100,000,000. Compensation and 
medical care for the average case is $200. 
Plus further hidden costs—absenteeism, 
replacement training, sacrificed quality, 


a 


You're Paying 100,000,000 for Dermatiti: 


Amased’ That's the annual cost to indus. sve prevention and contro! program that 
Ury $100,000.00 Compensation and med- (1) makes sure of persona! cleantiness: 
teal care for the average cane is $200. Plus, (2) protects exposed shin areas (3) pre- 
further hidden costs — shsentertnm re vents clothing contamination (4) guarts 
placement training. sacrificed quality, against special harards 
lowered morale, lant production. All. neod The WEST Dermatitis Control Pro 
heme expense Becouse dermatitis can he gram is based on an in your plant survey — 
controlled 
How’ With West's simple, inexpen- mail the attached coupon 
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FEWER GOLDBRICKS—The West Disin- 


fecting Co. increased sales with 


this Hatlo cartoon ad that ran in 
many business papers. 
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lowered morale, lost production. All, 
needless expense. Because dermatitis can 


|be controlled! How? With West’s simple, 


inexpensive prevention and control pro- 
gram that (1) makes sure of personal 
cleanliness (2) protects exposed skin areas 
(3) prevents clothing contamination (4) 
guards against special hazards. The West 
Dermatitis Control Program is based on 
an in-Your-plant survey—made without 
obligation to you. Simply mail the at- 
tached coupon. 


® For example, preceding the 1952 
campaign a 32-page booklet, con- 
taining a brief description of every 
magazine used in the campaign, 
was distributed to the sales force. 
It was entitled “What West Disin- 
fecting Company Advertising is 
Aiming For in 1952.” Both inside 
covers and the pages facing them 
were devoted to displays of the 
slips, labelled “Here’s an Inquiry 
For You,” on which the company 
sends inquiries to salesmen, and 
answering the implied question of 
what the advertising is for, “In- 
quiries, Inquiries and More Inquir- 
ies.” As inquiries mean sales, it can 
be easily seen that the enthusiasm 


ee 


% 


another means of improving sales | 


performance, as they proved to be. 
These contests were continuous, of- 
fered substantial extra compensa- 
tion to the salesmen and helped to 
produce a sharp mark-up in sales. 


® The separate kits for the various 
groups of products were identified | 


ES 


Decision-makers who plan nation-wide 
| sales strategy are 
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Advertising Age, October 10, 1955 


of the salesmen for the campaign 
was practically automatic. Here is 
how the whole thing was explained 
in the booklet’s preliminary re- 
marks: 


What Makes a Goed Ad? Product ap- 
y peal? Sure, advertisements must be strong 
on it. Ours are. Using an attention-getting 
cartoon treatment in our new campaign, 
we're making a strong play for readership 
in the months ahead. But to help you 
make sales, it’s even more important to 
get action from this readership. Once a 
reader requests further information he 
becomes a prospect...from there, an ex- 
cellent sales lead. 

Every West advertisement carries an 
“R.S.V.P.” With a coupon if space per- 
; 
| 


mits; with a local address if it does not. 
When readers answer our advertise- 
ments, they’re asking for a demonstra- 
tion. Inquiries that originate in your ter- 
ritory are passed on to you. True, a few 
“samples-seekers”’ may slip by. But usual- 
ly, inquiries turn into excellent sales 
1 leads. It’s your job to track them down— 
| while their interest is high—and make the 
; 
' 


sale! You stand to gain doubly because 
every ad is written and run in support of 
a current West contest! 

Has It worked? Yes. Our advertising 
campaign did an excellent job last year. 
Over one in every five inquiries we were 
(| 


able to trace resulted in sales—on the first 
or second call! Thirty-five per cent more 


were classified by you as excellent pros- 
pects. Most of these will eventually be- 
come West customers. 


This was followed by a reminder 
to the salesmen that part of the 
reason why sales in the previous 
year were good was “because in- 
quiries sent to the salesmen, with 
any obviously worthless ones ex- 
cluded, deserve attention. The 
magazines used in the advertising 
are in effect chosen by the sales- 
men, whose reports are asked both 
on the inquiries and on other ma- 
terial about the advertising. In this 
fashion the fullest possible cooper- 
ation was obtained from the sales 
force in the important matter of 
following up coupon and other in- 
quiries, and sales figures reflected 
this. 


a The agency executive, as evi- 
dence of the fashion in which the 
carefully-organized program 
worked, pointed to the fact that 
sales volume for the company 
jumped from $13,317,000 in 1950 
to $17,500,000 in 1954. Advertising 


continues along the indicated lines, | 


and sales volume likewise contin- 
ues to increase. 


The current list includes the fol- 
lowing magazines in the industrial 
and institutional fields: 

Management: Business Week, Dun’s Re- 
view, Fortune, Occupational Hazards, U.S. 
News & World Report. 


Safety: National Safety News, Modern 
Sanitation, Progressive Architecture. 

Institutions: American Motel, Catholic 
Building and Maintenance, College & Uni- 
versity Business, Hotel Management, Ho- 
tel Monthly, Hog pital Management, Hos- 
pitals, Institutions, Modern Hospital, Na- 
tion’s Schools, Protestant Church Admin- 
istration. 


Industrial: American Industry, Build- 
ings, California School Employees, Food 
Engineering, Industrial Equipment News, 
Maintenance, New Equipment Digest, Pa- 
cific Purchaser, Plant Engineering, Pur- 
chasing News. 


Policy: American Industrial Hygiene 
Assn. Quarterly, CMD Magazine, Conover- 
Mast Purchasing Directory, Custodian 
Training, Modern Railroads, Pocket List 
of R. R. Officials, Railway Purchases & 
Stores, Texas Hotel Review. Thomas’ Reg- 


gery, Hospital Progress, Hospital Purchas- 
ing File, Hospital Topics. 


GF Offers Magic Tricks with 
Post Toasties, Sugar Crisp 

General Foods Corp., White 
Plains, N. Y., will offer 15 magic 
tricks in packages of Post Toasties 
and Post Sugar Crisp during Oc- 
tober. All packages of the two 
cereals will contain one of the 15 
tricks, all of which are endorsed 
by Blackstone the Magician. Ad- 
vertising support is planned on 
network television and spot tv in 
selected areas as well as point of 
sale displays. Benton & Bowles, 
New York, is the agency. 


Y&R Names Four New Officers 

Young & Rubicam, New York, 
has appointed four new officers. 
Harry H. Enders, secretary and 
treasurer, has been named vp. 
and secretary of the agency. 
George N. Farrand, assistant treas- 
urer, has been advanced to treas- 


ister, Washington Purchasing Agent. 
Hospitals (for Wescodyne campaign): 

Bulletin of American Society of Hospital 

Pharmacists, Industrial Medicine & Sur- 


urer, and Dwight F. Smith and 
Paul Muller have been namied as- 
sistant treasurers. 


Benrus and its agency, 
Biow-Beirn-Toigo, Inc., 


are Sold On Spot asa 


basic advertising medium 


More and more advertisers are switching to 
Spot Radio and Spot Television. Benrus, for 
instance, now places 99% of its total adver- 


tising budget in Spot . . . 52-week schedules 


in selected markets. 


The key word is selected. Benrus, like 
many other advertisers, must reach varied 


consumer groups — men and women, young 


re 
—_—_ --——e or 
= > eee 


and old, in all income strata. Spot enables 
Benrus to select its markets, time periods, 
and types of audiences. In this manner 


Benrus sales messages are assured of reach- 


ing a wide range of potential customers. 


Spot can sell for you, too... whether 


your prospects are in a specific audience 
group or in a cross-section of consumers. 
Call your agency or an NBC Spot Sales rep- 
resentative. You'll see what Spot can do for 


your campaign in twelve major markets, ac- 


counting for 45% of the nation’s retail sales. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N.Y., Chicago, 
Detroit, Cleveland, Washington, San Francisco, Los Angeles, 
Charlotte*, Atlanta*, Dallas* * Bomar-Lowrance Associates 


representing Radio Stations: 

KNBC San Francisco, KSD St. Louis, WRC Washington, D.C., 
WTAM Cleveland, KOMO Seattle, WAVE KCU 
WRCA New York, WMAQ Chicago, and the 
NBC Western Radio NETWORK 


Louisville, 


Honolulu, Hawaii, 


representing Television Stations: 

KRCA Los Angeles, KSD-TV St. Louis, WRC-TV Washington, D.C., 
WNBK Cleveland, KOMO-TV Seattle, KPTV Portland, Oregon, 
WAVE-TV Louisville, WRGB Schenectady-Albany-Troy KONA-TV 
Honolulu, Hawaii, WRCA-TV New York, WNBQ Chicago 


Left to right: 

Len Tarcher —Account Executive, Biow-Beirn-Toigo 

Bill Decker —Tclevision Salesman, NBC Spot Sales 

Oscar M. Lazarus —Benrus Wetch Company 

Jack Tarcher—V. P., Account Supervisor, Biow-Beirn-T oigo 


Harvey Bond—Director of Advertising, Benrus Watch Co, 
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Heron Wrangell oops ing 


» Grove at the Metropolitana 


EXPERIMENT—Ogilvy, Benson & 
Mather calls this New Yorker ad 
for Hathaway shirts an “interesting 
experiment”; for the first time the 
man with the eyepatch is identified 
as Baron Wrangell. David Ogilvy 
says the baron is a personage in 
his own right and identifying him 
adds “specific verisimilitude” to 
the ad. 


Be a ‘Little’ Better 
to Succeed, Uris 


Advises Executives 


New York, Oct. 4—All it takes 
|to succeed in business is to be a 
‘little better than the other fellow. 

This is the message, neatly 
wrapped and packaged, in Auren 
Uris’ new book, “Developing Your 
Executive Skills,” to be published 
Oct. 10 by McGraw-Hill Book Co. 
The price is $4.50. 

Although Mr. Uris’ thesis sounds 
rather simple and obvious at first, 
}a reading of the book reveals that 
‘this is far from so. Behind his 
thesis lies a basic fact: That there 
is not a great deal of difference 
‘between the success and the fail- 
jure. 


-® From this base, Mr. Uris pro- 
|ceeds in the rest of the book to 
‘show how one can improve one’s 
executive skills “just a little bit” 
|in different areas. He also suggests 
ways in which the executive can 
test himself for his weak and strong 
| points. 

| Mr. Uris is editor of the human 
relations division of the Research 
‘Institute of America. 


Markham Joins Sudler 

Margaret Markham, formerly ac- 
|count executive with Cortez F. 
|Enloe, has joined Sudler & Hen- 
-nessey, New York agency, as a 
/copywriter and staff writer of 
medical news. 


"YONNE SAYS :— 


HOW GOOD ARE 
YOUR 


ADS 
? 


LET'S SE 
IF THEY MOVE 
MERCHANDISE 


We will test the effectiveness of your 
advertising in Bayonne with a simul- 
taneous 10 week Grocery Store In- 
ventory .. . write or call for details. 
“BAYONNE CANNOT BE SOLD FROM THE OUTSIDE” 


THE BAYONNE TIMES 


Bayonne, New Jersey 


National! 
coed by BOGNER & MARTIN 


Represented by 


ti pel 
| 
E | 


a x ve oe Re ae a . 
iB Beek yk Sh Brass 9 ee Ms Sig EOE Ge ge tyr 
Pes ERY Sees ee Yee Oe LA Bets 
SA fi 
} Se ERES 55. RE Shey UNG e hii 
oe T Ef Sie Re SP GAS Te ee eo 5 : 
a ; x >: : Re ee EROS, serra 6" Ne S ‘ . : ents ; 
pie PR ees ee ee ee oe, ; 
ke / ' J Sa ar ok ee Res Se ee ee 
ee . 4 / oP A YY Sg ee ae eC WAL ret a 
ce s ie” 
a: ) 
; | pO 
"sy ; 
: ; | | | ee 
sie | : 
-" “ eee 
igs : } Ke 
—— 1% ae 
Bs, oa tt s 
Bt alg Oe Se s 
je a= Tat uf 3 
: a 2 i ; : 
: ee ee = : : 
“G i cettal  - a ‘ : 
, ee fl es 
je vi ate i oa * i 
ca — “ete 
; eee ao r , 2 
‘ a en He 5 es) gg. e 
- Tt ay 5 a . . a 
t + Jaa... at ee é A 
: | ‘* ™~ -E g 
ie . ie E 
5. oe \ 3 - 
i has : 4 
ae aga . s ‘ F 
‘a ch ~ 4 ; o g 
Bess ae CT ws 
1 ie eae : Sere a . 
3 ae. x = ae - = a Be hi 
— a 
— ce ee A 
: * = : Re 
i. | . — 
i] 
" \\ a 
f } i 
| 
: 
: ee ee 
i t 
- ! \ 
; TET 
5 ti ' 
| 
‘ | 
Ls : Be OM RS hy Hag Spe ne yo ; : 
4 ere i met) Meine Soak Shee » ie. “gins Sper ie 7 
_ re i, we ea. Ae ee 
} : a , = 
Z ad | a: 
aby i ; ae | a 
a a Raa ah 
os ‘3 a9 re : oe 
ik : a ’ i 2 
emep |) 4G ye E 
es : er fy aa a & 
mi ( 4 ee 3 - - 
‘: me ae i » 
oy res ‘ a3 ose , 
Wh ae Bie = = — 
= sh wits $ — _ ie: = Re 
sans : ey Obs os le ae pure S252 i Fue te of g a Ps r 
a : | 
i a hg 
Abe i silica. a = et -, 
i ke ey i ae a, anaiepe idl i 
ese ey 1 ie Buh: (eee Pane 3. © pe eae acd es 2 ae “ile t+ cin ae a i Ae . : : 
4 pa OP cae, dened eae 7 bay ge er i eigen &: i ai p 3 pee ere ‘ Tg oie 
Roe =. ae ae Meet: seid € Se re 5 5 ge eee, A eee © Oe EN 2 tata at as é 
= AMM oa a 5 Tym | igh ge ee a) gee ee a AR eg cage 
"pe | Ss! aera ni cy. ee oie ce oe : Be eae ee, 9,7. eee ty rs SUR Aree is: NEL ah die ae late 
¢ r Feiss ai range Lg 1 gy anaes ec 1 oat Ps i rep aah & - gt eo a eet ele ear we pe 
. th erst p os a ae f * eee s eal ae One te Peet ee So ee per gees 
co ) |) \ 05 ee kde RS! Sy 5 ea RCA T ee hae eee fae eee eo ee 
; ‘ ’ iret ae : Baty ict Oo ae Mar eo eat ead Ghee SS Veins wee iit 
) EE ce 8, GL ee ee ee RG SO SA ae eee ~ 
ts Petras st eee ee ee = oe pe ne Se a 7 Ret et etepe hee 4 
- ty : a AEP : ib ses IE i Dee aig eS See ne ay’, Pee, er REE eS a aa aie e 
7 ; ee op es Cs hgh. thant a in ewer: aoe eens Bites na) is RE Se : a ae +" it Ye 
ie {) ts Oa Se SGI Bh ae ae Nae Se len Ga ae eae ee Bani gape Meee 14 Sa ee a 
elied i tt ee. ec Wat ae hero ata eae Se en ce ae SN tae Nae ae ers Satan Fog 
sha \ eves : iy Eo Miglin aa ae oD ne te er ae sy Sa la as Dee gil ea eo ie Sie ig Ca ae 
a | | a Gee j ee hg 5, eer ee ae > Pd ail : Se gas Bint Mie . * eile 
as | : " 5 ree ae ed by laa): ie eideaae 2a ae a, Naan Ste se Cae ae ie é:, nd ag al 
. } coe i we ot) ee erly ce ay. wane Sart: + ee eee So. « por ae ae f eee ane “ 
: mee re ee ee tall 5 3 
eee th ec uw i ity ae RACE a ie aes eee F be sy mo ate b 
TE Pina seh Le etme Nae mabe Sons LRA Bain oe he " po Se aa ge ae eae . 
iti a Tal See ee ew ah Rigi saenel ie ss ‘i ; ay ai 
- 2 ee | i ee ee 2 
oe ee re A Z i —— ts ee a ee Ap 
— eke. > eee : ree ae ee ‘ eee ee pt 
sf \ eee es cee ac et eae eee r. ae. ee, mt 
a } a er es 4 i ie eee. Ree en, oe ec ae ie —_ Weiter a. ea Piet , 
ope | ii Rise sso Mn es a UE ORS pated Me 4 ‘ Be 
= : me ; ee LIES I: ‘aa ‘ Ba ek oh OS eee aE as ‘3 es, 
ae Ss lee aa Nees ia -“ Bs 3 Peek Bi Mas Hee ACS 
ee. ee ane ras dic a CRO we eg iil ee a Be: ‘ Z . § 
ey ; eo eee eS ee ee tee ee aie sad iy : as Z | 
ee ee eee ko eo), “ae i — gs ee F 
a Pe :. PUP OR GST tp) oe ae a Bis. es » «aaa 3 re pee ae : 
| er hails See cs : Se a a . # ee re oe eae : 
ae Sg eee ae BS oo. OD Cg oS See a Bia as i “_ ze Heel ae oie : 
BS. SBA yetaged es 5: di : — we Pg a : 
; idly Ee cs —- rf :. ac 2 alles 
se e 2 ag Rac. ed 4 ort ve 
f. et ; . ; Ji a 5 ee ¥ ; 
page ic . _ te oe ; Se f 
a } : ae. “te xe ee as . i — Po oe coe , . 
E Aq i ae te Si bs ae Se ae : Sy a Ss te a eke ee ae ee, 
een { ak roa ak WHER Bac i &s : iS Sig Yo Sg Pte ee 
er. \ ba fe) ere gee re bee ee se fe ey 
a8 { a a 2 IS eke eu are “= a. i ee eee an... rs e 
oy: ats 2 a a f Ree Sa ie ities et ee ry 
Ue \ ee Fae ey AS i a 7 Si ae it st ite cs Oe ae oe ee Bee Ss 
rea 38% _ a oe 7S) Sg es ee y : Ca. eg . ee 3 we a ia ait lone’ tig + 
pee ereatise 2 ‘ EE oe ay, oe ee a sar Sc aa 
oe Cha & + es ~~ ea a Ce ae ae Sane 
: aoe seedy 4 . 2 3ueemiEe.* ee * — - ae a re % any 
rs E: at ates J, J: staal = — ie a re a bal “aes 
fit 2 a eo CS ri a thes a) i aa ae a ¥ f BS a 
ae 4 wed 3 LORS. eae gee tS PT: a eam “iain allt ee (ape : ee 
ual ie ph Pe) —* pt Sisko me ee Bet BS ae a sg A ee owe ne ag pena 
oe bt alla a ae j ee ee a ll Pye =a oe yo “eg i 
Ss Spee ge eal ‘ee "ae. ‘ ‘ie Se 
uy ie. 13) eres . Wk7 . 3 i _.>) Spann : } 
ae | { CER ie AO ary «er 4 eae —— ra 
f a} La ge ice enti Ree * : ee ee eT Sas ae i. ‘ tyes 
‘s 7. oe rene) ene Fes : ieee gees Se e (ee a 
Br, Ro a m aa PO eat tea a — Tass 4 ‘ ue 
eae Re sal a he , " ae - Yee es es , : 
: j a, Maan hs) ae el be ah ra! Sela eT e : Ms se “ ; : 
ee: ee pea OS ey pea ain ‘ Ngee " ae " 
me { i a pir Se ane nee aie - Re) eae ae ee , : 
ae ; oe ae Pe a Bass pape eh Wk ty, cgi 6 Ei Me seg ae a —s a ie i 
1 es gk. i it ae.  oeeekae <, Sais hae ae . ee ee gh ale 
a ie... - ee ¥ ee were OF s ; 
' i an SRE —, *  LSaeama 3 a beer a ae < _— apne rare z 
: at re - ee ee ie ok eS : ‘ aii eee aes ; 
f OS eet eee ap ee _ RE ae are ps ee a ‘oe es ; 
: } ee go a Wa eS aa ee eer Sete tg % se Romine oe es Aha ne 
oe | : Ses mee oS Saale eer ees, ¢ j j a ee ao 3 : 3 ‘gic Bo ae ee 
RG ee ee ics - ae el F —_— Se <4 
kat ay a ee ey es i Rg Se ee ee 
sa | ‘ 2 RR As -- SSe ek abe ee Pee acta ee F Week 2 a 
So A ee GANS Page » 
eee | / fig es a ie te EY otters Pies aay? pee a en seas z i ed E Acs — 1st oe ae 5 
ee ee ee eee OG - 4 isis 
Se | sf a oon Cae & ar ils iis < . Be AO ae 4 3 ine 4 ye g Pee eS: ‘i . ie ‘ 
arog ; bs, See eg ear Be hea ye — gah : SIE pe eo 
— } hs a ee Ba Ge ee Be ks Oe C as be eee pi see 
a a mre PR o pe ok ee ae eee i ere ESE Pegi ee 
: ees mae: : ‘ak Se MI ss TST ee 5, age = a Eke Sa Si ee oe SS : 
; Ne a i oS spam sie ae ee. ' a2 eae 
" * : ge en teem Re ae ‘ - VEE sagil J ‘ $ 
m e es Ss : * Be Sore % es = i 4 sn 
ey ; % , Sf s rs 5 
=# | 3 ; . 3 : 4 | ¥ 
} s = — * 
i ¥ , 
A ( ro . 
Te a. | 
be | : ee ir are. cy Et Ae — + | 
2 AW ee — ie) sg S05 aaa ae at ee 
a \ ie , ‘ r Soa sak Tee 
me re ’ % 4 3 dé ee . as RA is ; oe . y 
|) , — fe a = ) . ‘ 
en | iB) ¥ ‘ al eo ae . 2 Br s (ee Mes Teh 
ay if % f Pi see a ee ra eo be 2 a ote es? sep Psp rd 
Pia i | +. Oe rae ae . 9 ei Sea / 
an < ; dey Pres fs oe Re po ae eee . | oye Teye| 
an i : ais ee ky Ps; J OG eae saat tog Lit 
Oe tf f; i ze ; ae es a pcan: ae 1 Oe mT ce iolelelol ep ’ ” 
; \ 2 bee ye ee eee ee eR Snell ested can } 3 
7 Ks ss z + P bec) +. piles ee een 
a } x js se , 2 4 es in Pie — ; . 
ae: es _— - ee ee. | 
ives . pita a ean ee. ee i aa Vo Sea - | 
ae wpa! Sn, tee Oe, ee a te pg Arvin i Reaiehice ig a ae : | a 
: : i ee ee i Pees : Pls “i . - : ; 1 ie ee e 
= : * es : Re = es * f < ed <r rar ae 4 , 
aR \ iit oe, Res eG ae ee Fi ee ae a a i 
pei \ Eg ee ere 1 ee eR FA us <a ees 
at be > Each ; ; rR at sr i oa i Dee a My 
= Ge> 33 weg ‘ 
KB &e ‘ Pe 
Se be e ‘ 
ee ; i ‘ ; ate : : “+ 
be? a Y ¥ * vy y's ee Spc AO : i +2 Pret 4 Sing : 
oak } Y aie ee Oey coe ay 
. : : K eo = Se . ols a ale. 
Spe a ., ee is _ ies 
* "4 t £ x - ene on cag a (cae ie ee ee ee. ee ‘ \ 
; ical s Mee, age on ess sae apis Mi acer | Aah Sie Deir ase 
~ eaer ait, ome al es. id oie neo  egs ea et aed NRC a ina 
Sie ae hk oo = a ne = | ot ae Bai, to eet 
% 3 2 gt 3 Eee ame pe ll ; ae Ree LSA A a Spongenee 
|= Be ee Begs 6 SM ge ee: Sai nae ose: Cais i 
c's = a > ss aed SG ee ore en goth phe Snes Lh Pps i oo eee, a - Reig 
ai } 7 = ss aie ae is ‘ ar => bos ip sae 
—Coa ’ 
; H 
Sangeetha : 
ie i, ‘ee Ai: : i id ‘ _ CCC rer » 
Sas MPR y emg seam, % ee eng: ae ARE, fo Par ENS ey) fai bee eA okey Gees ae Mey ee : , : 3 : 
Cae te Ree Se ta a 8 My hte een a eh Gt tk Fie eae MT Eee Lo REA ae Dag org Z Rates = aie Voge a tate oP Kee ‘ in oe ; a i 
gsc! Pes Fat ake Sage pater resale ag aA he ea ie iG a Weenie ue fe eae eee Stee Cpe Non La hk See ky oy ara Tere ag pp MER et ee Rakes br te ht % de : ‘ - as 
pm yd Ete Canis hace 2S dingk 2 ae at flint resign der ee ean eu Re par eee ere SS PA re eG ee PL Ae ee eee oe as CR Rae oe ME Rae pe peo Ge ef Gea east, © gee a 3 ‘ i a 
Mike st. vais gies 3 ei ee OS Sie c Bn sD cae eal er ae SM i eS 8 he “ay gies (eset Foun agp ga Seis a wee PR gas een amir ee ren Oe ts <h Srhooaeglees wry 2 Lag hot Pout mea Bs. Sa te e Le ti aa : : Pees: f, 
sais ae s Pg Oh Fat ee af ry Bihan tea we, Py Se ie ae et ete okt ere ial UP Rapa Pe OS ¢ eae sale ‘eae 2° (onda " Yo Seo eee Sn ree eee ear v. i, a aoe ose e yw a DRE GY eS > Facatyd ee Yinp * - gS on! ie De o r =e . ¥ efi st dy 
ii. hee A oes Ms : ass ERR SOS gee a Par a is eine se eter Pieg tps 2 ena Bi ot wy pA RS ae CR hoe timre-ies, Pe 2 With boos te Shige Wee ct Sit A oe eis leat 2 Bi * ‘ * Hoes * Bo 3 Pare, EM : potd ota 2 Le 
pe ee St ei”) CH LP rela dof aie ame meee Se ap ag ne is Sak a fi OG ty Chen, ae hee < ye eae” ere ay yey oaiien aa TS pt Mahal OR (0g FS TE: WES Me LY eee Sh cai eee amin RR Dees oy Slr s ee a na RC ing Woe ay Se ee Rich fog 
Oe ede 0g ae eS At Chie if eae .. co ht Fin he Beta a rs (tie Ret wr RS, ae aves ht 3 ae ne te Lethe c 3 Aa ieesttath = oes a Hy ae . A Sk NS 3 sa By FEES ha eee vi re Oe ¥ RS) eae ia Suecee ie % i ea 
P i Ot iy oy ae ee o B44 falas Be RE get Ege ae SR a Re ie + Shen, Fob 5 A” RE ea SE 7 ie ed sae" Para x gage eae Tog ta yee = eds wa Te de eS SF tet tee Py a 
‘ & . id z > aes i a hea ‘ ‘ A eee Y pill tm ao Pee oe ee ee | tea aaa OSS oe Wr Ra ERC Fa Lee s 
as if Es «ya a tee ot sate =, eee fe ck Eee Wage” i ich diac Peet ¢ ies EF es “eee ot Neh des big Bo ao ep 
> a, oo ee ee. Gua ue tS Pet Pekar: Mas Bg fe eed eee: ht Ear eee eid Pe Sct tte Fs ie oe By ds 
* See cy MO ODay ME aPC) CY egw Jose aa is ei 
+ > aa ook e-rase - at aes Le ge igh 


NAFC Names Rutt for PR |Ruff Associates, New York, to! 

National Assn. of Food Chains,|andle its public relations. Pur-| 
Washington, has appointed Car] | Pose of the association’s public re-| 
lations program is to provide 
|members with materials “to in- 
HEADQUARTERS FOR | crease public understanding of the 


BACK *DATE*MAGAZINES |/sustry to a nister standard of iv 


dustry to a higher standard of liv-| 
ing.” The p.r. activities of the! 

FOR ALL RESEARCH PURPOSES ; i 
NAFC are guided by a committee 

MIDTOWN MAGAZINE SHOP ‘under the chairmanship of Lan-| 
1105—6th Ave. (bet. 42 & 43 Sts.) sing P. Shield, Grand Union Co.,| 
yeahs ~~ lela East Patterson, N. J. 


Along With Ohio's Metropoliton ‘“Musts” 
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STEUBENVI 


Like a letter from home, our papers bring 
their communities into every reader's 
living room with a warm, personal, 
human touch that inspires confidence. 


7 “ONE-NEWSPAPER” Markets 
with a BILLION DOLLARS 
plus in retail sales! 


PORTSMOUTH , 


© JRONTON 
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» THE CANTON REPOSITORY 
 ).@ THE STEUBENVILLE 


@ THE MARION STAR “@ THE SALEM NE 
@ THE PORTSMOUTH TIMES @ THE IRONT 


HERALD-STAR TRIBUNE @ THE EAST LIVERPOOL REVIE 
i. & represented nationally by represented uationally by 
 $ToRy, 


BROOKS & FINLEY JOHN W. CULLEN COMPANY 3 
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pointed general sales and advertis- 

ing manager of National Food Slic- 

ing Machine Co., White Plains, N.Y. 

Mr. Freedman formerly was sales 

promotion manager of Roto Broil 
Corp. 


Hurry House Appoints Spier 

Hurry House Publishers has 
appointed Franklin Spier Inc., New 
York, to handle advertising for 
the book “The Battle for Invest- 
ment Survival” by Gerald M. Loeb. 
The schedule includes insertions in 
Elks Magazine, Esquire, Forbes, 
House Beautiful, and New York 
Times book review, financial and 
magazine sections, The New York- 
er, The Reporter and Wall Street 
Journal. 


‘Cream City Outdoor Names 2 


Cream City Outdoor Advertising 
Co., Milwaukee, has appointed Ray 
Malmquist and David D. Davis Jr. 
account executives on the sales 
staff. Mr. Malmquist formerly was 
sales promotion manager for the 
state of Wisconsin in the publica- 
tion division of Marshall Field 
Enterprises. Mr. Davis previously 
was with KEYD and KEYD-TV. 
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Advertising Age, October 10, 1955 


U.S. Population Change, April, 1950-July, 1955 


(By Age Groups, Including Armed Forces Overseas) 


Per Cent 

July, 1955 April, 1950 Increase Gain 

All ages 165,248,000 151,132,000 14,116,000 9.3 
Under 5 Years 18,305,000 16,164,000 2,141,000 13.2 
5 to 13 Years 28,096,000 22,154,000 5,942,000 26.8 
14 to 17 Years 9,238,000 8,435,000 803,000 9.5 
18 to 24 Years 15,106,000 16,081,000 —976,000 —~6.1 
25 to 44 Years 46,946,000 45,385,000 1,561,000 3.4 
45 to 64 Years 33,429,000 30,720,000 2,709,000 8.8 
65 and Over 14,128,000 12,195,000 1,933,000 15.9 


Source: U.S. Census Bureau. 


Elementary School Kids Increased by 


‘rates at peak levels, and the life 
Span increasing for older people, 
\the Census Bureau reported today 
‘that there have been unprecedent- 
ed shifts in the age composition of 
the U.S. population during the 
past five years. 

The total population, at 165,248,- 
000, has increased by 14,116,000 
since the national census was tak- 
en in 1950, a gain of 9.3%. There 
has been an increase of about 25,- 
250,000 in the population in the 
last 10 years. 

The most substantial increases 
are among youngsters. On July 1, 
the bureau estimated there were 
28,000,000 children of elementary 
school age (5 to 13), an increase of 
6,000,000 since 1950, or 26.8%. 
There were another 18,305,000 un- 
der 5, an increase of 13.2% over 
bye “bumper crop” reported in the 
1950 census. 


@ At the upper end of the age 
scale, the number “65 and over” 
had increased by 1,900,000—to a 
total of 14,128,000. 

The teen-age group, 14-17, which 
is just beginning to feel the impact 
of the upswing in births during 


ARTHUR FREEDMAN has been ap- 26% in Five Years, Census Study Shows 
WaAsHINGTON, Oct. 4—With birth- 


| World War II, numbered 9,238,000, 
an increase of 9.5% since 1950. The 
18-24s, who are currently in the 
college age group, were the only 
bracket showing a reduction. Re- 
flecting the slow-up in the number 
of births during the 1930s, this 
group totaled 15,106,000, a drop 
of 6.1% from the 1950 total. 

The bureau pointed out that the 
age distributions indicate that the 
needs of elementary and high 
school age children will continue 
to increase in the next few years. 
At college age, the demand will re- 
main moderate until about 1960, 
when the wartime birth wave will 
begin passing beyond the teens. 


Glass Plastic Co. to Wehner 

Glass Plastic Supply Co., Lin- 
den, N. J., supplier of fiber glass 
cloth and plastic resins, has ap- 
pointed Wehner Advertising, 
Newark, its advertising and mar- 
keting counsel. 


Meeker Moves Oftice 


Meeker TV and Robert Meeker 
Associates, tv and radio station 
representatives, have moved to 
new offices at 521 Fifth Ave., 
New York. 
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PARTRIDGE & ANDERSON COMPANY 
712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


WE HAVE SERVED 
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15 OF OUR ACTIVE ACCOUNTS 


30 YEARS, OR MORE 
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In Chicago, it takes 2 — 
and it’s in the bag 


No single daily newspaper reaches even half your Chicago-area 
prospects. It takes Two. For greatest unduplicated coverage, one 
must be the... 


CHICAGO 


SUN -TIMES 


211 W. Wacker Drive, Chicago © 250 Park Avenue, New York 


READERSHIP CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


REPRESENTED BY: SAWYER-FERGUSON-WALKER CO., LOS ANGELES, SAN FRANCISCO, PHILADELPHIA, DETROIT, ATLANTA ¢ HAL WINTER CO., MIAMI BEACH 
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LOOKING AT CANADA, DID YOU KNOW 


anise, 


than any of the following 


U.S. metropolitan districts: 


Of course, Greater Montreal Market, with an 
annual sales turnover of 


$1,664,611,000.00 


is by far the biggest market in the Province of 
Quebec, accounting for nearly 60% of the annual 
retail sales for the entire Province. 


You can easily get more sales at lower cost in 
French Canada through concentration in La Presse, 
the ONE publication that blankets French speaking 
homes in the Greater Montreal district plus pro- 
viding a substantial bonus coverage in every part 
of Quebec Province. 


U.S. Representatives: Shannon & Associates, Inc. 
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MANY SERVICES—Here is typical CPR copy run for (1) its dining car 

services on transcontinental trains; (2) copy run this spring when 

Canadian Pacific Airlines opened its over-the-pole route from Van- 

couver to Amsterdam (CPA now has a non-stop Toronto-Mexico 

City run); and (3) a mailing piece promoting its teletype services 
along with the rival Canadian National Railways. 


Dominion Transportation 


Giant... 


How Canadian Pacific 
Promotes Its Services 


MontTrEAL, Oct. 5—This has been 
a big promotional year for the 75- 
year-old Canadian Pacific Railway 
Co. Since the first of the year it 
has: 


® Put a new stainless steel dome 
streamliner, The Canadian, into 
service with a promotional cres- 
cendo unmatched in 20 years in 
North America. 


® Launched, for its airline (in 
mileage the sixth largest in the 
world) an over-the-pole route 
from Vancouver to Amsterdam, 
and a new Toronto-Mexico City 
flight. 


® Launched, with appropriate fes- 
tive promotion, a new 26,000-ton 
steamship for the North Atlantic 
trade, the Empress of Britain, 
which goes into service next spring. 

This was indeed an exciting year 
for one of the most complex com- 
panies in the transportation busi- 


Airlines will be happy to fly him 
there. 

This is only part of the picture. 
CPR also owns stock yards, grain 
elevators, storage plants, coal and 
lead and zinc mines, and until 
recently was proprietor of a flour- 
ishing slaughter-house. It has title 
to 1,300,000 acres (somewhat more 
than the state of Rhode Island), 
and it has mineral and oil rights 
to another 11,000,000 acres. Its 
holdings make it one of Canada’s 
largest landed interests; its 87- 
90,000 employes make it one of the 
Dominion’s largest employers; and 
its $2.1 billion in assets make it 


/Canada’s largest private enterprise. 


® It is also a company of contrasts. 
Although it is thoroughly Canadi- 
an, and historically was conceived 
as an instrument for cementing 
(Continued on Page 73) 


ness. For Canadian Pacific is a 
mammoth company—it owns rail- 
roads in the U.S. and Canada; ho-| 
tels (both metropolitan and re-| 
sort); an airline; steamships oper- 
ating freight and passenger service 


in the Atlantic and on the Great 


Lakes; a flock of telegraph, tele- 
type and leased wire services; a 
railway express company; a travel- 
ers’ cheque and foreign exchange 


service; and miscellaneous trucks | & 


and buses. 


® It is possible for a traveler to 
come from London to Quebec by 
CPR ship, stay in the Chateau 
Frontenac, go by rail to Toronto. 
and stay at the Royal York, cross 
the rest of Canada to Victoria by 
any of six alternate rail and water 
routes and be in the hands of CPR | 
throughout. CPR services will han-| 
dle his telegrams and his teletype 
reservations; it will cheerfully sell 
him travelers’ cheques; and when 


he gets ready to go from Vancouver June for the Empress of Britain 


A New Empress ¢ Britain joins the 

famous Canadian Pacific White Empress Fleet 
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NEW SHIP—This copy appeared in 


By John 


looked bigger. 


from the previous year. 


a There were still some sore spots: 
one was the nagging problem of 
the wheat crop, its export pros- 
pects, and the continuing irritation 
of U.S. surpluses; another was 
Canada’s trade imbalance with the 
U.S.—in 1954, Canada imported $3 
billion in goods from the US., 
some $700,000,000 more than she 
exported to the U.S.; and the tex- 
tile industry, big employer and 
key factor in the soft goods field, 
continued to be ailing. 

But these were all subdued in 
the general roar of the boom. Let’s 
look at a few basic facts: 

Canada’s population is growing 
at a tremendous pace, and now is 
more than 15,600,000; Canada has 
shown a pronounced swing from 
an agricultural nation to an in- 
dustrial one—in the years 1939 to 
1953 the percentage of the total la- 
bor force employed in manufactur- 
ing has grown from 16 to 25%, 
while the percentage in agricultur- 
al pursuits has dropped from 34 
to 17%. 


a At the same time, gross national 
product rose more than 100% in 
constant prewar dollars—in actual 
dollars, it rose from about $5.2 
billion in 1939 to an estimated 
$26.1 billion in 1955. And this in- 
crease was coupled with a general- 
ly rising standard of living—while 
Canadian population had increased 
30% through 1953, housing had in- 
creased 40%; and occupied dwell- 
ings with such amenities as re- 
frigeration increased from 21% in 
1941 to 48% in 1951, radio homes 
from 78% to 92%, telephone homes 
from 40% to 60%. 

It is against this astonishing 
background of war and postwar 
growth that the present Canadian 
boom is centered. 


es A significant part of the boom 
picture is that it is so largely Ca- 
nadian-financed. Some observers 
have grouped the history of the 
Canadian economy into three seg- 
ments: the late 19th and early 20th 
centuries when British capital was 
the principal source of investment; 
the 1920s, when U.S. investments 
‘were large; and the recent past, 
'when despite the U.S. investments | 
of the past eight years, Canada’s 
expansion has been paid for by 
Canadians. In 1953, for example, | 
capital investment in Canada was 
$5,679,000,000, of which U.S. in-| 


'vestment represented $496,000,000 


to the Orient, the South Pacific or | which will join the CPR fleet next or less than 10%. 
' It is also true that Canadians, | 


South America, Canadian Pacific 


year for transatlantic service, 
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Canadian Economy Riding Boom; 
Population, Income, Sales Surging 


Crichton 


Orrawa, Oct. 6—This is a nation in which the boom never 


In 1954, the Canadian economy suffered a shakeout, largely 
due to a disappointing wheat crop. 

This year it’s riding high. Riding high by all the indices that 
make up a nation’s economic fever chart. 

Employment hit postwar highs, as did individual income. In 
the first half, sales of automobiles hit a record 215,040—up 16% 


Further, while governments in the U.S. and Great Britain 
were in the process of trying to reef the sails of inflation, Cana- 
da seemed to feel fairly secure—and made no effort to curb con- 
sumer credit and lending facilities. 


on a per capita basis, have a larg- 
er investment in the U.S. than 
Americans do in Canada. There is 
also considerable interest in Can- 
ada in seeing that Canadians are 
permitted to invest in Canadian 
subsidiaries of companies con- 
trolled abroad. An analysis of 4,- 
253 companies controlled outside 
Canada at the end of 1953 showed 
only 2% offering Canadian partic- 
ipation. Some of the 3,235 compa- 
nies which are U.S.-controlled 
have listed the parent company’s 
stock on Canadian exchanges. 


e But according to James R. 
Clarke, v.p. of Dominion Securities 
Corp., who made the analysis, this 
has at least two drawbacks: (1) 
dividends paid on stocks of U.S. 
corporations don’t get the 20% tax 
credit that Canadian subsidiaries’ 
stocks get, and (2) since Canadian 
labor and management are pro- 
ducing the gains made by foreign- 
controlled companies in Canada, it 
is only natural that Canadians 
would like a part of the ownership 
in them. 


Agriculture 


The broad rolling farmlands of 
the Prairies are Canada’s great 
breadbasket. This year their yield 
will be tremendous, despite the 


Canadian 
Market 
Section 


fact that fewer acres were put in- 
to production than in any year 
since 1943. About 21,500,000 acres 
were planted in wheat, 11% below 
the 24,300,000 acres of 1954, and 
some 14% below the ten-year 
average of 25,000,000 acres. In 
1954, after three years of bumper 
crops, wheat production fell sharp- 
ly. The situation was mitigated 
somewhat by a large carryover 
from the 1953 crop. The ’55 wheat 
crop should hit 500,600,000 bushels, 
up 67% from last year’s low yield. 


a In the meantime, there is evi- 
dence that Canadian farmers are 
switching to other crops—barley, 
oats and flaxseed, and if the troub- 
lesome problems of export and 
surplus are cleared up, the western 
provinces should have a big year. 

The difficulties of the wheat 
crop had immediate repercussions, 
however. In 1954, wholesale value 
sales of farm implements and ma- 
chinery dropped by more than 38% 
to $146,702,695. Saskatchewan sales 
(normally a third of the market) 
dropped 53.5% to $37,371,962. In 
spite of the oil booms and the min- 
eral strikes, wheat is traditionally 
king of the Prairies, and anything 
that affects it adversely has a tre- 
mendous and sudden impact on an 
important segment of the Domin- 
ion’s economy. 


Income 


The biggest belt the Canadian 
economy got during the first seven 
months of 1955 was a sizable rise 
in manufacturing volume, and a 
corresponding spurt in wages. 
Further, the cost of living has been 
stable in Canada from June, 1954, 
to June, 1955, and in July Canadi- 
ans got a reduction in their income 
taxes (their rates are stiffer than 
U.S. income taxes still). The tax 
cut amounted to 12-13% of the tax 
payable by 85% of Canadian tax- 
payers, with the relief dropping to 
2.8% for the highest brackets. 

The personal income tax cut was 


8.1 deaths in 1954. 


The Canadian Market 


Based on the Financial Post’s “Business Year Book-1955,” 
here’s a quick rundown on the Canadian market: 

There are no more than 15,600,000 people in the Dominion. 

At the end of 1954, there were 3,595,000 families, averaging 
3.7 persons. About 68.2% of the families owned their own homes. 
In 96.4% of the homes there was a radio, 54.7% had a car, 71.2% 
had mechanical refrigeration, and 68.6% had a telephone. 

It was a vigorous population—28.8 births per thousand, against 


Based on 1951 census figures, 
The three major churches came in this order: Roman Catholic 
6,069,496; United Church 2,867,271; Anglican 2,060,720. 

The largest racial bloc—again based on ’51 census figures—was 
British, 6,709,685; French origins claimed 4,319,167; and the next 
largest group was German, 619,995. 

In 1951, some 67% of the population spoke English only; 19.6% 
spoke French only, and 12.3% were at home in both languages. 

It was predominantly urban (more than 60%), wealthy (per- 
sonal disposable income in 1954 was $16.7 billions, or $1,110 per 
capita, second highest in the world), and its consumer expendi- 
tures were $15.5 billions, or $1,025 per capita, last year. 


it was predominantly Catholic. 
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accompanied by a shifting of cor- 
poration taxes, which was retro- 
active to Jan. 1, 1955. The tax on 
profits exceeding $20,000 was re- 
duced from 47 to 45%, but the 18% 
tax on the first $20,000 remained 
unchanged. The special deduction 
for exploratory work of oil and gas 
companies was extended indefi- 
nitely, investment companies were 
made subject to a 20% tax on tax- 
able income, and a 15% tax was 
levied on distribution of surplus 
by a Canadian company to a non- 
resident company acquiring con- 
trol after Dec. 31, 1954. 


a For the first five months of this 


up 8.5% over the comparable peri- 
od of ’54, and shipments rose 4.6%. 

At the same time, the Canadian 
labor force hit record proportions: 
in mid-June it consisted of 5,458,- 
000, up 134,000 from the preceding 
month, and 161,000 more than in 
June of 1954. There were 157,000 
unemployed, but this figure was 
56,000 less than it had been in May, 
and 29,000 less than in 1954. 

The work force was receiving 
record pay: in May average week- 
ly wages and salaries reached $61, 
up from $59.15 a year earlier. Pre- 
liminary estimates placed factory 
payrolls up 4.1% from a year ear- 
lier, with averages for factory 


year, manufacturing orders were |workers at $63.82. 


EN AVANT! UP 37,405 IN 3 YEARS! 


Fastest Growing Farm Publication 


La FERME, up-and-coming French farm monthly, is Canada’s 
fastest growing farm publication. No arrears, no agents, 
99 Vo % of subscriptions direct by mail to publisher, too! This 
extremely high voluntary subscription and renewal speaks 
volumes for La FERME’s reader interest—and advertising 
influence on French farm families. 


Fastest Growing Farm Market 


This French farm family market is big, and growing fast. 
French-speaking, French-reading, French- thinking farm fam- 
ilies now take in a solid fifth of total Canadian farm income, 
plus big-family Family Allowances. It's a highly receptive 
market, too—but you have to talk to it in French. La FERME 
knows the market, the people, the language, the customs. 
Make use of its knowledge, experience, and contacts! 


faFERME 


Director of Advertising: Walter G. Blennerhassett 
909 Mount Royal St. East, Montreal—Lafontaine 6-3327 
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Advertising Age, October 10, 1955 


The Sales Jump 


The result of stable living costs, 
rising wages and heightened indus- 
trial activity could be predicted: 
sales have been soaring. All retail 
sales were up 4.5% to $5,938,539,- 
000 for the first half of °55. 

Through May, for instance, Ca- 
nadian department stores sold an 
estimated $400,610,000—up 5.8% 
from a comparable period in 1954, 
and June sales rose another 7.6% 
over June sales a year ago. 

The largest dollar increase came 
in bustling Ontario, where May 
sales were up 12.2% to $30,966,000 
from $27,599,000 in the preceding 
year; the biggest percentage gain 
came in Quebec—15.8%, with dol- 
lar sales rising to $17,995,000 from 
$15,540,000. 

Durable goods were showing the 
greatest gains in department stores 
—major appliances showed a jump 
of nearly 32% against May of a 
year ago. 


a It is perhaps well to re-empha- 
size that department stores in Can- 
ada are more important in the total 
retail picture than they are in the 
U.S., since they are chain opera- 
tions, and tend to set the marketing 
tone for the cities in which they 
operate. The big battle between 
T. Eaton and Simpson-Sears is 
still going on, to the delight of 
shoppers. Simpson-Sears opened 
new stores in Port Arthur and St. 
John this year, and a store in 
Ottawa is scheduled for the fall. 
Once eastern Canada has stores 
opened, the company is then sup- 
posed to move into western Can- 
ada, with major outlets ticketed 
for Edmonton, Winnipeg and Cal- 
gary. 


@® What is true of department 
stores is also true of food stores, 
which have been making great 
gains in postwar Canada. In the 
first six months of 1955, grocery 


oh 6%. In 1954, grocery and com- 


and combination store sales were 


bination stores had estimated re- 


\tail sales of $2,253,600,000, up 


Stuart Armour, economic ad- 
viser to the president of the 
Steel Co. of Canada Ltd., 
summed up for the members 
of the Canadian Manufacturers 
Assn. at its annual meeting this 
May, some significant differ- 
ences in the two economies: 


® Although population growth, 
percentage-wise, has been more 
rapid in Canada than in the 
U. S. for the postwar period, on 
the average for 1950-54 Cana- 
dian population was 9.2% of 
U. S. population, and is distrib- 
uted over a tremendous area. 


® The average physical volume 
of Gross National Product in 
Canada per capita for 1950-54 
was 69.6% of that in the U. S. 
In 1949 dollars, Canadian GNP 
per capita was $1,361 to the 
U. S.’ $1,955. Or, put another 
way, a family of four in Canada 
had in each year $2,376 less vol- 
ume of GNP than its U. S. 
counterpart. 


® The discrepancy in Gross 
National Product is traceable 
to population size, geography 
and climate, but not to capital 
investment. For the years 1950- 
54 private capital investment in 
plant and equipment in Canada 
amounted to 16.2% of GNP; the 
comparable U. S. figure was 
14.5%. 


® A key difference is in job 
distribution: 
average of 17.8% of the Cana- 


Canadian-U.S. Economies Compared 


| of Canada’s income on the av- 
from 1950-54, an | 


dian labor force was in agricul- | 


ture; a comparable figure in 
the U. S. is 11.3%. 


® Personal savings per capita 
averaged $85.25 a year for the 
1950-54 period, while the VU. S. 
average was $111.40. But Ca- 
nadian savings averaged 76.5% 
of U. S. savings, considerably 
more than their proportionate 
share of national production, 
indicating again a more conser- 
vative population than that of 
the U. S. 


® Average steel consumption 
per capita for the five years in 
Canada amounted to 705 lbs.; in 
the U. S. it was 1,242. Domestic 
sales of automobiles ‘n Canada 
averaged 21.7 per 1,000 of pop- 
ulation, against 34 per 1,000 for 
the U. S.; similarly, auto regis- 
trations per thousand in Cana- 
da for 1950-53 averaged 134, 
against the U. S. average of 274 
for the same period. 


® Certainly one of the most 
striking differences lies in the 
dependence of the economy oi 
foreign trade. The U. S., Mr. 
Armour said, is remarkably 
self-sufficient; Canada, despite 
its wealth, is still one of the 
world’s least self-sufficient 
economies and is therefore 
more vitally concerned with in- 
ternational trade. From 1950 to 
1954, exports contributed 22% 


erage; exports averaged only 
5% for the U. S. on the same 
basis. 


some $120,000,000 from 1953, and 
up a fifth of a billion dollars from 
1952. The Financial Post also re- 
ports estimated chain store sales 
for groceries and combinations at 
$865,900,000, up from $773,200,000 
in °53, and $702,100,000 in 1952. 
While all grocery and combina- 
tion store sales were rising, then, 
some $212,000,000 between 1952 
and 1954, about $163,000,000 of the 
gain was recorded by chain stores. 


“GREATER THAN EXPECTED!" 


LONDON, ONTARIO 


CANADA'S NO. 1 
TEST MARKET 


and 


CANADA'S 


7th SALES MARKET 
produces 


RESULTS! 


Most leading Canadian Advertising Agencies, 
whether it be for test purposes, or their national 
campaigns, reach this dominant market, through 
the pages of Ontario’s most co-operative news- 
paper. We can be of valuable service to you! 


The London Free Press 


Westertn Cntartio’s Fvriemest Meurnpaper 


Ontario's largest Daily Newspaper Circulation outside Toronto 
Publishers statement, 6 months ending March '55—94,437 daily 


Write, phone or wire 
Cc. G. FENN 
Advertising Manager 


Better Earnings Aid 


In.London, 


out Western Ontario 
zoomed to $537, 234,000 from 
$520,867,000 in 1953 =. 
creas 


London retail - ik the. 
meantime, recorded a sales V@l« 
ume of $148,535,000 — topping 
_ the previous mark of $143, 27% 
- 000 set in - 


The a amount was considerably 
greater than should have been 
- expected for a city of this size, 
reports Sales Management. On 


London's percentage of Cana- 
dian retail sales was 1.2266. 

Better earnings aided the 
sales rise, with overall buying 
connected to a continuing rise 
in local population. 

Data shows that the 29,100 
_ families of London had a net 


The throbbing business pulse of London and Western Ontario 
_ hit a new high tempo in the past year, with retail sales in this 


area meer more than $16,000,000, according to Sales Man- 
agement’s urvey of Buying Power. 


Facts in the ‘new survey reveal that retail sales through- 
im», 1954 + 


Average income per family 
in ndon_ was com- 
», pare te) e nadian aver- | 


‘ig. based on an economy built 
‘@n growing private enterprise 


the basis of population, ..le@al 7 


ce income last year, after taxes, 


— Se Rin soa aan Daca aaa 


Retail Sales Show Jump 


W.O. Areas 


of $148,791,000 — marking a 
gain of $647,000 over the $148,- 
144,000 total of 1953. 


age of $4,282, and the Ontario 


| @verage of $4,954. 


. This general rise in income is _ 
sound, the experts agree, and 


and on a stabilized dollar situ- 
tion. 

* . J 
In the survey’s “quality mar- 
ket index” the standing of 


power and economic s 
shown, with income, population, 
sales and other factors taken 
into account. 

’ London's index, in relation 
to other Canadian communities, © 

is given by Sales Management — 


as 142 — Of 44 per cent higher 
than the Canadian average. re 


| Chain store sales were rising fast- 
er than all food store sales, and 
chains were accounting for a high- 
‘er proportion of food store sales. 


® Grocery and combination stores 
are the biggest retail category, and 
in 1954 accounted for 18.8% of all 
retail sales; in 1930, they account- 
ed for only 14.8%, and in 1941 
only 16.6%. 

In food sales as in industry, tne 
two main markets are the provinc-- 
es of Ontario and Quebec, which 
together account for slightly mure 
than 61% of all food sales in Can- 
ada. The next largest market is 
British Columbia, which accounts 
for something less than 10% of all 
food sales. 

The food store sales reflect the 
same interest in food that has 
characterized the U. S. boom, and 
they also reflect the most hopeful 
facet of Canada’s marketing pic- 
ture—the growing population. 


Population: Up 


Because so much of Canada’s 
future rests on population, the 
forecasts of population growth 
have a compelling interest to all 
marketing men. In general, Can- 
ada’s population, swelled by a 
rising birth rate and a generous 
immigration policy, has grown at 
about the rate of 3% a year in the 
postwar period. It is a country 
with a rising group of clder people 
but qualitatively youth is an out- 
standing characteristic. The Peter- 
borough Examiner found that in 
the nine years before 1946 there 
were 5,710 children born in the 
city; in the nine years following 
1946 there were nearly 9,000 born. 
In the city today there are more 
than 1,000 children ‘five years of 
age, but only 545 aged 15. 

Marketing has forecast a popu- 
lation of 20,800,000 by 1971, with 
the possibility of 22,700,000 if nei- 
ther birth nor immigration rates 
diminish. The business paper also 
repeats the statement of O. J. Fire- 
stone, economic adviser to the 
Department of Trade & Com- 
merce, that the same period could 


see a labor force of 8,300,000 and 


mead 
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Let Maclean-Hunter build 


your sales volume in Canada 


Canada is a vigorous, bustling land of new and expanding industries, 
of ambitious young people planning boldly for tomorrow, of executives 
who make million-dollar decisions for their companies today. Hand- 
some rewards in selling await those who study the buying habits 


of her people. 


The Maclean-Hunter organization was 
founded 68 years ago to serve the 
needs of a young and developing na- 
tion. It has helped to nurture a unique 
business and cultural climate. 


Today, Maclean-Hunter publications 
bring experience, skill and high pub- 
lishing standards to the service of 
Canadians and their maturing econ- 
omy. They serve industrialists and 
merchants with news of latest Cana- 
dian developments in equipment and 
methods. They provide Canadian fam- 
ilies with top-flight Canadian service 
articles, Canadian entertainment, 
Canadian editorial discussions. Only 


national Canadian publications can 
meet these needs. 


Maclean-Hunter editors are recog- 
nized Canadian authorities and their 
publications are leaders in their fields 
in Canada. 


These concepts of Canada-wide cover- 
age, of specialized Canadian service 
and of editorial leadership are re- 
sponsible for the growth of Maclean- 
Hunter publications through the years. 


These concepts, we believe, ensure you 
of a responsive audience, and more for 
your advertising dollar, in a Maclean- 
Hunter publication. 


68 YEARS OF PUBLISHING LEADERSHIP 
MACLEAN-HUNTER PUBLISHING COMPANY LIMITED 
481 University Avenue, Toronto 2, Ont. 


1342 Peel Street, Montreal, Que. 


Sell to Canada’s 
expanding markets with 
these M-H Publications 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Canadian Homes and Gardens 


BUSINESS NEWSPAPERS 


The Financial Post 
Style 
Home Goods Retailing 


BUSINESS PUBLICATIONS 


Bus and Truck Transport 

Canadian Advertising 

Canadian Automotive Trade 

Canadian Aviation 

Canadian Grocer 

Canadian Hotel Review 
and Restaurant 

Canadian Machinery and 
Manufacturing News 

Canadian Packaging 

Canadian Paint and Varnish 
Magazine 

Canadian Printer and Publisher 

Canadian Shipping and Marine 
Engineering News 

Canadian Stationer 

Civic Administration 

Design Engineering 

Drug Merchandising 

Electrical Contractor of Canada 

Fountains in Canada 

General Merchant of Canada 

Hardware and Metal and 
Electrical Dealer 

Heating and Plumbing Engineer 

L’Epicier 

Le Prix Courant 

Marketing 

Men’s Wear of Canada 

Modern Power and Engineering 

Office Equipment and Methods 

Painting and Decorating 
Contractor 

Plant Administration 


BUSINESS ANNUALS 


Business Year Book 

Survey of Industrials 

Survey of Mines 

Survey of Oils 

Directory of Directors 

The National List of Advertisers 


OTHER SERVICES 


The Financial Post 

Corporation Service 
Canadian Press Clipping Service 
Commercial Printing Division 
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a gross national product of $58 
billion. 

In 1937, the Canadian birth rate 
was 19.8 per thousand population; 
in 1954 it was 28.8. Coupled with 
a rising population, that percent- 
age increase means lots of new 
Canadians. The Financial Post has 
pointed out that the present 6,- 
327,000 Canadians under 20 years 
of age will increase 32.9% in the 
next decade. 


Car Sales Up 


During the first half of 1955, 
automobile sales in Canada 
reached an alltime high—up to 
215,040 units with a retail value 
of $560,264,000—a gain in units 
of 16%, 17% in dollars. Commer- 
cial vehicles lagged somewhat— 
off 10% from last year, although 
dollar volume was off only 1%. 

Canadian passenger car regis- 
trations hit a record 2,682,430 in 
1954, up from 2,513,754 in 1953. 

Of the 215,040 passenger cars 
sold, some 75,120 units were fi- 
nanced to the tune of $143,717,000. 
In the first half of 1953, compa- 
rable figures were 69,134 and 
$125,246,000. 

One of the features of the first 


CANADA’S 
FASTEST-GROWING 
ADVERTISING 

AGENCY 


It will be a 
privilege to 
tell you why. 
PAUL-PHELAN 
ADVERTISING 


LIMITED 


380 Victoria Street 
TORONTO, CANADA 
Member 
CAAA 


half in automobile sales was the 
revival of Chrysler. During the 
first six months, Chrysler Corp. of 
Canada Ltd. claimed 24% of new 
car sales in 1955, compared with 
only 15% in the first half of ’54. 
In part, Chrysler’s gains could be 
traced to the difficulties of Ford 
Motor Co. of Canada, which got 
away to a bad start after having 
undergone a strike lasting from 
October through January; Ford’s 
Canadian share fell from 35% to 
20.7% for the first six months of 
"55. 

General Motors of Canada held 
48% of sales during the first half, 
up from 41.7% in 1954. 

Chrysler had the advantage of 
new production facilities (official- 
ly, Chrysler in Canada has con- 
tended that its decline from one- 
third of the prewar market to 
15% in 1954 was due to lack of 
production capacity); in December 
it completed a $50,000,000 addition 
that doubled capacity to $00 cars 
a day. 


® In the first seven months of 
1955, Chrysler had shipped some 
65,000 cars to dealers, in compari- 
son with the 54,000 it shipped ail 
during 1954. While the industry 
generally was racking up a 14% 
gain in units, Chrysler had tacked 
on nearly 84%. 

General Motors, bellwether of 
the Canadian auto business, was 
rolling at a great clip. During the 
first seven months it produced 
115,635 cars in Canada, compared 
with 88,445 in the same period of 
1954, and it rolled out 25,940 trucks 
against 23,126 in the first seven 
months of the preceding year. 

In the Dominion as in the U. S., 
the auto business is a barometer of 
business conditions and confidence. 
Although it employs only about 5% 
of the Canadian labor force, deal- 
ers are a primary retail force (in 
1954, their $2.05 billion in sales 
was a close second to grocery and 
combination stores) and 1955 
looked like a record year. 


Construction 


Along with the auto business, 
Canadian observers keep an eye 
cocked on construction. The build- 
|ing business has the impetus of 
the baby boom, the industrial ex- 
pansion, and the facet that Canada 
was somewhat “under-housed” be- 
fore the war. 
| Chatelaine figures that 400,000 
to 500,000 suburban homes have 
been built since the war. 

At the end of June, there were 
75,684 units in various stages of 
construction, or 18% more than the 
64,262 at the same time a year be- 


The Enigmatic 


Most marketing men know that 
Canada is officially bilingual, that 
the French market is huge, profit- 
able and approachable only in dif- 
ferent terms from those used else- 
where in Canadian marketing. 
The market is centered in the 
province of Quebec, largest of the 
provinces geographically (532,860 
sq. miles), second in population 
(around 4,500,000), and second in 
retail sales. Its queen city is the 
great seaport of Montreal, whose 
metropolitan area population is 
estimated at 1,814,064, a growth of 
30% since 1951. But perhaps Que- 
bec, capital of the province, comes 
closer to the true tone of the peo- 
ple; it is the fifth largest metro- 
politan area of the Dominion, has 
grown 15% since 1951, but still 
retains its touch of the colonial 
glories of France, and the sombre 
and pervasive influence of the 
church upon the lives of the people 
is more evident than in gay and 
cosmopolitan Montreal. 


® Canadian marketing men have 
watched outsiders try to move into 
the French market with an at- 
titude somewhere between a snick- 
er and a sob. Many agencies—and, 
of course, the media reaching the 
market—are quite expert; still 
other agencies, otherwise com- 
pletely competent to handle Can- 
adian marketing problems, retain 
specialists on the French market— 
not only to handle problems of 
translation and illustration, but to 
advise on policy and strategy and 
idiomatic concepts. 

It is a market of great growth. 
In the Financial Post’s estimate of 
population growth by provinces, 
only booming British Columbia 
showed a higher percentage of 
growth than Quebec. It has a third 
of the country’s recorded water 
power sources; it has vast new 
mineral resources including the 
Quebec-Labrador iron deposits 


| 


French Market 


be among the richest of the world; 
it is the heart of Canada’s bcom- 
ing pulp and paper industry. Yet 
per capita income is lower than in 
the Prairie provinces or British 
Columbia, and is in fact lower than 
the all-Canada average by 17%. 


® Where the population per car 
is 4.4 in Ontario or 5.6 in Alberta, 
it is 9.7 in Quebec. This reflects 
the paradox of the Canadien. He 
lives in a rich country amid boun- 
tiful resources, and his numbers 
are growing. But because he does 
not have a lot of money, and typ- 
ically has a large family to stretch 
his paycheck over, he is frugal, 
wary and cautious. 
Thus he loves the large, farmtiy- 
size package, the two-for-one deal, 
the premium. He is a fami'y man; 
his family and his church have 
first place in his thinking. Home 
entertainment, and a life ceniered 
in the home, is the rule. He does 
not take kindly to mandates, in- 
cluding those of advertisers. He 
has a reputation for being tradi- 
tion-conscious; it is said of some 
products that once they had 
achieved loyalty in the French 
market, nothing could blast thein 
from their position. He was an 
avid radio listener; he promises to 
be just as dedicated a tv addict, 
but he tends to prefer shows 
couched in his language and ori- 
ented to his life and his goais. 
“La Famille Plouffe,” a radio 
show moved over into tv, attracted 
81% of all French viewers in Mon- 
treal (it had a nine-point rating 
in Toronto, about equal to Liber- 
ace); hockey games have been 
shifted in Quebec to avoid con- 
flicting with it. Yet, extended to 
the rest of Canada, its results were 
generally disappointing. Again, us 
more than one market-wise Cana- 
dian has said, to sell the French 
market you must understand it, 
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year, that capital expenditures on 


_construction would be in the 


neighborhood of $4,064,000,000. 


Outlook: Sunny 


For most of the reasons cited 
here, and a good many others, 
Canadians are tremendously con- 
fident about the future of their 
country. They point out that Can- 
ada’s gross national product grew 
more rapidly, proportionately, than 
did the U.S.’s in the first quarter of 
1955. 
They acknowledge the difficul- 
ties of being a trading nation in 
a world where trade is becoming 
ever more difficult, just as they 
acknowledge the difficulty of be- 
ing jammed up against an indus- 
trial colossus whose mass produc- 
tion techniques and economies are 
the industrial wonder of the world. 
Nevertheless, Canadians remark 
with relish that while the U. S. 
economy was doing a little read- 


Ihe Financial Post 


and what holds true in it may not 


which when fully developed will 


hold for the rest of Canada. 


By provinces, the score looked 
like this: Ontario and Quebec, the 
two most populous provinces, led 
the way. Ontario starts were up 
16% to 22,329 for the half year, 
and completions were up 31% to 
22,484; Quebec was up 30% in 
starts to 17,148 and completiors 
were up 29% to 14,246. In the Ma- 
ritimes, starts were up to 2,271 
from 1,251, and completions from 
1,493 to 1,704 in the first half of 
1955. Newfoundland was off, al- 
though units under construction 


fore. 


were up 3%. 


The Prairie provinces showed 
gains in June but the starts for 
the half-year were down 2% to 
8,029, although completions were 
up by 7% to 8,301. In British Co- 
lumbia there were spectacular 
gains: half-year starts rose 90% 
to 7,873, and completions jumped 
39% to 5,194. The number of units 
under construction in British Co- 
lumbia at the end of June was 
10,322, up 64% from a year ago. 


s This growth bore out the predic- 
tion, made at the beginning of the 
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tising! 


“...IN MONTREAL, YOU NEED CFCF-RADIO!” 


This radio station started in 1919—CFCF 
gives you sound experience! This radio sta- 
tion has consistently maintained a large au- 
dience—CFCF gives you sound judgment! 
This radio station has, through client appre- 
ciation, constantly added to the volume of 
advertising—CFCF gives you sound adver- 


CFCF gives you excellent studio facilities . . . 
a lively, creative staff . . 
promotion. Try us, in Canada’s largest city. 


. and strong local 


IN U.S.A., WEED & CO. 


MONTREAL 


IN CANADA, A.C.R.F. 


serves you best 


The Post is Canada’s 

most authoritative business 
weekly newspaper. Edited by 
skilled specialists, it is read by 
leading executives in widely 
varied fields across Canada, 
has an overflow circulation in 
all 48 of the United States. 


The Post’s average net paid 
circulation is at an all-time 
high of over 59,000—more 
than the combined circulations 
of the next four publications 
in its field, 


With 2.64 readers per copy 
(Gruneau Research), The Post 
now serves a total audience of 
nearly 156,000 in business, 
government, professions. 


Post ad linage is greater than 
any weekly publication in 
Canada. In 1954, The Post 
carried 2,720,418 lines of 
advertising from more than 
3,000 firms and individuals. 


You will find further details 
in “Post data”, an N.1.A.A. 

presentation. A copy will be 
sent promptly upon request. 


The Financial Post 


Canada’s foremost business newspaper 
481 UNIVERSITY AVE., TORONTO 2 
1242 PEEL STREET, MONTREAL 2 


West Coast Representatives in the U.S.A.: 
Duncan A. Scott & Co., San Francisco & 
Los Angeles 
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Colossus: in Canada 


Canada is a big country. Population-wise, however, it just about 
equals New York State. But Canada’s 15,000,000 people enjoy the 
highest average family income of any country in the world except 
the United States. They spend more money in retail sales than all of 
New England combined. And here is where Canada is unique. De- 
spite its vast territorial size, the bulk of its population is concen- 
trated in urban centres. 


Which brings us to WEEKEND Magazine. 


This Colossus of the media field in Canada—which provides 
readers with a beautifully-printed, expertly-edited color gravure 
magazine—is distributed by 28 Canadian newspapers from coast to 
coast as part of their regular week-end editions. Total net paid cir- 
culation in 1956 will be 1,450,000—a whopping 500,000 more than 
any other magazine in Canada. On a population ratio, WEEKEND’s 
circulation is equivalent to twenty-two millions in the United States. 


With WEEKEND you can blanket the all-important urban 
markets, for 75% of its circulation is concentrated in those areas 
that account for 78% of Canada’s total retail sales . . . and retailers 
read WEEKEND for it is part of their home-town newspaper. 


WEEKEND offers the largest single magazine audience ever as- 
sembled in Canada to which advertisers can tell their story every 
week in color, monotone or through the color comics. 


WEEKEND not only has, by far, the largest circulation of any 
publication in Canada, it has the lowest color page cost in the Eng- 
lish magazine field. Small wonder that WEEKEND tops all other 
magazines in Canada in advertising dollar volume. 


Represented in the United States by O’Mara & Ormsbee Inc., New 
York, Detroit, Chicago, San Francisco and Los Angeles. 


1,450,000 
NET PAID 


a 


‘MAGAZINE 


EVERY WEEK 


Published as part of the week-end editions ef the following Canadian newspapers. 


CALGARY Albertan MONCTON Times & Transcript ST. JOHN'S, NFLD. Telegram 24 
CORNERBROOK,NFLD. Western Star MONTREAL Star SUDBURY Stor 
EDMONTON Journal (Jan. 7, 1936) MOOSE JAW Times & Herald SYDNEY Post-Record 

FORT WILLIAM Times-Journal OTTAWA Citizen TIMMINS Press 

HAMILTON Spectator PETERBOROUGH Examiner TORONTO Telegram 

KINGSTON Whig-Standard PORT ARTHUR News-Chronicie VANCOUVER Sun 

KIRKLAND LAKE Nerthern News PRINCE ALBERT Daily Herald VICTORIA Times 

LETHBRIDGE Herald QUEBEC Chronicle-Telegraph WINNIPEG Tribune 

LONDON Free Press SAINT JOHN Telegraph-Journa! THE STANDARD 

MEDICINE HAT News & Times-Globe 
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The biggest single selling force in Canada 
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Do you. buanthat 


- +. On an average weekday, 
51% of the English house- 
holds in Montreal receiv- 

ing the Star, receive no 
other paper. 


More interesting facts on the Mont- 
\ real Star's exclusive coverage will 
y be found in the Star's latest market 
\ Study. Ask your nearest O'Mara 
-and Ormsbee office for a compli- 
mentary copy. 


The Montreal Mar 


Represented nationally by O’Mara and Ormsbee Inc. 


justing of its own, the Canadian 
economy and financial structure 
stood firm. Their boom is em- 
phatically their boom, no one 
else’s. They have the keen reali- 
zation that they are blessed with 
frontiers for expansion, unbeliev- 
able natural resources, and the 
technical know-how and financial 
facilities for exploiting them. 


® There is in the Canadian na- 
tional character a polite and steely 
will to independence, both polit- 
ical and economic. After decades 
of waiting to build the St. Law- 
rence Seaway in collaboration 
with the U. S., Canada was pre- 
pared to do it herself; this deter- 
mination no doubt had its part 
in bringing the U. S. to its ultimate 
decision. 

It is evidenced in a Massey Re- 
port which dwelt grimly on the 
spectre of “cultural annexation,” 


in the insistent interest in acquir- 
ing stock holdings in foreign-con- 
trolled companies operating in 
Canada, and in growing unrest at 
union operations which Canadian 
business men feel are engineered 
from south of the border. 
Because a trading economy is a 
vulnerable economy, they view 
with distrust the ambiguous ap- 
proach of the U. S. to the hard 
realities of tariffs and quotas. 
They are heartened by the views 
of American business men like 
Henry Ford II, and the cheery 
voices of various Washington 
spokesmen, but actions like the 
Swiss watch tariff increase, and 
the more recent boost on imported 
bicycles are looked upon as being 
detrimental to international trade. 


® It is a little like a worn motion 
picture, Canadians feel—there are 
times when the action and the 
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Complete 
sell-out through 
tie-in with 
national ad! 
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YOU GET ACTION 


WHEN YOU ADVERTISE IN 
A SOUTHAM NEWSPAPER ite £2't inion 


THE HAMILTON SPECTATOR REALLY SELLS IN HAMILTON! 
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Mr. John Franklin, Advertising Manager, 
Hamilton Sewing Machine Supply 
Company, Hamilton, has this to say about 
hooker advertising: 


“‘We thought you would like to hear about 
the amazing results obtained from a 
‘hooker’ to the national ad which 
appeared in The Hamilton Spectator on 
December 8th. This was the only adver- 
tising we did for the NECCHI ‘BERNINA’ 
machine, and yet we were completely sold 
out of our entire Christmas stock by the 
middle of December.” 


EVERY 


DAY 500,000 FAMILIES 


READ A SOUTHAM NEWSPAPER 
In every Canadian city where a Southam 
Newspaper serves, you'll discover the 
Southam paper leads in what people want 
from a newspaper—news coverage both 
local and international. Take a second look 
and you'll discover Southam Newspaper 
readers are the cream of the crop—repre- 
senting the real buying power. 


When you’ve got something to tell—use a 
Southam Paper to sell! 


TORONTO MONTREAL 

The Southam Newspapers § The Southam 

388 Yonge St. 1070 Bieury St. 

K. L. Bower, Manager J. C. McCague, Manager 

GREAT BRITAIN UNITED STATES 

F. A. Smyth Cresmer & Woodward Inc. (Can. Div.) 


- New York, Detroit, Chicago, 
San Francisco, Los Angeles, Atlanta 


THE HAMILTON SPECTATOR 


OTTAWA 
CITIZEN 


HAMILTON 
SPECTATOR 


WINNIPEG 
TRIBUNE 


CALGARY 
HERALD 


MEDICINE HAT 
NEWS 


EDMONTON 
JOURNAL 


VANCOUVER 
PROVINCE 
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Advertising Age, October 10, 1955 


Top 15 Canadian Markets 


Retail Sales 

Sales % 
City Retail Sales of Canada 
1. Toronto $1,469,945,000 12.1 
2. Montreal 1,432,507,000 11.8 
3. Vancouver 658,878,000 5.4 
4. Winnipeg 392,254,000 3.2 
5. Ottawa 297,994,000 2.5 
6. Hamilton 268,008,000 2.2 
7. Edmonton 251,729,000 2.1 
8. Quebec 228,193,000 1.9 
9. Calgary 208,878,000 1.7 
10. London 155,337,000 1.3 
11. Windsor 152,412,000 1.3 
12. Halifax 143,725,000 1.2 
13. Victoria 114,461,000 =—1.0 

14. St. John’s, 
Nfld 74,952,000 6 

15. Saint John, 
N.B. 69,459,000 6 


These 15 markets represented, in 
1954, slightly less than half the 
total retail sales of Canada. 
Source: Toronto Daily Star, from 
1955 Sales Management Survey of 
Buying Power. 


sound just don’t match. 

And among Canadian business 
men—and editorial writers—there 
is deep concern over the future 
policy of the U. S. in regard to its 
tremendous agricultural surplus- 
es. In a nightmare, these observers 
see the U. S. hellbent for the days 
of Smoot-Hawley, and dumping 
the surpluses for whatever they 
will bring on the world markct. 
Fortunately, nothing like that is 
likely to happen—but just the 


The Growth Markets 


Metropolitan Pop. % Growth 
| Area Est. since ’51 
Montreal 1,814,064 30.0 
Toronto 1,250,773 11.9 
Vancouver 635,040 19.7 
Winnipeg 382,000 7.9 
Quebec 316,101 15.0 
Ottawa 304,500 8.0 
Hamilton 275,000 5.9 
Edmonton 214,691 24.0 
Windsor 180,361 14.4 
Calgary 177,300 27.5 
Halifax 137,000 2.3 
London 135,000 11.1 
Victoria 112,300 7.7 
Saint John, N. B. 80,000 2.1 
St. John’s, Newf. 70,000 3.3 


These 15 markets represent ap- 
proximately 40% of the total pop- 
ulation of Canada. Source—Finan- 
cial Post “Business Year Book— 
1955” 


fact that it could is enough to 
make any international trader 
blanch. 

But if this view conditions the 
outlook of Canadian business men, 
it fails to preoccupy them. The 
prevailing atmosphere among 
marketers in Canada is one of tre- 
mendous optimism; they live in a 
young, vigorous and dynamic 
economy. Their retail sales are 
shooting up faster than those of 
the U. S.; the roads outside their 
cities are lined with the bluechip 
industries which have come to 
Canada to stay; and they have un- 
limited faith in their future. 


Prescolite Names O'Rourke 

John O’Rourke Advertising, San 
Francisco, has been appointed to 
direct all advertising and publicity 
for Prescolite Mfg. Corp., Berkeley, 
national distributor of residential 
and commercial lighting fixtures 
and lamps. Campaign plans call for 
promotion to architects, builders, 
electrical contractors and whole- 
salers. 


Guild Wines Buys Radio Time 
Dancer-Fitzgerald-Sample, San 
Francisco, has launched a 10-week 
saturation schedule over KGIL, 
Los Angeles, on behalf of Guild 
Wines. The campaign calls for 30 
announcements a week for the 10 
weeks, which started Oct. 2. 
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How Canadian Pacific | 


Promotes Its Services 


(Continued from Page 67) 
confederation of the new dominion, 
about 47% of its common stock is 
held in the U.S.; some 19% of 
CPR’s 21,000 miles of track are in 
the U.S.; and the bulk of its $2,- 
000,000 advertising—or about 60% 
—is spent in the U.S. to build U.S. 
traffic. ; 

And few companies have had so 
intimate a part in their country’s 
history as has the Canadian Pacific. 
As was said earlier, it was born 
out of a promise to provide British 
Columbia with a transcontinental 
link to the cities of the East. In 
the process, the railroad literally 
had to build its market. For in- 
stance, Vancouver—now the third 
largest city of Canada—wasn’t in 
existence when the line was built. 
Winnipeg, the fourth largest city, 
with 373,000 population, had 25,000 
citizens when CPR hit the town in 
1881. Over the years from 1881 to 


1945, CPR spent more than $130,- | 


000,000 in immigration, coloniza- 
tion, land settlement, irrigation and 


other works. It still has an active) 
office of colonization. In the proc-| 
ess, nearly 800 towns in the three} 


prairie provinces were laid out 
along the tracks, and some $16,- 
000,000 in town lot sales were made 
between the time the railroad 
started and 1946, not counting the 
city of Vancouver. 


® In other words, the CPR not 
only served its market, it made 
its market. And while the popula- 


tion of the country has nearly| 
quadrupled since the railroad was| 


completed, CPR continues to be 
vitally interested both in building 
the agriculture of Canada, and in 
attracting industry along its lines. 
Some 5,000 industrial companies 
have located plants along CPR 
lines in the past eight years, and 


Long before The Canadian 
made its initial run on April 
24 of this year, CPR’s public 
relations department and its 
agencies in the U.S. and Canada 
had been pouring on promo- 
tional fuel. Some 500,000 Ca- 
nadians turned out along the 
3,000-mile route to see history 
in the making, as The Canadian 
clipped 16 hours off the Mon- 
treal-Vancouver run. 

Here’s how the advertising 
went: It started in the U.S. in 
the fall, going into 35 dailies 
for about 12 insertions, and the 
list was stepped up from March 


Canadian Pacific presents Canada’s first and only 
stainless steel Scenic Dome streamiiner 


to June with 192 dailies getting 
15 insertions. 

In Canada, 44 dailies were 
used, with an average of 21 in- 
sertions. Also, 450 weeklies 
were used, with each getting an 
average of four insertions. 


® In the U.S., magazine adver- 
tising was kicked off with a 
color spread. Weeklies got four 
insertions, monthlies_ three. 
Fifteen general and farm mag- 
azines, five travel business pa- 
pers and 20 teachers’ magazines 
were on the list, as well as 12 
Canadian magazines. 

Posters of The Canadian ran 
to 6,500 copies and were dis- 
tributed world-wide, along 
with 1,500 show cards. Individ- 
ual dome car displays went to 
all major traffic offices in Can- 
ada and the U.S., with three-di- 
mensional displays going to 
CPR offices abroad. All sta- 
tions and offices from coast to 
coast had a special “Canadian” 
pennant for the inaugural run. 

Seven pieces of literature 
were made for the trip itself: 
an announcement folder, a 


‘The Canadian’ Promotion 


‘The Canadian 


system map, a dual set of trip 
booklets (“Eastbound Across 
Canada” and “Westbound ...”’), 
an equipment folder, Canada by 
Canadian Pacific, and a deluxe 
souvenir booklet. Dining cars 
and hotel menus had the spread 
ad shown here. 


= Vogue engineered an effec- 
tive merchandising tie-in with 
The Canadian. Ed Telfer of the 
magazine’s sales staff suggested 
the possibility of a tie-in to 
CPR and Budd Co. (which 
built the train) in the fall of 
1953. In February of 1954, Budd 
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and CPR gave Vogue the nod. 
The result was a “Land Cruise 
Vacation” feature in the April 
15 issue of Vogue, an issue that 
carried 22 pages of advertising 
from fashion sources, retailers, 
and heavy industry (Budd, U.S. 
Plywood, Allegheny, SKF In- 
dustries, Crucible Steel, et al.), 
coupled with 11 pages of edi- 
torial coverage of a luxury 
train vacation across Canada. 
Some 9,650 Vogue copies were 
banded for Canada, and news- 
stand sales jumped 28.4%. 
Vogue-Canadian promotions 
were lined up in 112 U.S. and 
Canadian department § stores, 
and 38 of them held fashion 
shows. 
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® The promotion’s peak was a 
fashion show sponsored by the 
Budd Co., Canadian Pacific 
and John Wanamaker at the 
Bucks County Playhouse, New 
Hope, Pa., in which a train of 
Canadian cars transported 400 
guests, industrial and fashion 
leaders, and reporters, tv and 
newsreel men for a_ fashion 
show on April 15. 


. 
R 


Leiss Sarasohn Salvesen 


IN THE U.S.—The Canadian Pacific account group in 
Kenyon & Eckhardt surrounds v.p. Anderson F. 
Hewitt, who is account supervisor. In the group are 
Frank Leiss, media buyer; Alvin Sarasohn, associate 


in 1954 some 800 new industrial 
locations were snapped up by com- 
panies on CPR rights-of-way. 

During the war, CPR handled 
138 billion ton miles of freight, 
and 12 billion passenger miles, of- 
ten working at peak loads four or 
five times normal volume. Its rail- 
road shops built army tanks, en- 
gines for corvettes and frigates, 
naval guns and gun mounts, anti- 
submarine devices and fire con- 
trol equipment. At the same time, 
of the company’s prewar fleet of 
18 vessels, all were engaged in 
military service: 13 of them, in- 
cluding the liners Empress of Bri- 
tain, Empress of Asia, Empress of 
Canada, Princess Marguerite, the 
Duchess of York, the Duchess of 
Atholl and the Montrose, were 
sunk. Rebuilding the fleet has tak- 
en time, and the additions of new 
ships to CPR’s red and white 
checkered flag fleet are more 
proudly welcome because of the 
way in which their predecessors 
were lost. 


® There, briefly, is the “product” 
—let’s consider the methods used 
in selling its many services. 

There are twin nubs of the sell- 
ing operation: 

One is the worldwide net of CPR 
traffic and freight agents: 60 of- 
fices in Canada, 27 in the USS. 
and Alaska, 9 in the British Isles, 
6 in western Europe, plus 29 rep- 
resentatives in Europe and the 
Near East, 13 in the Antipodes, 11 
in the Orient, 3 in the Caribbean, 
in South Africa, and 1 in Hawaii. 

The second is the 107-man pub- 
lic relations department which su- 
pervises advertising and promotion 
for the far-flung system—a dozen 
public relations offices and adver- 
tising, publications, display, photo, 
motion picture, and a host of other 
divisions and bureaus. 


® The advertising and public re- 
lations functions of the company 
are welded in a single department. 
This is not uncommon transporta- 
tion procedure, and it enables CPR 
to bring all its promotional forces 
to bear on a problem at once. It 
also enables CPR to keep abreast 
of public relations and promotion- 
al problems up and down its 
worldwide lines. 

Every Tuesday morning, John 
Edgar March, manager of the de- 
partment, holds a meeting of all 
supervisors. At the meeting he re- 
lays the views of CPR management 
on various promotion problems, the 
supervisors chip in with what’s 
new in their areas, and the reports, 
suggestions and requests of the 
CPR public relations and adver- 
tising men out on the line are re- 
ported and digested. From the 


weekly meeting comes a recorded 


Newsom 


report. Does the Chateau Frontenac 
want a new display for a real es- 
tate convention arriving in six 
weeks? Into the report it goes, and 
the display will be on the way. In 
the report is the latest dope from 
the CPR man keeping an eye on 
the launching of the Empress of 
Britain on the Clyde; there also 
is a note from Vancouver that 
certain tv shows are available for 
good interview spots; and there 
is a request for advice on whether 
CPR is interested in taking adver- 
tising in a souvenir program. 


w The weekly session enables the 
CPR promotion men to stay in 
touch with each other and with 
their operatives elsewhere. Another 
service comes from the “reports 
section.” Among the reports turned 
out is a tightly-written analysis of 
newspaper coverage and comment 
all along the CPR line, plus news 
reports filed to the section from 
CPR offices all over the world by 
telegraph, teletype and cables. The 
offices are encouraged to report 
whatever they think might be of 
interest to CPR, and it is sifted, 
analyzed and digested in the week- 
ly report. 


® This intelligence service is main- 
tained because CPR needs to know 
what’s going on. The multitude of 
reports the system employs have a 
point. For instance, passenger 
agents and hotels file a monthly 
report on sales and registrations. 
This means that CPR’s advertising 


Hewitt Baldwin 
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copy supervisor; Clifford Salvesen, 
E. W. (Red) Newsom, v.p. and account executive; 
William Baldwin, art director; William Rienecke, 
v.p. and art supervisor; Dean Coords, copywriter. 


Coords 


coordinator; 


have one of the best-defined tar- 
gets in all advertising to shoot for. 
From these reports, (1) they know 
who stays at the hotels and who 
travels on their lines; (2) they 
know how long they stay or are in 
transit; (3) whether their visits 
were business or pleasure; (4) 
whether their families were with 
them; and (5) how they came and 
went. 

In consequence, CPR can rank 
fairly quickly the U.S. cities from 
which its passenger traffic comes, 
and its media list is based on 
known origination of fares. Simi- 
larly, its hotel advertising goes 
where it knows registrants have 
come from. 


® Besides its media advertising, 
the monthly reports enable the pas- 
senger agents in various cities to 
do a more efficient direct mail job. 
The passenger agent in any city 
knows who from his area has 
stayed in a CPR hotel, or taken a 
cruise on one of its ships, and he 
keeps his list current. He works 
on the theory that a buyer of one 
of CPR’s services may be in the 
market for another, and while he 
concentrates on repeat business, he 
also keeps pushing other facets of 
CPR’s mammoth transportation en- 
terprise. 

His direct mail expenditure, in- 


| 
| 


| 


cidentally, is charged to the in- 
dividual office budget, not to the 
over-all CPR advertising budget. 
However, much of the material 
used in the agents’ mailings is pro- 


section, and CPR’s agencies, may duced by the advertising section 


McKeogh Dennis 


Morrison Dunlevy 


CANADIAN AGENCY—Here is the account group at McKim Advertising 

responsible for the advertising of Canadian Pacific’s rail, airline, 

hotel communications and financial facilities: R. E. McKeogh, cre- 

ative director; C. D. Dennis Jr., account supervisor and McKim’s 

Montreal manager; D. D. Morrison and R. J. Dunlevy, account ex- 
ecutives. McKim has handled CPR since 1908. 
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THE 
SOUTHAM NEWSPAPERS 
GIVE YOU SALES ACTION 

IN CANADA! 


Aun 


Z 
VANCOUVER CALGARY OTTAWA 
PROVINCE HERALD CITIZEN 
EDMONTON MEDICINE HAT HAMILTON 
JOURNAL NEWS SPECTATOR 


The Southam Newspapers have created an enviable record of 
sound, unbiased journalism; accurate and fast news coverage; very real service to the 
communities of which they form an integral part. 


Automatically this combination of integrity and service helps to make advertising in the 


Southam Newspapers more potent . . . helps to get 
the most sales action for your advertising investment. 
TORONTO GREAT BRITAIN 
The Southam Newspapers F. A. Smyth 
388 Yonge St. 34-40 Ludgate Hill 


K. L. Bower, Manager London, E.C. 4, England 


MONTREAL 
The Southam Newspapers 
1070 Bleury St. 
J. C. McCague, Manager 


UNITED STATES 
Cresmer & Woodward Inc. (Can Div.) 
New York, Detroit, Chicago, 
San Francisco, Los Angeles, Atlanta 


YOU GET SALES AC7T/ON WHEN YOU ADVERTISE IN 


THE 
SOUTHAM 
EWSPAPERS 


and charged against it. 

The agents perform another ad- 
vertising service: They report, 
quickly on initial response to gen-_| 
eral advertising. In this way, the) 
CPR promotion department has a 
quick and accurate idea how any 
new campaign, or advertising for | 
a new service, is pulling. 


CPR’s Advertising 


The advertising secticn of the 
department of public relations, 
with regional advertising represen- 
tatives across Canada, works with 
two major agencies in the Domin- 
ion and the U.S.: McKim Adver- 
tising Ltd., which handles CPR 
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‘various services in the U.S. Ac- 
cordingly, about 60% of CPR’s ad- 
_vertising is spent in the U.S., and 
passenger traffic for the railroad 
‘is the most important objective. 
Roughly 60% of CPR’s advertising 
budget goes for the promotion of 
passenger traffic, with the remain- 
ing 40% being divided as follows 
in declining magnitude: Steamship 
passengers, airlines-hotels (about 
on par), communications, travelers’ 
cheques and foreign remittances, 
industrial development advertising, 
express services, and miscellane- 
ous. Into miscellaneous fall such 
diversified advertising chores as 
classified ads for summer hotel 
personnel, land tenders, etc. 

In the United States, the classic 


advertising in Canada and for the | pattern of CPR promotion is an in- 
Airlines on the West Coast of the|tensive drive from March through 


U.S., has been on the account since | 


June. This is the heaviest period 


1908; Kenyon & Eckhardt has had} of U.S. reservations aboard trains 


the account for the 25 years the 
agency has been in existence—it’ 
is in fact K&E’s oldest client. It 
also works with Honig-Cooper on 
West Coast advertising, and with 
several others abroad, as shown in| 


the accompanying “agency lineup” | 


table. 


® The first objective of CPR ad- 
vertising is to build traffic for the 


and in the hotels. For the past five 
years, CPR has been edging slow- 
ly into “off-season” promotion, 
now has advertising going in the 
September-November period. 
Summer traffic for 55 was up sub- 
stantially, off-season is expected 


‘to rise. 


® The backbone of the promotion 
effort in the U.S. is $500,000 ear- 


The CPR: Romance and Philosophy 


It is difficult to write about the 
Canadian Pacific Railroad without 
including some of its fantastic and 
exciting past. In the first place, it 
was born because British Columbia 
refused to confederate unless it was 
assured of a transcontinental line, 


and because the Canadian govern-| 


ment was convinced that British 
Columbia would fall to the U.S. 
unless some kind of transportation 
link were welded. 

Its financing was difficult. The 
London Truth, a financial weekly, 
said in September, 1881: “The Ca- 
nadian Pacific Railway will run, 
if it is ever finished, through a 
country frostbound for seven or 
eight months in the year, and will 
connect with the western part of 
the Dominion a province which 
embraces about as forbidding a 
country as any on the face of the 
earth ... British Columbia is a bar- 
ren, cold mountain country that is 
not worth keeping...Fifty rail- 
roads would not galvanize it into 
prosperity.” 


® Although it had overtones of na- 
tionalism, the road was to be built 
in large part by two Americans. 
One was James Hill, who with- 
drew in a dispute about routes 
(he wanted the road to pass south 
of Lake Superior in the U.S.); the 
second—Hill’s choice to oversee the 
job—was William Cornelius Van 
Horne, who saw the road through 
to completion, served as its second 
president, and became eventually 
Sir William, K.C.M.G. 

Six adventurous millionaires, 
$25,000,000 in cash, 25,000,000 acres 
of western land, and a 20-year ex- 
emption from taxation put it into 
business. They were $27,000,000 
over their budget and facing ruin 
when Louis Riel staged his rebel- 
lion in Saskatchewan, and Van 
Horne raced 4,000 troops from Ot- 
tawa to Winnipeg over his still- 
uncompleted right-of-way to quash 
the rebellion, and dramatically il- 
lustrate what the railroad could do. 
The government ponied up $35,- 
000,000; the road went through. 


® Canadian Pacific had a hand in 
the discovery and exploitation of 
the rich coal fields of Crow’s Nest 
Pass, and it sponsored the growing 
of fruit in southern British Colum- 
bia. It was fortunate—because the 
depression of 1893 smashed the) 
grain market and destroyed the| 
market for eastern merchandise in 


the West. At the same time, floods 
put the Fraser Canyon route out 
of operation for 41 days (cost to 
CPR: $500,000) and the railroad’s 
salaries were first reduced, then 
suspended for four months. CPR’s 
dividend was passed for the second 
half of 1893. It was a thin time, 
but after 1895 (a year in which 
CPR common—$100 par—sold for 
$33), with a preferential tariff es- 
tablished by Britain, and a new 
rush of immigrants to Canada, the 
company was on solid ground. 

Its competition (there are 
stretches where two rights-of-way 
run side by side) crashed during 
the first World War. Where Cana- 
da had 18,100 miles of railway for 
5,370,000 inhabitants in 1901, or 
one mile for each 300 persons, it 
had 40,384 miles for 7,500,000 in- 
habitants in 1916, or a mile for each 
185 persons. (The U.S. average was 
then 400 persons per mile.) Can- 
ada was overbuilt; the rail lines 
collapsed, and in June, 1919, Ca- 
nadian National Railways came 
into existence. 


® Competing with one’s govern- 
ment is never easy. The late Sir 
Edward Beatty, who was president 
of CPR from 1918 to 1942, once 
succinctly summarized CPR’s ap- 
proach to the problem: “Political 
intrigue and machination of any 
kind is not our policy. We live by 
the sale of transportation.” 

He also said, on a different oc- 
casion, that when he took office, 
“It struck me that I might make an 
earnest effort to convince the 
people of Canada that while the 
Canadian Pacific was a very suc- 
cessful railway, steamship, colo- 
nization, hotel and development 
company, it was and would con- 
tinue to be one of the best citizens 
of Canada.” 

Being a good citizen has meant 
different things at different times: 
the sale of the first $25,000,000 of 
CPR stock realized only 40 cents 
on the dollar, but the road was 
built; in the savage winter of 1942- 
43 the mercury hit 54 below at 
White River, there was a nine- 
foot snowfall, and the communi- 
cations department battled 2%4”- 
thick ice on the lines, but the road 
was kept open; and during the last 
war more than 20,000 CPR people 
were in the armed forces, and the 
| company and its personnel sub- 
scribed $204,719,000 in the nine 
‘Canadian victory loan drives. 
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FIRST AD—Here is what is believed 
to be the first ad ever run by 
Canadian Pacific, in newspapers of 
June 28, 1886. It was revived this 
year, and used as part of the ad- 
vertising announcing the new 
streamliner, The Canadian. 


marked for magazines. Second 
largest medium is newspapers— 
currently on CPR lists are 192 U.S. 
dailies, averaging 15 insertions 
each, with a total circulation of 
about 40,000,000. In addition, CPR 
uses travel trade publications, rail- 
way trade publications, and a 
special campaign in outdoor maga- 
zines. The total expenditure is $1,- 
000,000. 

In Canada, CPR uses quite dif- 
ferent strategy. There the promo- 
tion tends to be year ‘round, and 
the backbone is newspapers. CPR 
uses from 30 to 90 Canadian dailies 
with varying frequency, and it 
uses 450 Canadian weekly news- 
papers. 

Similarly, promotion for CPR 
steamships differs in the two coun- 
tries. In the U.S., it’s seasonal, con- 
centrating on summer sailings (al- 
though CPR men say with a wry 
grin that summer sailings now go 
up to November) and most of the 
advertising runs from April 
through July. In Canada, CPR ad- 
vertises steamship service 12 
months of the year, summer sail- 
ings from Montreal, winter sail- 
ings from St. John after Montreal 
is iced in. 


® In the U.S., heaviest promotion 
goes into newspapers of 25 cities 
for the steamships, with the con- 


|cruise ads, usually small space in| winter. They’ve proved to be very 


newspapers, start running in Sep- 
| tember, gain momentum until Jan- 
uary—a few days before the first 


cruise shoves off—and taper to a' 


couple of days before the last 
_cruise leaves in March. CPR’s in- 
|itial notion of cruise promotion was 
to cut the company’s losses over 
'the winter months; in other words, 
it didn’t hope to make money, only 
'to save some otherwise required 
for laying up the ships over the 


profitable. 


CPR’s Hotels 


CPR divides its hotels into two 
classes: resort and metropolitan. 
It originally got into the hotel 
business because it had to provide 
eating and lodging facilities for 
mountain areas where the grades 


were too tough for the dining cars 


of the day. (Unlike U.S. railroads, 
CPR owns and operates its own 
sleeping cars as well as diners.) 
The railroad now operates 17 
hotels, of which eight are resort 
(Devil’s Gap Lodge, Digby Pines, 
Lakeside Inn, Algonquin Hotel, 
Baniff Springs Hotel, Chateau Lake 
Louise, Moraine Lake Lodge, and 
‘Emerald Lake Chalet). The met- 
ropolitan hotels are Cornwallis 
Inn, Kentville, N.S.; McAdam Ho- 
tel, McAdam, N.B.; Chateau Fron- 
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|tenac, Quebec; Royal York Hotel, 
‘Toronto; Royal Alexandra Hotel, 
| Winnipeg; Hotel Saskatchewan, 
|Regina; Hotel Palliser, Calgary; 
‘Empress Hotel, Victoria. In col- 
laboration with the Canadian Na- 
tional Railways it operates the 
Hotel Vancouver through the Van- 
couver Hotel Co. Ltd. 


® Again, newspapers and maga- 
zines carry the load in hotel pro- 
motion in both countries. In some 


Walter 
Kiehn 


customer and YOU! 


centration on the East Coast where 
most of the passports are issued | 
and where the population is heavi- | 
est (although enough traffic comes | 
from San Francisco and Los An-| 
geles so that those cities are on the | 
list). Magazine copy also goes into| 
Holiday, National Geographic Mag- 
azine, The New Yorker and Time| 
for the steamships. 

Because steamship traffic sloped | 
sharply in winter months, CPR) 
went into winter cruises in 1922. | 
It currently operates three cruises | 
out of New York each winter; they 
are of about 16 days’ duration, and 
cover the West Indies and Carib- 
bean. They are promoted in both 
the U.S. and Canada, again on the 
60-40 split basis, and they’ve been 
sold out each year since their re- 
sumption after the war. In fact, the 
advertising has had to be cancelled 
in each year, and in 1955 the ad- 
vertising was called back prior to) 
the first cruise. | 

The general arrangement is that) 


to @ moavfacturer's advertisement. 


DAILY NEWSPAPERS BRING NATIONAL 
ADVERTISING TO THE LOCAL 
LEVEL—THE ACTION LEVEL! 


100% NEWSPAPER ADVERTISER 


Walter Kiehn, Sales Manager of National Hosiery Mills 
Limited of Hamilton, Ontario, makers of Phantom 
hosiery, has this to say about “hooker”* advertising: 
“Our company recently made a complete switch in 

its advertising policy and invited our retail customers to 
tie-in with our own national newspaper advertisements. 


I might say that preliminary results are satisfactory 
beyond our expectations, and a final check-up may show 
that the “bonus” space placed by our customers under 
our own advertisements may average 50% or better.” 


National Hosiery Mills in their recent campaign, 
illustrate the value of dealer tie-ins. When you add the 
power of local dealer listings or hookers to your 
national advertising, everyone benefits—retailer. 


dealer tie-ins! 


COCC CCC OSC CHOCO HEC SCORE OOOO OOO OOOO 


*A hooker gives a local dealer's name and address and is voluntarily appended by him 
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University Avenue, Toronto 1, C 


or better “bonus” impact through | 
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areas the hotels themselves do 
but the bulk 
of it comes from the general budg- 
et. Particular attention is paid to 
among CPR’s hotels 
are some which are seldom without 
a business meeting of some kind 
from January to December—like 


some advertising, 


conventions: 


DIRECT MAIL 


IN CANADA 


Our knowledge of Canadian mar- 
kets is enabling us to serve many 

U. S. Direct Mail eivertidins 
users efficiently and economically 
in the Pinting ~~ of Mailing 
Lists — Printi Letters — Ad- 
dressing way 
Service — Sim tified Householder 
Mailings — Contest Judging — 
Mailing. 


HERBERT A. WATTS LIMITED 
177 King St. West, Toronto 
Canada 
Telephone: EMpire 6-1108 
Branch — Montreal 


Wallace 


Coleman 


the Royal York and the Chateau 
Frontenac. 
The solicitation of the delegates, 


. 
, 


More and more 
Canadians 
are enjoying 


_ upper incomes 


¢ More and more factories— 
more and more better homes are 
going up in Canadian cities. More 
and more men have big-time jobs 
and the income to keep the larder 
well stocked. 


These men can afford more of 
everything, for their businesses 
and their homes. By offering it in 
the Canadian Edition of TIME, 
youreach them mosteffectively — 
through the publication they vote 
their first-choice magazine. 


CLIENTS—Here are the senior executives of the department of public 

relations for Canadian Pacific. H. T. Coleman, assistant manager, 

D. B. Wallace, assistant manager, and W. T. McFarlane, advertising 

supervisor, check a point with J. E. March, manager of the depart- 
ment. 


and catering to their hotel and 
railway travel requirements, sing- 
ly or in groups, is a major effort 
of the Canadian Pacific sales force. 
Not only the convention, but post- 
convention tours are a frequent 
part of the selling package, and 
since the end of the war, CPR has 
maintained a convention traffic 
bureau. 


McFarlane March 


The Airlines 


latest part of the transportation 
empire. It was put together in 1942, 
as a consolidation of ten north- 
south air routes. They were “bush” 
lines; they have since been welded 
into one of the world’s longest air 
routes. 


interested in air transportation, and 
in the early stages of the war 
played a major role in the British 
Commonwealth Air Training Plan. 
It operated six air observer schools 
on a non-profit basis, and was the 
largest civilian organization con- 
nected with the Empire Air Train- 
ing Plan; further, it operated five 
engine overhaul and repair plants 
for the RCAF. And finally—and 
little known—Canadian Pacific ac- 
tually began ferrying bombers to 
Britain in 1940, and operated the 


Canadian Pacific Airlines is the 


CPR, incidentally, had long been 


Advertising Age, October 10, 1955 


When the Canadian Pacific 
Railroad was built in 1885, the 
population of the country was 
less than 5,000,000. It is now 
about 16,000,000, and much of 
the growth is attributable to the 
efforts of CPR, which for 70 
years has been bringing farm- 
ers, colonists and industry to 
Canada. 

CPR’s Department of Immi- 
gration and Colonization has re- 
cruited in the British Isles, Eu- 
rope and the U.S. since 1916. 
The department has a first class 
working knowledge of emigra- 
tion laws abroad, and Canadian 
immigration statutes. It knows 
the Dominion and its opportun- 
ities practically mile by mile. 
In addition, its subsidiary, the 
Canada Colonization Assn., per- 
forms the service to new set- 
tlers of helping them to obtain 
fully or partially-improved 
farms on easy terms and offer- 
ing expert supervision once they 
are operating the farms. 


® The industrial end of the op- 
eration is conducted as avidly, 
and is called the Department of 
Industrial Development. Its ac- 
tivities range from the steady 
advice to industry that “In- 
dustry Prospers in Canada,” to 
a standard “Industrial Survey 
in Connection with Establishing 
a Branch Plant in Canada.” This 


Building the Market 


publication tells the prospect 
about the Canadian market, 
brings him up to date on labor 
legislation, incorporation, tax- 
ation, housing, the banking sys- 
tem, patents, copyrights, bank- 
ruptcy laws and _ anti-trust 
statutes. It also gives him cur- 
rent data on Canadian cities, 
populations, average hours and 
earnings. 


® The department works closely 
with boards of trade across the 
country, with manufacturers, 
engineers, prospectors and the 
government. Its staff of men, 
working from CPR offices, will 
counsel with companies inter- 
ested in moving into Canada. 
The advantages of Canada are 
stressed: abundant minerals, 
cheap hydroelectric power, an 
efficient and numerous labor 
pool; further, with the atomic 
age’s arrival, Canada’s uranium 
stocks and ample water supplies 
are major advantages. 


® Result: in 1954, 49 miles of 
new trackage was laid to serve 
187 of 881 manufacturing, ware- 
housing and distributing busi- 
nesses located on or adjacent to 
the CPR during the year. And 
in the past eight years, more 
than 5,000 industrial establish- 
ments have been located on CPR 
lines. 


ferry service until it was taken 
over by the RAF Ferry Command 
in 1941. 


Vancouver office, and Mr. McCon- 
nachie reports to the board in 
Windsor Station in Montreal. Un- 


The airline routes feeding 65)|like other CPR advertising, the 
communities in Canada, across the! airlines copy in the States is not 
Pacific, over the Pole to Europe,| billed through a U.S. agency but 
and south to Mexico and South|through McKim’s Vancouver of- 
America, have a significant omis-| fice. 

sion: they don’t fly the lucrative} CPA campaigns now run in Hong 
cross-Canada run. That is reserved| Kong, Canada, the western U.S., 
for Trans-Canada Airlines, a gov-| United Kingdom, Holland, Mexico, 
ernment instrument. South America and the Antipodes. 
The new polar route (which is 
® The airline, headed by President | considerably faster for people liv- 
Grant McConnachie, is operated as|ing on the West Coast than flying 
an integrated part of the CPR set-|to New York and flying the At- 
up. It is headquartered in Van-|lantic from the latitude) got heavy 
couver, is handled by McKim’s promotion, as did the new Toronto- 


For the 


FACTS 


on 
FRENCH CANADA 


MARKETS 


French Canada’s No. 1 
Weekend Paper 


274,540 


ABC Publisher's Statement 


6 months ending, March 31, 


1955 
. 


French Canada’s 


Weekend Picture Magazine 
with the feminine viewpoint 


124,665 


6 months ending, March 31, 


1955 


contact 


HENRY DE CLERQUE INC. 


@ NEW YORK 
12 East 41st Street 
LExington 2-3739 


e CHICAGO 
1529 Tribune Tower 
SUperior 7-2290 


@ SEATTLE 
914 Second Avenue 
ELliott 1769 
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Mexico City-Lima run this month. | 

In preparation for the inaugura- 
tion of the polar flight, CPA bought 
space—through McKim—in all 
Vancouver newspapers (1,200 and 
498-line space) plus 13 other Bri-| 
tish Columbia cities. In the U.S., 
the airline used similar space in 
Seattle, Tacoma, Bellingham and 
Puyallup newspapers. 

The flight, sold out through Sep- 
tember, did surprisingly well in 
attracting tourist traffic from San 


owned Associated Screen until last 
year. 


= Similarly, the publications 
branch of the department turns out 
a steady stream of material about 
the railroad and its services and 
the areas it serves. During a typi- 
cal year, some 3,500,000 copies of 
publications are produced. 

The department’s display branch 
produces displays, illustrations, 
posters and office layouts. It su- 


bith s at shod eal Ate = | G) oY 3 . 5 Uplah ee eae Woe, nh ee 
as a ete: ok ae i ae; i f 


pervises a full-scale silk screen 
printing plant which CPR owns, 


of the Canadian Rockies and other 
Canadian landscapes which deco- 
rate the walls of CPR offices and 
travel agencies have their origin 
in the CPR plant. 

Each year, the display depart- 
ment produces about 15 to 20 dis- 
plays of major size, made from 
wood and plastic and lighted for 
window use; in addition, about 100 


smaller displays for windows and 
counters are turned out each year. 
and most of the admired scenes| At the moment, about 800 displays 


are being routed through the CPR 
system in rotation, with periodic 


‘returns to the department for re- 


furbishing and modernization (i.e., 
displays showing CPR trains in the 
Rockies were brought in, and the 
coal-burning locomotives replaced 
by diesels in the pictures). 

In addition, the branch sees that 
the displays are routed to the var- 


77 


ious conventions the railroad is 
overseeing, usually in CPR hotels. 


® The posters of Canadian Pacific 
are an important part of its ad- 
vertising, and they are produced in 
the display branch. About five 
posters a year (1955, with the hea- 
vy promotion of 10,000 posters for 
The Canadian, was an exception) 
are turned out, with a run of about 
1,500 a poster. Up to that limit, 
the company’s silk screen plant is 


Francisco and Los Angeles, and 
subsequent advertising may move 
south to stimulate these important 
markets. 


Communications 


Because CPR operates a com- 
plete telegraph system, and be- 
cause—along with Canadian Na- 
tional Railways—it has a complete 
leased wire teletype service avail- 
able, it does a considerable amount 
of promotion on these facilities. 

CPR and CNR run a magazine 
and newspaper campaign for the 
services and also use street car 
advertising. 

There is no direct competition 
for the service. The stress is placed 


The Agency Lineup 


Here’s the Canadian Pa- 
cific’s complicated agency 
picture, somewhat simplified 
by the fact that McKim has 
been on the account since 
1908, and Kenyon & Eckhardt 
since the late ’20s. 

Canada: McKim Advertising Ltd. 
U.S.: Kenyon & Eckhardt 
Honig-Cooper Co. 
Coast advertising) 
England: Cecil D. Notley, London 
Australia: A. N. White Printing 
Ce., Sydney 
New Zealand: Charles Haines Ad- 
vertising Ltd., Auckland, and sun- 
dry Oriental agencies 
Railways, South America: Gotham- 
Viadimir Co. 
Airlines, Peru and Mexico: Mc- 
Cann-Erickson 
Airlines, Brazil 
Grant Advertising 


(West 


The publication which pays off for 
advertisers is the one for which people pay 
out cash because they want to read it. The 
Star Weekly is this type of publication. 
99.6% of the Star Weekly's circulation is 
bought on a weekly cash basis. It’s the 
highest paid-for circulation of any national 
publication in Canada. 


and Argentina: 


the dime 
makes your advertising 
dollar worth more 


on selling the service, and the de- 
tailed advantages of having leased 
wire teletypes are explained at 
length. 

Somewhat the same philosophy 
prevails in the promotion of the 
express service. No advertising is 
normally run for Canadian Pacific 
Express, except just before Christ- 
mas, when—in collaboration with 
CNR again— Express users are ad- 
monished to get their parcels in 
early if they expect them to be 
around the various addressees’ 
trees on Christmas Eve. Both CNR 
and CPR use financial advertising 
regularly for their travelers’ 
cheques. 


The dime the reader pays for the Star 
Weekly (15 cents outside the provinces of 
Ontario and Quebec) tells you how to invest 
your advertising dollars for increased sales 
returns. Canadians buy the Star Weekly 
each week before they read it. And they 
buy it because they want to read it. Here 
is your most interested big audience in 


Canada. 


And don’t overlook two other big Star 
Weekly advantages: (1) It takes your 
advertising everywhere in Canada—into 
every English-speaking community where 
you can do a selling job. (2) Your 
advertising is better printed in the Star 
Weekly—especially in color. Compare for 
yourself, 


Other Departments 


In this detailed account of CPR 
advertising, it ought to be empha- 
sized that the advertising section 
is only part of the public relations 
department, and that its work is 
tightly interlaced with the other 
sections. 

The motion picture branch, for 
instance, arranges for production 
and distribution of CPR films, of 
which there are currently some 19 
color sound films, ranging in length 
from 11 to 32 minutes, and 13 of 
these are made in special versions 
to fit television requirements. In 
addition, there are 13 silent color 
r films. CPR furnishes organizations 
| these films without rental charge, 
: lends sound projectors on occasion, 
and charges only the shipping cost 
on the film. The film department 
also takes care of CPR’s speakers’ 
bureau bookings. The films are 
made for CPR by Associated 
Screen News Ltd., one of Canada’s 
pioneer documentary and commer- 
cial film makers. CPR, which has 
a penchant for owning things, 


NEW! “MERCHANDISING AIDS for 
Advertisers” — ask 
for your free copy. 


Published at 80 King St. West, Toronto 


Montreal Advertising Office, University Tower 
U.S. Representatives : Ward Griffith Company Inc. 
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SHANNON & ASSOCIATES, Inc. 


Publishers’ Representatives 


CHICAGO SAINT LOUIS ATLANTA 
NEW YORK CLEVELAND SAN FRANCISCO 
DETROIT KANSAS CITY LOS ANGELES 


@ Specialists in Canadian Markets 


The privately-owned Canadi- 
an Pacific competes with the 
government-owned Canadian 
National on the whole trans- 
portation front. There were 
years, before the war and high 
corporation income taxes, when 
Canadian Pacific was the larg- 
est taxpayer in the Dominion, 
and when the government’s 
largest expense was the opera- 
tion of Canadian National Rail- 
ways. 

Norris Roy Crump, 51, be- 
came president of CPR in May. 
He told Railway Age railroads 
must “keep on worrying about 
government ownership, even 
though it is an ancient fear, be- 
cause it is coming as sure as 


Enterprise vs. Instrument 


death and taxes if the railways 


fail to grow, improve and pros- 
per.” Canadian National Rail- 
ways fell into government own- 
ership, not because of ideology 
or popular demand, but “its 
vesting was an act of expedien- 
cy to preserve essential railway 
services which, as then consti- 
tuted corporately, could not sur- 
vive.” Survival, he told Rail- 
way Age, “is the biggest job 
before railway management...” 

Canadian Pacific often oper- 
ates in concert with CNR 
(which runs 60% of Canada’s 
track mileage); the two roads 
operate “pool trains” serving 
both systems, and have used 
joint radio and newspaper ad- 
vertising. 


used; where the run goes above | 
2.000 it is normally switched to) 
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business publications. 


ass Le CO i. 
“WELLINGTON ST. W., TORONTO, 


BUSINESS NEWSPAPERS ASSOCIATION 


It’s impossible 
to sell Canada 


with U.S. 
business 


publications! 


Canada is a national market—actually 
nine major markets—reached only 
through nationally circulated 
Canadian business publications. In 
these markets industry has shown 
thatit prefers to contact the advertised 
Canadian distributor for products 
manufactured outside the country. 
That’s natural because product 
information is available with less delay 
and eventual purchase is made with- 
out import gobbledegock. 


A recent survey of seven groups of 
business and professional men shows 
how valuable they find Canada’s 
national business papers. 


Write to-day for this complete 
¥ Gruneau story of 111 Canadian 


letterpress and sent to outside 
sources. 

The posters cover game, fishing 
and skiing, as well as the rail lines, 
steamships, airlines and the hotels. 
They use the two languages of 
Canada, and Pacificue Canadien 
posters cover French Canada, and 
appear in Spanish and Portuguese 
for South American use. However 
—again the touch of semi-autono- 
my—the airlines do their own post- 
ers in Vancouver. 

The scenic pictures are used as 
giveaways in 20x24” form, and are 
matted and framed. There are now 
24 pictures in the series. Similar 
pictures, only larger (24x30”) are 
made for CPR sales offices, in silk 
screen runs of about 750 each. Re- 
cently the display branch has been 
engaged in redesigning CPR of- 
fices, both in Canada and the U.S., 
to produce something of a family 
resemblance among them. 


Integrated Operation 


One of the important results of 
the integration of public relations, 
advertising, display, publications, 
films and reports in a single oper- 
ating department is that the whole 
force of promotion can be loosed 
on a given project when the com- 
pany wants to concentrate its fire. 

The success of The Canadian 
promotion lay in its planning and 
the breadth and depth of its execu- 
tion. And it was done—on the 
w hol e—economically. CPR men 
were annoyed to hear a rumor that 
$3,000,000 was spent on advertising 
promoting the train. The fact is 
that only about $300,000 in addition 
to normal budget was spent, and 
probably the total expenditure on 
behalf of The Canadian was around 
$1,175,000. Judicious planning 
made possible repeated use of the 
artwork—a Chesley Bonestell 
drawing so accurate in mechanical 
detail it has been mistaken for a 
photograph—and both kept the cost 
low and enabled the railroad to 
benefit from the impression that 
the campaign was much more 
widespread than it was. 


® From a public relations stand- 
point, The Canadian coverage was 
colossal (“first we counted inches, 
then pages, then publications, and 
finally we just weighed it”). By 
the end of April 2,714 publications 
of 127,483,000 circulation had car- 
ried stories, devoted some 54,781 
inches or 2,407 columns to it. And 
the newsreel, radio, ty coverage 
were equally impressive. 

This was the handiwork of the 
public relations department, one 
of Canada’s oldest and largest. Be- 
cause of CPR’s policy ramifica- 
tions in Canada, and its widespread 
international transport operations, 
distribution of stories and pictures 
is a major facet of its publicity 
program. Policy comes from Mon- 
treal headquarters, and is directed 


to Canadian offices at St. John, 
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Quebec, Ottawa, Toronto, Winni- | 
peg, Baniff, and Vancouver. Other | 
public relations offices are located 
in New York and in London, for 
U.S. and United Kingdom coverage. 


® And the department has the tre- 
mendous advantage, from a public 
relations standpoint, of working 
with a company that is tremen- 
dously public relations-conscious. 
Canadian Pacific service and cour- 
tesy are repeatedly stressed—in of- 
ficials’ speeches, in “The Spanner” 
(CPR’s house organ), and in in- 
office indoctrination. The tradition 
of courtesy and service is an im- 
portant one to the company; it is 
an immense and intangible asset, 
and the department of public rela- 
tions is designed to augment it. 


brake 


LEADERS—Raybestos 
lining was picked as the leader in 
the brake lining field for feature 


LINKED 


position in this Berkray Corp. 
trade ad scheduled for Esquire’s 
Apparel Arts and Men’s Wear. 
Gray & Rogers, Philadelphia, han- 
dles Raybestos. Bach Associates, 
New York, handles Berkray. 


Establishing Prestige 
by Association Is Aim 


Bastord Elects Directors | York, will become a “laboratory 


Sasso, v.p.s of G. M. Basford Co., | University this fall when six mar- 
New York, have been elected to. keting and advertising lectures 
the agency’s board of directors. | Will be given by Grey executives 
Mr. Turner, who joined Basford in @t the agency’s offices. A similar 
1945, supervises a group of ac-| lecture series is being planned for 
counts. Mr. Sasso, with the agency the spring semester. 

since 1952, is in charge of public 


relations and publicity. 
Douglas K. Loth, formerly ad- 
Grey Plans Ad Lectures vertising manager for Owatonna 
Grey Advertising Agency, New, Tool Co., Owatonna, Minn., and 


Pollock Names Loth A. E. 


earlier 
Michael J. Turner and John | extension school” for Fordham | 


with Wilson Sporting 
Goods Co., Minneapolis, has been | 
appointed an account executive | 
with David Pollock Agency, Seat- | 
tle. 


Muchnick to Edward Hyman 
Paul Muchnick, formerly divi- 
sional advertising manager of Max 
Factor & Co., has been appointed 
advertising manager of Edward 
Hyman Co., Los Angeles, maker | 
of nurses’ and doctors’ uniforms. 


79 


‘Mahoney Joins Hooper 

James A. Mahoney, formerly 
| with Lennen & Newell, has joined 
C. E. Hooper Inc., New York, as 
an agency and station contact rep- 
resentative. 


Salomon Joins Skye 

Robert Salomon, formerly cir- 
culation manager of Entertaining 
Comics, has been named to a simi- 
lar post with Skye Publishing Co., 
|New York. 


You reach Canada’s Two Biggest Markets 


TORONTO 


Canada’s Richest Metropolitan Market 


¢ Total Retail Sales in 1954 were 
$1,469,945,000 — equivalent to 12.1% 
of total for Canada. 


¢ Population of Metropolitan Toronto is 
now 1,251,300 and growing fast. 


¢ Households number 292,100 and income 


of Berkray Ad Drive 


New York, Oct. 4—Raybestos 
brake linings may look strange in 
clothing ads, but they will appear | 
in a series of business paper ads 
for Berkray Corp., one of the na-| 
tion’s largest producers of | 
and boys’ jackets. 

The campaign is part of a cam-' 
paign to impress store managers | 
and buyers that Berkray ranks | 
among the leading names in the | 
industry. 

“In brake lining it’s Raybestos,” 
the ads in Men’s Wear and Es-. 
quire’s Apparel Arts begin. “In- 
sportswear it’s Berkray.” 

Raybestos was picked, because 
Raybestos brake lining represents | 
leadership in its field, says Carl 
Bristel, account executive of 
Henry Bach Associates, ad agency | 
for Berkray. The brake lining is | 
a product of Raybestos division of | 
Raybestos-Manhattan, Bridgeport, 
Conn. 

Berkray began tying in giants | 
of other fields in 1951 in order to | 
impress the trade with its size in | 
its own field. | 

Since the kick-off, the program | 
has been so successful, Mr. Bristel | 
says, that Berkray has managed to | 
climb to top position in its field. 


® Berkray trade advertising has | 
linked the New York company | 
with such organizations as U. S.| 
Steel, Borden, RCA, Remington. 
Rand, Otis Elevator, Anaconda | 
Copper, Pittsburgh Plate Glass, 
International Harvester, General 
Carrier Corp., General Mills, Alu- 
minum Corp. of America, and 
Maxwell House Coffee. | 

Gray & Rogers, Philadelphia, 
handles Raybestos brake lining 
advertising. Henry Bach Associ- 
ates, this city, is the agency on the 
Berkray account. 


per family averages $6,671. 


. « . When you use The Toronto Daily Star 


ONTARIO. 


Canada’s Richest Provincial Market 


¢ 38% of all Canadian Retail Sales are 


made in Ontario. 


¢ Rich in Farm, Industry, Commerce and 
Mining, effective buying income in On- 
tario totalled $6,657,508,000 in 1954. 


¢ Population at 5,151,500 is more than one 
third of the total for Canada. 


Source “Sales Management Survey of Buying Power 1955” 


¢ Toronto City circulation of the Toronto Daily 
Star is far higher than that of any other daily 
newspaper. 


¢ More than two-thirds of all goods and services 
in Metropolitan Toronto are bought by readers 
of the Toronto Daily Star. (Source: Gruneau 


COVERAGE 


Research Survey, 1955.) 


¢ Total Circulation of the 


Toronto Daily Star is 


the largest of any daily newspaper in Canada. 


¢ Distribution is well over 400,000 copies daily 
to all parts of Ontario including Toronto. 


MILLINE RATE OF $1.89 IS THE LOWEST OF ANY DAILY NEWSPAPER IN CANADA 


The Toronto Daily Star reaches far more people at 
far less cost than any other daily newspaper in Canada 
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MONTREAL: University Tower Bldg. 
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Be ee — ~ 80 Eine Street West, Toronto a “2 


e IN UNITED STATES: Ward Griffith Co. inc. 


Ask your Advertising Agency or call us for details of territorial coverage, rates and distribution breakdown 
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Publisher Cameron 


of ‘San Francisco 
Chronicle’ Is Dead 


San Francisco, Oct. 4—George 
T. Cameron, 82, editor and pub- 
lisher of the San Francisco Chron- 
icle, died yesterday of a heart at- 
tack. He was stricken in his car as 
he arrived for work at the news- 
paper’s offices and died an hour 
later in St. Luke’s hospital. 

Mr. Cameron took over control 
of the Chronicle in 1925 upon the 
death of M. H. DeYoung, who 
founded the newspaper. Mr. Cam- 
eron married Mr. DeYoung’s 
daughter, Helen, in 1908. He di- 
rected various departments of the 
paper before taking over the top 
job. He also helped develop radio 
station KRON, which entered the 
television field in 1945. 

Prior to entering the newspaper 
field, Mr. Cameron rose from bank 
messenger to chief teller for Crock- 
er-Woolworth National Bank. In 


Hees a Bet ie 
Pads = ce pay 


| 1900, he took over a cement com- 
pany that was losing money and 
turned the Santa Cruz Port- 
land Cement Co. into a profitable 
business. He became president of 
the company in 1908 and stayed in 
the business the rest of his life. 

He and Henry Kaiser figured 
prominently in the rebuilding of 
Pearl Harbor after it was bombed 
by the Japanese. A ship, operated 
jointly by the two men, saved man 
power, money and time by sucking 
cement in bulk into its interior. 
The ship thus delivered tons of 
bulk cement to Pearl Harbor 
where it was syphoned out for 
quick construction. 

Mr. Cameron also was active in 
Republican politics in California 
and was a close friend of Herbert 
Hoover, former President. He was 
a delegate to every Republican na- 
tional convention since 1920. 


DAVID F. CAVANAUGH 
Syracuse, N.Y., Oct. 4—David 


Francis Cavanaugh, 46, manager of 


the American News Co. branch of- | 
fice here, died Sept. 29 after hav- 
ing been stricken in his office with 
a heart attack. Born in Worcester, 
Mass., the son of the late Frank 
Cavanaugh, famous football coach 
of Dartmouth, Boston College and 
Fordham, David Cavanaugh was 
graduated from the latter univer- 
sity in 1932. He joined American 
News Co. in New York. Later he 
worked in the company’s offices in 
Miami, Worcester, Providence, New 
London and Detroit before coming 
here. He served in the Army from 
1942 to 1945. 


EDWARD J. MOORE 

LAKEPORT, CAL., Oct. 4—Edward 
J. Moore, 64, retired publisher of 
Lake county newspapers, died 
Sept. 28 of a heart attack. Born in 
Galveston, Tex., Mr. Moore moved 
to Lake county in 1925 and founded 
the Lake County Record, which 
later was consolidated with the 
Lakeport Press. In 1940 he pur- 
chased the Lake County Bee and 


continued to publish both newspa- 
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GEORGIE’S DELIGHT—These car cards featuring “Georgie,” a new trade 

character, will be part of the ad drive that will be launched this 

month by San Giorgio Macaroni Inc., Lebanon, Pa. The company 

also will use newspapers and magazines, outdoor signs, radio and 

television in regional markets, including New Jersey, Delaware, 

Pennsylvania, Maryland and District of Columbia. VanSant, Dug- 
dale & Co., Baltimore, is the agency. 


pers until his retirement in 1951. | ROBERT PERRY TYLER 


291,000" PEOPLE READ THE TELEGRAM O 


ER 600,000 ADULT BUYERS READ THE TELEGRAM DAILY 


MARA & ORMSBEE 


KENOSHA, Wis., Oct. 4—Robert 
Perry Tyler, 57, v.p. in charge of 
sales of Macwhyte Co., manufac- 
turer of wire rope here, died in 
his home here Oct. 2. Born in 
Roanoke, Va., Mr. Tyler was wide- 
ly known throughout the wire rope 
industry. He joined Macwhyte Co. 
in 1945 as general sales manager, 
was elected a director in 1946 and 
appointed to v.p. in charge of sales 
in 1947. Prior to joining the Mac- 
whyte Co., he worked for John A. 
Roebling’s Sons Co., Trenton, N.J., 
and A. Leschen & Sons Rope Co., 
St. Louis. 


SIDNEY F. HARRIS 

Kansas Crry, Oct. 4—Sidney F. 
Harris, 52, publisher of the Herald, 
Ottawa, Kan., died Oct. 2 in a hos- 
pital here. He and his brother, 
John P. Harris, of Hutchinson, 
Kan., were the principal owners of 
the Harris Publishing Co., which 
publishes the Herald, the Hutch- 
inson News-Herald, the Chanute 
Tribune, the Salina Journal and 
the Garden City Telegram, all in 
Kansas, and the Hawk-Eye Gazette, 
Burlington, Ia. The company also 
operates radio station KIUL, Gar- 
den City, Kan. 


JOHN H. HAIGHT 

New York, Oct. 4—John H. 
Haight, 44, a media supervisor 
with Ted Bates & Co., died Oct. 2 
at Santa Monica Hospital, Santa 
Monica, Cal., where he had been 
for the past few weeks on sick 
leave from the agency. Mr. Haight 
joined the media department of 
Ted Bates in 1950. Formerly, he 
had been with Benton & Bowles, 
and before that was with the ad- 
vertising department of the Col- 
gate-Palmolive Co. 


Gallo Wine in TV Drive 


E. E. Fisher Associates, San 
Francisco, on behalf of Gallo 
Wines, is creating a national tv 
campaign with the half-hour film, 
“Sherlock Holmes.” Time pur- 
chases have been made in six 
California markets, San Diego, San 
Luis Obispo, Santa Barbara, Sali- 
nas, Chico and Eureka, and the 
show also will be sponsored by 
Gallo in Sioux Falls, S.D., Great 
Bend and Wichita, Kan. and in 
Youngstown and Steubenville, O. 


Beckman Instruments to Bowes 


Beckman Instruments Inc., Full- 
erton, Cal., has named Charles 
Bowes Advertising, Los Angeles, 
to handle its advertising. The 
agency will handle all advertising 
of the parent company, the Beck- 
man and Arga divisions, and Heli- 
pot Corp. 


KOVR Moves S. F. Office 

KOVR, Stockton tv station, has 
moved its San Francisco office to 
1 Nob Hill Circle. 


gtx . Ba S aed alle | Wet) ws aes, ee ay ee, ae Be Br FF Flip 
PAN oe a " af ‘ bl t < ‘ " . ot x ee ese Re 1 Cr aa bial f ios Seay, é = Pa oe RI 
—— = : - ' . a : L s pe fe f" eee ft Be ER ie hee ae Sy ~~ Maas Be or { # ¥ Peak d 
ae 1 . ae o ae ys , a ae i teeter on itn 
“of Yong : . & = —— 
ma a 
Pte Sy ar * 
eS ss 
* aes 4 . f $. 
ea . . sh 
. eee Advertising Age, October 10, 1955 i 
aes 
com ae 
aie + 
a vy 
S . ee a f af 
ifn pas 
es SS i 
_ f » ° A @) 
1 r J 2 
ae ad Es ny 
i ae Gt u " 2 - - * 
Te ‘ ~ - os ‘ : > 4 ey 
=] 7) E — . it Ae 4 i 
a — 
a4 P= ASN AD 20SEC AROS OCR COTES EE oF A Rae NA RE aN ED rR TSS ARO BRIERE . 
53 . 
aa S a 
a oa ae 
eS 1. > aa 
a - — : : 
ie, fo Aj ‘ 
oan ae 7 
aa ‘az e = ; 
a Vy . 
Bs i 
by i ag 4 | 
ae ® ; : * ‘J 
bois. s : : 
a ae on $F A 
Rese. cs av -s a 
= ae f \ , ae y= 7 
. in - i 
ic | ? : = wt *¥ A 
a. . “ se 
, i. 
- . 
a _ a 
he 
ee 
oN 
oo 
ae é 
. fi 
Be | - 
— n,Q, —3Vnr, ms 
f na SS SS 
« is nf 
” | ¢ 
é ms 
ce . < | sil 
7 3 : ‘ ok le, ‘eli aes Reo a ho oh me Ane Name Renae emma NR Ge | i 
By Ra OE a 3 BS pe a ee Bees eg se Oh ues baa pant herein gee . sige eh Es Os Sane eee a Re ee) ee Bees PR RRS Cs ot ts Ceo : “4 
pe : ee Soe & eee px SS Rs eS a. S64 cots SL Pees : BE OR . : 
Pinta ve “7 as fal pe Ae 7 Bes ex e ae ¢ | ; 
mI, is: - . : b 03 10) ES - ee % oe; : xe | ; 
Peo i $ i ea 8 ene oe Sees e eR a: RRR Bish he en a 2s “ aes F 
iho : Sy elem = SMe Spay ea epee 0s Age Sn ae mein ce PB <2 a Ry ce a Sa as, pert aaah a ere ss ake paceman toca — aot ; 
fo = See We eR S00 i ae ee iets Oe aa er ee CREE CA ee Badia a os aA Tee 2 ame ee e : } ie 
a 7 ee oe eB i re ee 6 a. Ss ; : 
Rs = ‘ ae ‘ ii og eae en Meares Par ee ern ee eS i eR Beale seece es gee 5. ie i ee cing, : mee ee ot 
pee ih gee cs papregn ee, ~ ab Ses Soa 5 CEES SR aes SNES pene eer era ie Go teers ae Set s > 2 Spee Cbs = 
a ies {eee = wae ae ny. be ES cae ae 4 Ate oS BR eens Vite. Ane mR AS eee Pe ee Sar gree eas ie os Boge Seah * Be ks r kc, . a | si 
3 wee I i ae a oS ; go ; i ee Pe ree ee gh hee Re ny 2 eta Sy SR ae Be a Scat ae eS Se. | ; 
33 a 23... elle as Ser Oe OED = em A Gas Satake Be a et ee S se cikgs eee Spite ge Nie Se Sie ae ee s 
ae ee a Bane Tie Rg aurea ee A Be cies ighg Sos ate Ne ae 9 gee et ge et ieee woes a Ye fe | a 
Ps oe : ee ee eS ese ae erry ee Bo eee 8 see Si 2 
She Tae ¥ ae ! ‘ a | ox 
S a e a x fe a ee xs (-! 
eer : eee le ealeg a. ; 
a ie 2 arenes: cs 
he 5 = ae gare. fee a Sis, fe 
& oo 9 “ my 
ti, a % a sh oe ae Bey : R git? 
am : FR i eee. oe eae iS z Oe eas ae Lee yocsae ae 
4 a el : ‘ , ; 2: > eA rcs: Or eae se ego = eis gt 
7 4 > s ; 5 ee ee SOO sf fake Se Sn “S oe: 
a  % SS a a “ie 2 eS or Ce es or se ™ 
a. - x Ronee amy wnt ee, ch Peete ae ee Poe eS be ae 5 
es, ; ee cae yee ts or : Be eR mr: 
Be. é Ae ae eae oS ae ae % : 
4 i ee ee se ea é a 
Fae "# Bp a ee akg ie Rei E wes 2 
‘war i ‘- a = oe ee a LA rr Pee ae o a a r. vr 
eS og ete ae gaa 2 “ re i gcd he nS vee 4 pcos ‘ Leae : | a 
eee i eke. os a : Ge i RS Mie ee m6 gee SAO E : es | - 
eT ieee pe © - Behe aay saya % ee ars: we oa % qe | 
ye ona ef ; zi “uty Bb? ee a ae ee ? nee ot. wie * ar eae ee q ‘ 
i ; : oy ee ” Rigo ae oes ea _ Sy Re : : | ; 
oo : ss ‘. Bee Ra Be ke 5 : ae ee OSer et 3 | 
a : ; ES on ¢ 2 eS ‘ % Gvet * a | 
a fe “4 Ree BREST, ay Bite . oS Stee a Pe es ees See) Spy BES ys | : 
a Bate: Se ; a Ee 5a Sse Pees ee | : 
Re ti) i, : , ae ys ; ’ ae 3 $ : | 
ie 2 : i ee * fs 
a? : : Ske z “i iY HES a sg | 
a z ae Be es : Ay ie | . 
aa Si 8 ae Kon eae B wie : ot 
j a a ee ss HESS be a a ; 
Ee : : ie : bs ban ea CSE ae ae bea ieee an: ke gece | 2 
ie sl : ee Bas a ‘ a UakiOr coe Nees Ee fee se AES ae MME IS ES Mets 1! re ae: é ae P 
ap R > ii D ree te re Fae ce Ses Ne Saas eat Z % . : a 
ae 4 G “e : | ; 
eo : e ; : | : 
be <s 4s he 2, ny 5 ae 
a a 3 Be ee ae PR ee ea, Melek as pcre ee Seek: o a Si Na 
; s . 2 : a, ieee ees Pe) ss ie eae tae pie. 4 é 
poo mre re he 3 : ES 
iat ; oo SEER ae é é 4 _ a ; 4 
ee B ' i : sie ie ; i / 
met ig ; eek a eee Me : b 
hedheaane a ae tay as es re é ot oe pee Zi 
paach =. : Z he hms se oe near ed pe 
an i : i ae : ; Eagan pee eit cae ise gk SE Sn pie pea A GO oe Bee at e i. 
ig is es eit =e rd tie Ss cc es » 
pea : ee oe pi iacits ae ag oe beige “ : | 
oe a 3 : Bases 2 ig cn Se ie ‘ Page ake aa 
Sees ioe : ; i oe i é i eked i : _ 
Page 6 oe te ie ae ti | 
Br as ‘ fi és: 3 | 
ere a, i © gk oe a ft | 
ta “ *: ee : oe ee : gee: Sy : 
eR i yee ; 3 ee Pe ee me 7 
- = i t ee sg gs 1 Ppa ree 2 i ge ai 5 : 
a om a bs a poe ae j a aie 3 p ‘ age ae ee a tee is haa ee : J fe 
aaa “< ‘ i etree ee ‘ see Bee is. - 
5 cy 3 7 tg te ae : é pies 2 s ipso ‘ Borg ‘ Bg _ 
teas a ae Suaee ke g “gs Roc aie é ROE TEE Ps ci oF Ms 
ti gee % ; vee id Rw, 4 5 eee E ee re et 
cS Pcs | ; 
. a Pe gi fe 
9s g i, eo Wo ee oe hay 4 site. Loe ba ao i | 
Tae eee aa jf Seg i. = Sa ca he eae ‘ + SE es Ue He Sey Steg oe $ 
ie: s 
ee : 
# cE AEE BEE RS a a Se tat ns = ae — . B 3 : : g | 
eens Pas goes acer 0 00 a ee ke ea ak eee oy tes i ae 7us Os ao canner ite Op aS settee . : : ; | 
gee = aS es sy oe See tiem NE! 1, ieee a wre a eo, fc Te ieee a Ane CS a ceeste weer alwere ne: ease ani , 
ee Pe Oo Te EC ect aes 7. s ee jo Be AE hg a sae eda Ae ee siigige ot)" Leia ay a inet ee Sb meth a so 
‘ ee Se eRe Awe BN gh Rei Niele. 0 Sala ie tee FE AEM Te GR meg ee aaa IO aid con Ro BS as | 
tl ie: es Bary Fi : > gece Ae oie 
% = Pid ‘ ey eve bce ‘ >) A p ALL . cis A | 3 
ie na on “ ee SRE 28 eg ie A Gc pat aan Fo ar ee ee taal 7 % mae? 
s Be ae ae. i ae eae weil AE ee se Cais) a ee i era ey Z : 
: i =n ioe aes, ihe 5 ae “ ane 4 Pe ss... woes 
ee ae ’ a 2 pag ea rer ee er ® a ee : 
ojala a : ee . . Be laa Hee eed preg sae oe a ae em : 
ae ig isis cae agile + alg i iaa eect Mere i, Riese = ee ea i 
oy Le a oo : eRe es Sa ere a ge ed i ele Tt So Se ee ee? 
en i» & aes ay ame * es ae i es Ri rates aeak ae ee mx ee ree arene i = ae : sks en eee = 
i oe : ks ; ee eg ET 1" a a —<v fi 
a re . 1 ee ae 
pia si i oe ae : : 
oes 5 oo 8 ee a ae rz , ~_ peeing a5 2: —— 
§ ~ ane p a l a— come He eee a Rematch: tea Ni = 
= catered ee oe eae - ee Ae a ot ; : 
7 a eee ee : ae. Spee or 2) i 
: . Se ee 
} : es - Ey > ge ee eee) i nae i BD, as Teer Te Pa xo os ae tage 
oak ee Se ; ME was. . a hee Bee ea | 
j ‘3 54 ee iy - " re "i hi a: es yy 
Oa ee aia . a ae ae a che ee ra ees 
—— TORONTC ae ie ee eee eet | ns Tes ; 
=  _ An i 4 ” * hy a ae ee eee SS Pe < 
= : é ee Ta ee aS er a et r ‘ pe ae ae! CPR as ; tet oe ee ee a : | 
on ee Be ol Ra Se, ee eee ear ‘geen ee en i OE 
ee ve Cn eae Gere ee ar ean : 7 eee JTttice. ZU i : d * rh : ; i 
Pec ® AS ee ee ia a. Ce Nan ae Cr EF te eee -iieoadh og OV NgGiOn AVve., INCW OTK — | 
sae BN. a ey Cake eM a Deedee t= Eien eee i po ie Sg ail ee a 24 aE 
a be A Te, ei) ie : ‘ pee eet ei AS ue Gg ag ee Te ee) ce Big hee 
doa ae Fo Ne alt Sabi oc ». eS ee ae : : “VF a SE Ate, Gee nee ie eats a a ca ele eure 
are f mo pe Pada iets or epee ose, ot arena Se) a es eg, eee ‘ 
ae ee a a ee ae ee oe ie a. So | 
ae . ae pie ee aii ai PS sin Me aol te ee , 4 ap ae, pa Ce ee . < a oe ms) ane 2 PEA a Sa NR oe A ae : Z E 
cared ae dyin eae tial ee , ? © “Pameee 2s ee le Se ae ER Abe Re ee i 
seit : i - — for . a + 5 B. ibe Pg ee eS Back) cn Seen ” 2 Ee ee, ee eee 
S ee SG. POE aad tai girth 2 wien 5, Bs rcn tia. - 7 i Yan i a Pe mee | Oe eee : ae er esis Sgr Beas hee : 
te a cn aa ER eh ting Danmel starch and Stanth a 
= ” - “3 eae - Oa aoe alae Seeeetadeed ener ee Piaeea ee ihe eh is it cmt ae Pats me 
fae ee ; — , 
By ea 
eee ni 3 
Se ee 
NE Fo ey 5 * 
.t Se at: é4 . ‘ ; ‘ : F 
ee Spa een Skis ses AS, hel as alae bem? co tee By EOS ett 5 Sees : : eee be , . 
either wee NL ia el ad am Fae 1s ee Pes ‘ oad ee ae ee Rf tons ies Salen ee ee pas 3 na Cae ot SS " ae att Soak? oe in BO ey eee ® te ares ae ae aoe or. eh 7a r * . ¥ . . S « “! 
< Lg et TPE Pres EE oe Fh ay SO os eg NS i Ra ett Pa ering Se EL) Sy ae ai ae ee ee ee cere? he ell vg tpt wef ee ge ee eee ale Ehsan ea PS tae Rope . ier Wee ee FFE r + -, Se Spee wre Mat 
PAG is te, Tei aes. LP Se PRE 2 04 Mer bR Fn" get ap Ry Aabeate ae oot toh alts ed ee ee Frere at rae eE ) ee Poe he ie Seated) PRR ay SN Cob ares ea stg. I ¥ ae Sere a 
Sui pupt SARs Ge agg Sea aie ee Fy ot eee Gaga ss Tea BP OT WRN deur 3 ee CRY pike bt ee ae, ee NO TC yn cae cetacean Te ae Ras rn) SCPC eT Bt, OE ae > ee ages lt 2 ee ne Hk Sere FOR So eo Sede ke ae 
TREE Sy Atha AS aM Oh GRO Bo mits: in oa 0G F aa ertaieah rege ewe i | Saat hy MAW ey aba Vemma oe NF Boot ba aga grey ® pA TT TS owe 4 Yate tng tae Oe este ae, Nes lee ds 
it Fon oi eS Fee ee ig ye FERS) Re em es Ft ORS 1 hat ails tae! ca ty Me et in ea : TOR nd STO gM SES SIS OR Sa Oey AeA rs | TREE ie ap Shek Ge ee 2 By SA SS ger as gs eae 
- = Nip RR SRE, BM katate cok ge ad beg OEE ee Me” VP a Ae By oF ye Ra, ¥ nee o LG? ; Fig Slee ee eh nes ecg EO ae Gyn TN tp 
Wh ig werk ae Ce «ke ae Df PE i Re og” ed ee hg ie int fae poe ba ee 
. A Rew ve alé foe ey ees) Ae ae Sane eae QO Ad DT CE. 


OTE A Sa cen ae 


of approach 


‘ 
serait aot 9% pc SR eR pe a 
Mie pe ae ; 


to America’s first-line executives 


Wherever you find the men who make the management decisions for 


American business, industry and finance, there you find the influence 
of The New York Times. 


In New York — business and financial capital of the U.S. —and in 
11,000 communities across the nation, The New York Times is read by 
the men most concerned with industrial purchasing and financing. 


Because The Times publishes more news they need to know, it is read, 
relied-upon, respected by corporation chairmen and presidents, bank- 
ers and investment counselors, engineers and purchasing agents. 


Industrial advertisers recognize this power of The New York Times. 
That’s why The Times publishes more industrial advertising than any 


other U.S. newspaper... why industrial advertising in The New York 
Times has more than doubled in the past ten years. 


This judgement of The New York Times is seconded by financial 


advertisers. For 48 years The Times has been the world’s leading 
financial advertising medium. 


Get all the facts, now, about The New York Times unmatched ability 
to give extra, profitable impact and drive to your advertising. 


The New York Cimes 


“All the News That’s Fit to Print” 
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There’s Gold in Them Thar Pills, Finds 
Jordan-Sieber, 9-Year-Old ‘Ethical’ Shop 


Cuicaco, Oct. 4—One of the 
less-noticed growth patterns in 
U.S. advertising is that now being) 
shaped by the dozen or so agen- 
cies which devote themselves to 


medical advertising. 


Giving themselves the forbid- 
ding label of “ethical pharmaceuti- 
cal” agencies, these shops stand in 
a kind of limbo between the indus- 
trial and the consumer agency. 
They aim at a special audience— 
the doctors—and they confine 
themselves almost exclusively to 


print media and direct mail. 


But their approach is strictly 
“class,” and they produce some of 
the costliest art work in the busi- 
ness. Furthermore, their recent 
growth is phenomenal, based as it 
is on the immense public appetite 


for physical well-being. 


® An example of the growth of 
the “ethical” agencies is Jordan- 
Sieber & Associates, which recent- 
ly took over the tenth floor of a 
building at 108 S. State St., Chica- 
go. 
Jordan-Sieber was founded nine 
years ago when a medical artist 
and a marketing man for a phar- 


maceutical company got together, | 


pooled $100 and hung up their 
shingle. At present, the agency is 
placing $3,000,000 a year in com- 
missionable advertising, and is 
charging fees on perhaps $2,000,000 
more in direct mail, films, bro- 
chures, medical manuals, etc. (60% 
of its effort is in direct mail). 

Spurred by the acquisition of 
such accounts as Mead, Johnson & 
Co., Armour Laboratories (ACTH). 
Whittier Labora- 
tories, Irwin, 
Niesler & Co., 
Flint, Easton & 
Co. and the 
American Medi- 
cal Assn., Jordan 
has increased its 
staff in less than 
four years from 
15 to 40. One of 
the things “hold- 
ing it back” isthe CC. R. Jordan 
severe shortage 


of personnel who can operate in) 


the tricky medical field. 


® A similar shortage, in fact, exists 
in the whole pharmaceutical in- 
dustry, which “has completely out- 
grown its personnel,” according to 
Cc. R. Jordan, president of the 
agency. 

“As late as six or seven years 
ago a $1,000,000 or $3,000,000 phar- 
maceutical product was pretty siz- 
able,” he told AA. “But now you 
have $10,000,000 and $20,000,000 
products—such as aureomycin, 
ACTH, the antibiotics.” 

Some explanation for this boom 
in medical sales can be found in 


| 


/ 
| 


As medical products grow in| The agency’s copy chief, A. M.\d i 
; » 44. M.)dan explains. As a result, “the 

value, the need for people to pro-| Swift, was in charge of all copy '| field isn't much known for pitch- 
mote them expands correspond- | for Squibb, and Mr. Jordan himself men’s presentations.” The work is 
ingly, and marketing and sales peo-/was a pre-med student, studied | done “in depth,” with strong em- 
ple are in great demand, according marketing at the University of phasis on believability. 
= so + army i ws people have | Michigan and did marketing work 
o be able to translate “those ter-|with two pharmaceutical houses Be 
rific reports” in medical literature, : pete rere weave ane 
bring them down to the simplest|™ “We have had very poor success | b i 

; e believed... On ACTH, for ex- 
terms for the busy doctor to take|with trainees,” said Mr. Jordan.|ample, we’re mainly ‘aibeminie 


in at a glance—and still retain|“We generally obtain our accoun i i 
oak diitioeer: t| for information to doctors—doses, 


#" A consequence of these stiff re-| The newest addition to Jordan-| is ing i 
f - constantly probing into the phy- 
quirements is that our copy peo-|Sieber’s staff is a case in point. |sicians’ maaitvalchn tacatin beliefs 
ag oe half wo Sree =r pote Joseph McIntyre, who has just!as well as finding out “what prod- 
e consumer advertising field,” | been named an account executi i i 
wed gag: saree ve,| ucts he now uses and what it will 
“A good copy man needs good | American Druggist, where he was’ sell.” 
|Science training, preferably as a advertising counselor. Previous] 

t : y,| Two years ago the agency set u 
pre-medical student, plus pharma-|he had been a pre-med student/a research department to Abin 
ceutical marketing experience,” he|and then a member of the sales|track of these matters through 
Sen genere~g Jordan personnel, | staff of Upjohn Co. 

. J. Corbett, v.p., was variously; The emphasis in medical adver 35-50 doct i 
J. ¢ -. ' -|35- ors will be quizzed on a ldn’ i 
a district sales manager, an adver- tising is on information, based on particular disease or eekienee, aT cate ae 


Advertising Age, October 10, 1955 


tising manager and a director of! the proposition that “the medical! Questions for the interviews are 
new product development for |advertising that crosses his desk is| worked out between the agency’s 
harmaceutical com i ’ inci ici i j 
phar panies before the doctor’s principal means of|own physician, its research direc- 
coming with Jordan. post-graduate education,” Mr. Jor-|tor and the client’s research staff. 
In a typical case, agency staffers, 
identifying themselves simply as 
“researchers,” might tackle the 
problem of diarrhea in infants— 
what the doctor does about it, how 
often he encounters it, what he 
; thinks of particular remedies. 
pretty pictures, but we still must 
® But no direct questions are 
asked; instead, the agency uses a 
“guided discussion” technique. Re- 
searchers only call on very busy 
In the “sell” area Jordan-Sieber practitioners, and in interpretation 
they search for majority views. 
“The difficult problem is to end 
the interview,” Mr. Jordan com- 
/mented. “Even : 
came to the agency from the|take to get him to use what we have time to ‘ake tal doe 
tor telling us all his troubles. In 
the process, we feel we learn the 
basic attitudes and problems.” 
_ of By now, he added, the process 
“qualitative interviews” in which|has become “so routine that we 


men from pharmaceutical houses| usage, when to give it, etc.” 
themselves.” 


making a test.” In special cases, 


other medical data, such as that 
expenditures in the country’s gen- 
eral hospitals have more than 
trebled since 1946, with the cost 
per patient per day growing from 
$9.39 (1946) to $21.76 (1954). 


® Another figure, developed at a 
recent medical advertising panel | 
discussion in New York, says 
that annual sales volume in the) 
pharmaceuticals industry has 
grown from $200,000,000 in 1939 to 
$1.25 billion this year. 

Figures like this have alerted | 
some of the big consumer agencies | 
to a possible new market. A pio-| 
neer step was taken last month by 
Benton & Bowles when it set up 
a separate division to serve clients | 
with prescription drug products 
(AA, Aug. 29). 

Commenting on the new move, 
Robert E. Lusk, B&B’s president, 
noted that not only has the pre-| 
scription market grown “enor- 
mously,” but also “more and more 
of the total prescription volume in| 
this country consists of brand name | 


SHARPENING SALES IN 
INDIVIDUAL MARKETS... 


These specially trained people help you . 
get MORE BUSINESS 
in wmportant markets 


PITTSBURGH 


SAN ANTONIO 


CHICAGO 
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the agency will turn a problem | 
over to a professional market re- | 
searcher for a full-blown addition- | 
al test. 

® Like other pharmaceutical agen- | 
cies, Jordan-Sieber does most of | 
its work on a fee basis, then tacks | 
a 15% commission onto the fee— 
and also onto the printers’ bills 
and fees charged by outside artists 
to whom it sends about 75% of its 
artwork. 

A special problem is the small 
size of some of its print orders, 
especially since the tradition in the 
pharmaceutical field is to have' 
costly artwork, with plenty of col-| 
or and styling. | 

Thus, special mailings and ads in | 
specialty journals must go out to) 
Wi such groups as the gynecologists 


are only 3,000 in each category, 


REALISTIC SCENERY—Lionel Corp., New York, is now seeing to it that 
posters to add that final touch of- right-of-way reality to model 


anti-freeze outdoor posters that will be seen in about 2,000 commu- 

nities this fall. DuPont considers this merchandising-in-miniature 

“an excellent method of building a bumper crop of Zerone-Zerex 
anti-freeze customers for the next generation.” 


weekly newspapers and on com- Running in Red Can 


mercials during the Edward R.| 


Murrow news program over 92|Create New Thinking, 


CBS stations and on the Murrow | 
“Person to Person” tv program | 

over 49 CBS stations. In program Kobak Tells Group 
the company will use 5,000 out- 
door posters and posters on 3,000 times red figures are healthy,” Ed- 
Railway Express trucks. Extensive gar Kobak, business consultant and 
point of sale material will also be retiring president of the Advertis- 
used. Joseph Katz Co. is the|ing Research Foundation, told the 
agency. 


Doss, Ryan, Follins Join OAI 

Outdoor Advertising Inc., New 
each of its model trains is packed with a set of miniature outdoor | York, has appointed H. C. Doss as | the red for a few months, you look 
director 
railroads. Pictured here are pint-size versions of the giant DuPont |western division, with headquar- |T@cies and non-essentials. Red fig- 
ters in Detroit. Previously Mr. Doss |Ures force you to take a long look 
was v.p. in charge of sales, Nash at your business, but black figures 
Motors division of American Mo-|!et you sit around complacently, 
tors Corp. Burt J. Ryan, former crabbing only about taxes,” he 
president of How J. Ryan & Son, | Said. 


83 


New York, Oct. 4—‘Some- 


| Advertising Agency Financial 


| Management Group at a luncheon 
meeting last week. 
“When your company runs into 


of industry relations, |4™ound and clean out the bureauc- 


“Once a year a business should 


and pediatricians, of whom there 


and the dermatologists and oph-|basing its commission on a big! Permalube Motor Oil in Drive 


thalmologists, who number only | print run, say, 75,000. 
2,000 each. 


Jordan-Sieber solves this prob- develop our agency somewhat as a 


lem through special fees or else by doctor does his practice.” 


As Mr. Jordan pointed out, “We|new super Permalube Motor Oil 


Seattle agency, has joined OAI as : 
manager of the Seattle office. Out- |e re-analyzed as though it were 
American Oil Co. introduced its | door Advertising also has appoint- | being set up for the first time,” he 
ed John R. Follins, formerly with |"ecommended. 

Oct. 1 in an eight-week series of | Walker & Co., Detroit, an account 
| advertisements in 500 daily and|executive in the Detroit office. 


s Commenting on the ad field, Mr. 
Kobak deplored the rumored $1,- 


Each member of the field staff is rich in the daily 
experience of contacting all types of sales outlets 
with no stereotyped operational pattern. 


Each makes personal calls on key and volume 
buyers, chains, jobbers, big independents, to stim- 
ulate purchasing interest in and secure market 
timing for your advertising program. 


As new problems and needs arise, field people go 
out and do the exact things under your direction 
that best fit your specific plans and strategy. 


They compile and are equipped with newest route 
lists of retailers: grocers, drugstores, frozen food, 


beer, packaged liquor, and many other types of 
retail outlets. 


They furnish you with quick, accurate, up-to-the- 
minute information about product sales in many 
categories, fast checks upon competitors’ sales, 
reliable facts about possible sales potentials, local- 
ity by locality. 


This is only one phase of the unduplicated mar- 
keting service H.A.S. brings you to help your ad- 
vertising message produce top sales in America’s 
mass markets. For complete information, phone 
or write: 


= 


® BALTIMORE 
* 
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* 
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Hearst AMobvertisinc Service 


Herbert W. Beyea, General Manager 
959 Eighth Ave., New York 19, N. Y. 
Offices in Principal Cities 


Representing These Strong 
Newspapers: 


LOS ANGELES EXAMINER 
SAN FRANCISCO EXAMINER 
SEATTLE POST-INTELLIGENCER 

CHICAGO AMERICAN 
DETROIT TIMES 
MILWAUKEE SENTINEL 
PITTSBURGH SUN-TELEGRAPH 
BALTIMORE AMERICAN 

BALTIMORE NEWS-POST 

NEW YORK JOURNAL-AMERICAN 
BOSTON ADVERTISER 
BOSTON RECORD AMERICAN 
ALBANY TIMES UNION 
SAN ANTONIO LIGHT 


700,000 deal offered Revlon to 
switch networks. 

“If it is true, it is appalling. Such 
deals will ruin the entire media 
structure, because everyone will 
begin wondering what kind of deal 
can I get—and what kind of a deal 
is my competitor getting? Get out 
a rate card and stick to it if you 
want to maintain confidence and 
respect,” he advised. 

(Editor’s note: NBC categorically 
denies that they have made any 
special offers to Revlon, although 
they admit there have been talks 
with the company about moving 
the “$64,000 Question” to NBC if 
a good time spot could be found 
for it.) 


e Mr. Kobak approved of the cur- 
rent motivation research contro- 
versy—no matter who is right. “It 
is making people research-minded, 
and some constructive ideas are 
bound to emerge.” 

He disapproved of toll tv, “after 
careful study,” but refrained from 
telling why. 

He lamented that too nruch ad- 
vertising is spread too thin. “Con- 
tinuity is the success secret of good 
advertising, but nowadays there’s 
too much in and out, and not 
enough concentration.” 


« Mr. Kobak urged agencies to 
make sure they were getting their 
money’s worth out of advertising. 
“With business continually going 
up, it’s hard to know if advertising 
is really doing as good a job as it 
should. Find out if it is possible to 
do a better advertising job on a 
smaller budget.” 

Warning that tax deductions 
mean easy spending which the 
comptroller must guard against, he 
said: “Don’t spend just because it 
won’t cost much. Make sure it is 
good policy first. Here’s where I 
like a comptroller to give me the 
facts and make my job difficult.” 

He also advised agencies to make 
sure they have a good copy man. 
“A good president is nice to have, 
‘but the copy man is the key to 
/success; in networks, it is the pro- 
|\gram man, and in magazines it’s 
the editor—preferably one who 
hates advertising.” 


‘Bert Wilson Leaves 
WIND for WLW-TV 

Bert Wilson, veteran sportscast- 
ier, will leave WIND, Chicago, 
where he has been broadcasting 
the Chicago Cubs games for many 
_years, to join WLW-TV, Cincin- 
nati, to telecast the games of the 
Cincinnati Redlegs. 

Mr. Wilson will travel with the 
baseball club and telecast all out- 
\of-town games. The Ford Dealers 
of Cincinnati district and Hude- 
pohl Brewing Co., Cincinnati, will 
sponsor the games next season. 
Stockton, West, Burkhart and J. 
Walter Thompson Co., respective- 
ly, are the agencies. 
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been used as a color, instead of for || 


Dons New, Bright background contrast, to emphasize 


purity of the product. 


Colored Dress ® Russell-Miller also thinks the) 
gaily-colored package will “look|! 
, ’ smart” in modern kitchens. . 
ai lies ace oil Elian eta salen meclunaee r : MINNEAPOLIS, Oct. 4—Russell-| The front of the package, in all 
. mg -adonany {Sante tas cee —atesact anere ie Miller Milling Co., a major pro-/|sizes from two to 100 Ibs., features 
- prospects than through any other medium with ducer of flour, has broken through |a simplified version of the trade- 
> the ADmatic, the automatic slide projector that the flour-packaging color barrier. | mark that has identified Occident 
runs Repeoeny, day and night, with no oper- For quick brand identification, | for 73 years. There also is an ani- 
a“The ADmatic projects a new message or idea the company is switching from the | mated picture of a nousewife to|OCCIDENTALLY ON PURPOSE—Here are 
awe 2 oe on a large a wa traditional white to a brilliant-| indicate the “miracle” results that|the old and new versions of the 
Al M4 “hes an dilccties tm lighted pha a colored sack. es can be expected from today’s easy |OQccident all-purpose flour pack- 
the ADmatic wherever people gather, in stores, A multiple-media advertising| baking methods. The back side age used by Russell-Miller Co. 
trade shows, dealer show rooms, theatre and hotel campaign is being used to tell the |contains a merchandising panel 
lobbies, as a visual salesman; or for personnel and public about the new package. |promoting the company’s Miracle |, egy ge my a 
Olmsted & Foley, Minneapolis, is| Value premium stamp plan with ae ee Rpeee SS Sere 
: ; Sa . : ., | 70 newspapers as well as several 
Russell-Miller’s agency. illustrations of some of the avail- regional farm papers and radio and 
The new package, created for able premiums. 


salesmen training programs. _ i 
For rental or purchase terms, wire, write or phone 
; . + television spots. 
the company’s Occident brand The advertising schedule calls Adin will seemhihe the stamce int 


THE HARWALD COMPANY, INC. 
premiums, hitting hard with an in- 


1216 CHICAGO AVE. «© DAVIS 8-7070 © EVANSTON, ! 
troductory offer of stainless table- 


TODAY’S HARDWARE sTorE MARKET 1S THE MOTIVATED market "The packaging of family flour 


0 . d Fl flour by Frank Gianninoto, New 
: Dmatic can boost sales for you |Occident Flour fs nistethscinetnn: 


bears a striking resemblance to the 
evolution of the grocery store from 
a bulk dispenser of food products 
to the modern self-service super- 
markets. : 

In the early days, 196-lb. barrels 
were the common containers for 
flour, although the first cotton and 
paper sacks had appeared by the 
Civil War. The real shift from bar- 
rels to bags came abcut 1905. Just 
five years before that, in 1900, 
Minneapolis flour mills, then the 
largest, had used some 3,000,000 
barrels a year. 


’ 
ar. 


® The white muslin bags that 
eventually became standard for . 
flour, held their popularity until 
after World War II, although pat- 
terned sacks that could be washed 
and used for house dresses came ~~ 
into vogue in the late ’30s and 
reached the height of their popu- 
larity about 1950. 

Use of paper for flour containers 
has been growing steadily since 
about 1948, vut it, too, has been 
white. 

Russell-Miller is the first major 
miller to depart from white sacks, 
which originally were designed to 
convey the impression of cleanli- 
ness and purity. 

“Instead of using white just for 
background, however,” said Wil- 
liam M. Steinke, Russell-Miller 
exec. v.p., “we are using it as a 
definite color to emphasize that 
association with purity.” 

Mr. Steinke said the colorful 
new sacks are designed to meet the 
competitive needs of today’s super- 
markets, where the product must 
have sufficient eye appeal to sell 
itself to the customer from the 
shelf. 

Over the years the milling com- 
panies have graduaily changed the 
design on their flour packages from 
a display of company trademarks— 4% 
actually reproductions of their or- 
COPYRIGHT 1954—NATIONAL RETAIL HARDWARE ASSOCIATION iginal barrelhead design—to show- 
ing the product in use as a means 
of creating customer appeal. 


he’s MOTIVATED... he’s ACTIVATED... ‘This Week’ Names Three 


David Barbour, formerly central 
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"Merchandising Lagoratory” 
. —a completely stocked f@odel hard- 
: ware store in the NRHA he@dquarters 
i 


building in Indianapolis. TH E H A of DY 
HELPFUL 


by this model hardware store “laboratory” designed to by the editorial and advertising pages of Hardware — manager of Deepfreeze 
test merchandising principles, displays and store layout. retailer. Hardware and housewares monutactirars ore ae Zoen song weet naga 
This laboratory store and other expanded industry ac- activating the market for bigger sales volume by investing ing department of This Week 
tivities of the National Retail Hardware Association are more and more of their advertising dollars in Hardware Magazine, New York, as manager 
making 23,000 retail hardware stores the most competi- retailer . . . that’s today’s Hardware retailer picture with Seo ee — 
tive and effective merchants in America. advertising volume more than 10% ahead of last year! 8 ’ erly wi ro- 


gressive Farmer, and Frank Miller, 
last with The Saturday Evening 
Post, have joined the advertising 
Sales staff of This Week. Mr. Cun- 
ningham will work in New York, 
and Mr. Miller in Chicago. 


> gia 


. the industry magazine 


Published by the MATIOMAL RETAIL HARDWARE ASSOCIATION 
964 NORTH PENNSYLVANIA STREET, INDIANAPOLIS 4, INDIANA 


Stanfield Promotes Rakmil 
Mike A. Rakmil has been ap- 
pointed an account executive in the 
Montreal office of Harold F. Stan- 
field Ltd. Mr. Rakmil, who former- 
ly was supervisor of television 
production, has been with the 
agency more than two years. 
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758,259 


572,059 


(Note: Began publication 
May 12, 1952) 


56,629 
1952 1953 


In the first six months of 1955, Supermarket News 
carried more advertising linage than any publication 
in the supermarket and retail grocery field. Leading 
advertisers and their marketing-wise agencies placed 
nearly a half-million lines in Supermarket News be- 
tween January and July. This half-year linage record 


almost equals the total linage Supermarket News carried 


in all of 1953, its first full year of publication. 


Supermarket News ranks first with advertisers be- 
cause they know it is the publication that ranks first 


in readership among the nation’s chain and independent 


Supermarket News 


SUPERMARKET NEWS IS “11 
CHOICE OF ADVERTISERS! 


A Fairchild Publication, 7 E. 12th Street, New York 3, N. Y. @ 


1954 1955 


i 


% ¥. 


fea 


supermarket owners and executives, voluntary and co- 


operative group headquarters and wholesale grocers. 


These busy executives charged with moving billions. 
of dollars of merchandise have made Supermarket News 
their first choice because it is the only publication which 
gives them a complete, objective report of industry 


developments each week. 


In planning your 1956 trade media schedules, com- 
pare all publications in the supermarket and retail 
grocery field. We believe you will agree that Super- 
market News should be your number one choice. 
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Quin Joins Greenly’s Lid. 


agency, as managing director. 


ons & Co., London, has joined the 
Mark Quin, formerly head at) Deere of Greenly’s Ltd., British 
advertising and publicity for J. Ly-| 


TESTS! 


OMECT SELLING 


DIRECT DISTRIBUTION —BEST FOR 


You can field-test a new product’s sales po- 
tential swiftly, economically, conclusively 
without diversion of your regular sales force 
from present tasks, through Direct Distribu- 
tion. Almost overnight you can assemble a 
screened force of skilled, ready-trained Di- 
rect Selling Specialists, who will go into 
immediate action, calling on homes, stores, 
factories, offices as new product’s nature re- 
quires, reflecting consumer reaction by their 
own cash purchases for re-sale. The facts will 
convince you, and... 


« « HERE ARE THE FACTS — FREE 


“Quickest Way to National Sales,” modern author- 
ity on Direct Distribution, details methods, basic 
costs, gives amazing case-history proof of perform- 
ance. Sent free when requested on business letter- 
head. Write today to: H. J. Bligh, Rm. 812-6, 307 
N. Michigan Ave., Chicago 1, IIl. 


Advertising Helps 
Folger’s to Lead 
West Coffee Sales 


SEATTLE, Oct. 4—How coordi- 
nation of advertising and merchan- 
dising, begun in the late 1930s, 
made Folger’s the top-selling cof- 
fee west of the Mississippi was 
told to the Advertising & Sales 
Club here by Roy M. Lowe, Fol- 
ger’s northwest supervisor, sales 
manager. 

When the company began mak- 
ing eyes at advertising its product 
had three things in its favor, Mr. 
Lowe said. These were quality, 
flavor and economy, and all its 
advertising has been based on 
these three factors. But those fac- 
tors alone did not enable Folger’s 
to move ahead against strong com- 
petition, hence the decision to add 
advertising, he said. 

Premiums were used at the out- 
set. One of the early premiums 
was a dictionary, but, Mr. Lowe 


said, “there was no advertising to 
back it up and we ran along for 
several years with only a slight in- 
crease in sales.” 


ws In 1944 one of tie Folger men, 
who was an amateur cartoonist, 
was making store displays and 
came up with one cartoon showing 
an irate housewife throwing her 
husband out because he had 
brought home the wrong coffee. 
The caption read: “When I want 
coffee I want Folger’s.” Out of 
that came the sales slogan that 
Folger’s has used since: “When I 
say coffee I mean Folger’s.” 

As a result Folger’s began put- 
ting up cartoons for display and 
point of sale material and Mr. 
Lowe recounted, “we held a sales 
meeting on how to use cartoons— 
the first time we had coordination 
between advertising and sales.” 

During the war, the company 
wanted a radio news program and 
picked up “a _ frustrated actor 
named Frank Hemingway,” a man 
with a number of accents who 


7 OW THE LEADER 


is the Oldest and BEST Trick 
in Business 


“WHAT CAN DICKIE-RAYMOND DO FOR US?” 
is a question best answered by looking at what we have done for others. 
It was our good fate to establish ourselves as specialists in direct mail 
and sales promotion 34 years ago. It has been our privilege to make an 
effective contribution to the sales development of an imposing group of 
companies when they, too, were in pioneering stages —and in all the years 
since. Today’s clients reap the benefit of this long and wide experience. 


The list of Dickie-Raymond clients shown at the 
right includes some of the biggest names in Ameri- 


can business. They cover a wide variety of goods 


and services. They all have selective markets as 


well as mass markets. They all use professionally- 


prepared direct advertising and sales promotion. All 


have a record of success in the use of this medium. 


If you would like to investigate the possible bene- 


fits of outside counsel and creative service on your 


direct advertising and sales promotion problems, 


simply write or phone the Dickie-Raymond oflice 


THERE’S ONLY ONE 


NEW YORK 
225 Park Avenue, MUrray Hill 4-3610 


nearest you. 


\ Facts tor Thought: 


If you'd like the full story 
of Dickte-Raymonp, 
send for this booklet. 

No obligation — but 
please make request 

on your company 
letterhead. 


Dick 


Accounts Now Served 
This is a partial list only. 
Names of other well-known companies, on request. 


AETNA LIFE INSURANCE COMPANY 
AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
AIR TRANSPORT ASSOCIATION OF AMERICA 
AMERICAN AIRLINES, 
BROWN COMPANY 
DOW JONES & COMPANY, INC. — News Printer 
EASTMAN KODAK COMPANY — Industrial Division 
GENERAL ELECTRIC COMPANY—Air Conditioning Division 
THE GRAY MANUFACTURING COMPANY 
HEWITT-ROBINS, INC. 
IRON FIREMAN MANUFACTURING COMPANY 
MONROE CALCULATING MACHINE COMPANY 
MOODY'S INVESTORS SERVICE 
THE NATIONAL SHAWMUT BANK OF BOSTON 
NEW YORK STOCK EXCHANGE 
PAN AMERICAN WORLD AIRWAYS 
PEPPERELL MANUFACTURING COMPANY 
PITNEY-BOWES, INC. 
PLYMOUTH CORDAGE COMPANY 
RAILWAY EXPRESS AGENCY, INC. 
SHERATON CORPORATION OF AMERICA 
SYLVANIA ELECTRIC PRODUCTS INC. 
TUNG-SOL ELECTRIC INC. 
UNITED STATES ENVELOPE COMPANY 
THE WALL STREET JOURNAL 
ZURICH INSURANCE COMPANY 


INC. 


Audograph 


ie-Raymon 


Sales Promotion Counsel + Direct Advertising 


NEW HAVEN 


BOSTON 


470 Atlantic Avenue, HAncock 6-3360 


109 Church Street, SPruce 7-6436 
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|\had both warmth and seriousness 


in his speech. He is now in his 
eleventh year on the air for Fol- 
ger’s. 

Commercials by Mr. Hemingway 
were cut down. Mr. Lowe said they 
had been around 200 words, but 
this was felt to be too long. The cut 
was to around 50 words and are 
on the basic pattern: “Ah! here’s 
Folger’s coffee with radio’s short- 
est commercial. When I say coffee 
I mean Folger’s coffee.” 


s After the war when ballpoint 
pens were going at prices as high 
as $12 and $15, Folger’s looked 
around for one it could use as a 
premium at a far lower price. It 
came up with a ballpoint pen 
which Mr. Hemingway plugged on 
the radio for 25¢ and a return from 
a can of Folger’s coffee. 

Success was immediate. Folger’s 
got requests for 600,000 pens in 
the initial promotion. The response 
was so good that the offer has 
been repeated since several times. 

“We learned that in any adver- 
tising we used on radio and news- 
papers we had to coordinate in the 
stores—in store windows, wire 
hangers, point of sale, and so on,” 
Mr. Lowe reported. 

As an example of a promotion 
that was not coordinated the 
speaker cited the offer of a pound 
of coffee to those who recognized 
a tune on the radio. In one area the 
promotion drew only 1,000 re- 
sponses. 


a The same promotion was put 
on in the Baker-LaGrande area of 
Oregon where at the outset Fol- 
ger’s had “very little distribution 
and almost no sales.” In advance 
of the radio push, Folger’s men 
called on retail stores, told store 
operators what Folger’s was doing 
for promotion, put in point of sale 
material, and then went on the 
radio three times a week for six 
weeks. At the end of that period 
it had had over 5,000 responses. 

Folger’s doorbell promotion, used 
currently, was termed “undoubted- 
ly the best promotion we ever 
used.” In this, Folger’s goes into 
an area—like western Washington 
—buys spot announcements, news- 
casts and participation programs 
at the best times available. Then 
its crews call on stores, build dis- 
plays, and put up point of sale 
material. The store material not 
only advertises Folger’s but lists 
the local radio or television sta- 
tions being used, which brings the 
merchandising help of the station, 
too. 


® Then a crew from Folger’s calls 
on the home. Folger’s man rings 
the doorbell, identifies himself by 
a badge, asks for the lady of the 
house, and tells her he has noth- 
ing to sell but something to give 
her. If she uses Folger’s and an- 
swers the question of the day, she 
gets a Westinghouse appliance 
free. Her name is then used in ra- 
dio and television, with a release. 
She is asked also to tell her friends 
and gets “be prepared” slips to 
urge housewives to be prepared 
for a Folger’s call and to have Fol- 
ger’s coffee on the shelf. 

If the housewife does not have 
Folger’s coffee on hand, she gets 
a certificate good for a pound of 
Folger’s. Folger’s contact man then 
asks what brand she uses, and 
thus, Mr. Lowe said, “we have our 
own survey and know the position 
we are in and also know the weak 
spots of the town.” 

The doorbell promotion is five 
promotions in one, Mr. Lowe said, 
including radio and television, per- 
sonal contact, coupons, word of 
mouth advertising, and point of 
sale advertising. 


Thompson Joins Mumm, Mullay 
Jean Clarke Thompson, formerly 
news bureau director of Hicks & 


Greist, has joined Mumm, Mullay 


& Nichols, Columbus, O., as direc- 
tor of public relations. 
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Salesense in Advertising... 


Popular Notions Are Stubborn Things 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

“Popular notions are always wrong,” 
once asserted Albert Edward Wiggan. 
“The reason...that popular notions must 
be wrong,” he said, “is that people who 
have not achieved the simple, common- 
sense way of looking 
at things (which is the 
way of science) always 
notice the exception to 
the rule, and make a 
guess as to the cause of 
the exception. For this 
reason, even if, by a 
chance, a popular no- 
tion should be true or 
not. A million people 
guessing how far it is 
to the moon would be no better than one. 
Even if, by chance, someone should hit the 
truth, he would not know it. He has no 
way of proving he is right or wrong.” 

False notions about things are not, it 
would appear, solely a matter of educa- 
tion. “Education,” wrote Morrill Goddard, 
once a famous editor of The American 
Weekly, “does not necessarily produce in- 
telligence.” He listed ten “notion” ques- 
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tions, which were put to ten college 
graduates to find out how intelligent they 
really were. The correct answer was “No” 
in each case, “yet about 70% of these ed- 
ucated people,” said Mr. Goddard, “an- 
swered ‘Yes.’” 


= If popular notions are always wrong, as 
Wiggan asserts, or even if they are only 
wrong half the time, then the copywriter 
is safe only when he assumes that popuiar 
notions about his product (or about his 
kind of product) may be wrong. 

If, for example, he is writing a cam- 
paign for, say, an oil-burning furnace, he 
must NOT go on the assumption that (a) 
his readers know much, if anything, about 
oil-burners, and (b) that their notions 
about oil-burners, if they think they 
know about them, are correct. If, again, 
he is writing about crispy Rye Flakes, he 
operates on safer ground when he pro- 
ceeds on two premises: (a) my readers 
have a very vague conception about the 
grain called “rye,” and (b) their notions 
about it, if they have any, are probably 
false. 

And it is well to remember that what 
Wiggan calls “notions,” the children of 
ignorance, are not easy to combat. “Man 
is,” said Shakespeare, “most ignorant of 
what he’s most assured.” And most stub- 
born in clinging to his notions. 


Electronic Retailing Must Come 


By E. B. Weiss 
Merchandising Consultant 


Not a single major mass retailer in this 
country (except the discount house) has 
reduced his total costs in the last year; 


‘the last three years; the last five years. 


On the contrary, practically every estab- 
lished mass retailer discloses a constant 
uptrend in costs, despite the turn to self- 
selection and self-service techniques. In- 
deed, if it had not been for self-selection 
and self-service, some of these mass re- 
tailers would be operating in the red right 
now! 

The food super is not exempt. Indeed, 
the food super actually shows a faster 
rising cost than do other mass retailers— 
one reason being, of course, that it 
started from a lower base. Only a few 
years ago, the food super tended to show 
an ability to throw off a net profit on a 
14% average margin on food; today the 
figure is near 17%. That is only three 
percentage points, but it is also an in- 
crease of a bit better than 20%. 

Moreover, the food super had hoped to 
drop its margin from 14% down to 12% 
on food. The difference between 12% and 


17% is five percentage points—which is a 
matter of roughly some 40%. 


= The department store has shown an al- 
most total inability to reduce its costs. 
Ditto for the variety chains. Larger store 
units plus self-service and self-selection 
have barely held the cost line for the 
variety chains. Much the same is true of 
the drug chains. 

I believe it can be stated axiomatically 
that our mass retailers have lost the 
knack of low-cost retailing. The two ma- 
jor roads that all of them are following 
to cut costs—larger stores and additional 
merchandise classifications, plus self-se- 
lection and self-service—show every in- 
dication of being dead ends. The most 
that can be hoped for from these ap- 
proaches is a stalemate. Dynamic prog- 
ress does not come from stalemates. 

Ever since I became deeply absorbed 
in automation developments—and that 
goes back some five years (which is 
really going back to the year one, auto- 
mation-wise! )—I have had the strong in- 
tuitive feeling that some day, a mass 
retailer would apply automation tech- 
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niques to every major phase of the mass 
retailing operation. This has since hap- 
pened, of course, to some extent, in the 
office of the mass retailer, although even 
here the large retailers have lagged far 
behind our large manufacturers. For 
example, the uses of electronic commu- 
nications between far-flung plants and 
branches of our giant manufacturers 
(and please bear in mind that electronic 
communications includes sending mes- 
sages to machines) have far topped the 
application of this new science of com- 
munication between the warehouses 
and store units of our large retailers. 


® In the warehouse, manufacturers have 
again stepped way out ahead of the giant 
retailers in the application of automation 
techniques. For example, General Electric 
has a warehouse in Louisville that 
sorts and stores major appliances elec- 
tronically. As each crated appliance comes 
off the assembly line, it receives a 
distinguishing symbol. When it arrives at 
the warehouse, an electronic eye scans 
the paint markings and automatically 
routes the crated appliance to the proper 
warehouse point. Lever Bros. and several 
other manufacturers have similar instal- 
lations. 

And the Link-Belt Co., in its Colmar, 
Pa., plant, has a new warehousing sys- 
tem that does automatic order-picking 
from punch cards! This startling elec- 
tronic development does both bulk and 
item picking. 


aw When we realize, as I have been 
stating for several years, that mass re- 
tailers “handle” from five to 15 tons ef 
merchandise for every ton they actually 
move into consumption, and handle most 
of this gigantic tonnage by hand, it 
becomes self-evident what not only bet- 
ter system, but automation developments, 
could do to cut costs in every step of the 


inventory-handling process. If a factory 
can do automatic order-picking from 
punch cards, why not a retail (or whole- 
sale) warehouse?! 

And why might it not be possible to 
apply this same concept to certain parts of 
the costly inventory-handling operations 
in the store, itself? 


® On the retail floor, why must the 
shopper take items off a shelf and cart 
them to a_bottleneck—the check-out 
point? Why, in the first place, can’t 
check-out be done electronically? Cer- 
tainly electronic eyes can pick price 
markings off packages as well as any 
other distinguishing mark. And once that 
has been done, to tot up the figures auto- 
matically is no trick at all. 

But even more important, why can’t 
shelf stock be merely a “sample” stock, 
in certain categories, with the shopper 
recording her purchases by pressing 
buttons? (Clarence Saunders, the father 
of self-service, was working in this direc- 
tion when he passed away.) 

I note that a new electronic system, 
known as Scandex, may soon lead to the 
electronic handling of charge accounts. 
It is being developed by the identification 
division of the Farrington Manufacturing 
Co., Boston, in cooperation with the 
Intelligent Machines Research Corp., of 
Arlington, Va. Scandex will read tabu- 
lating card invoices imprinted at the 
point of sale with data from customer 
credit card identification. It verifies the 
accuracy of the account number, then 
automatically key punches the scanned 
data into the original invoice card. It can 
also be hooked in with a register to key 
punch the dollar amount of the sale. 


ws Electronic retailing must come—in the 
office, in the warehouse and on the retail 
floor. And it must lead to a new ea of 
lower cost mass retailing. 


Just Looking... 


May I suggest that the current con- 
fusion over motivation research is due 
less to semantics than to polemics. 

What could have been a subject for 
profitable discussion has been lost in a 
cloud of vaporous claims, windy accu- 
sations, and a fair amount of old-fash- 
ioned flapdoodle. 

The learned doctors on both sides 
think too emotionally. They get hot un- 
der the collar. They say things that 
no temperamental copywriter would 
dream of saying about another. Gentle- 
men, let us try to be calm! 

Nobody, I take it, will question the 
intent of motivation research. Like 
another noble experiment, its objec- 
tives are beyond cavil. The only ques- 
tion is: does M. R. get what M. R. 
wants? 

I doubt if there is any general an- 
swer to that. But it is possible to size 
up the usefulness of motivation _re- 
search in individual instances. 

I have seen it produce a copy idea so 


By Walter O’Meara 


sound and good that a great many mil- 
lions of dollars were spent on it un- 
hesitatingly—and __ successfully. 

On the other hand, I have seen it 
yield arrant nonsense. 


ws When all the depth interviewing is 
over, the factor of creative judgment 
becomes paramount, as it does in every 
advertising decision. A sound approach 
to the use of motivation research 
would seem to be: 

(a) make sure you know exactly 
what you're trying to find out; (b) 
make sure you’re reasonably well sold 
on the M. R. approach to your par- 
ticular problem; (c) don’t hesitate to 
rely on your own practical judgment 
in weighing results. 

Motivation research may give you 
a million-dollar idea, or it may give 
you nothing. In either case it will be 
an interesting experiment and, of 
course, it will cost you quite a lot of 
money. 
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Looking at Radio and Television... 


Closed Circuit Television Has 
Some Rules for Success 


By The Eye and Ear Man 

There is an increasing trend to the use 
of closed circuit television which amounts 
to the discovery of a new advertising me- 
dium for agencies and clients, but one 
that is beginning to require a specialist’s 
knowledge. Here are some of the simple 
facts. There have been a number of closed 
circuit broadcasts for the following rea- 
sons: 

1. To publicize a new television pro- 
gram. 

2. To announce company products or 
policies to a selective audience. 

3. To announce a new advertising cam- 
paign. 

4. To demonstrate a complex product 
or service. 

In the main, these programs have been 
broadcast to salesmen, _ distributors, 
wholesalers and retailers. Most of them 
have been substitutes for regional sales 
meetings. Many have tried to incorporate 
entertainment with sell, while others have 
relied on straight hard sell of the kind 
generally seen in sales meetings in any 
city for any company—the “get in there 
and fight and this will be the best. year 
of all” school of selling. 


® The regional meetings have been held 
in hotel rooms or ballrooms, studios, 
or theaters, depending on the size of the 
audience. The original closed circuits 
were principally produced by independ- 
ent companies like Box Office, or TNT 
using telephone lines to hotels or theaters. 
Later the networks realized that this was 
a big business and, after a reluctant 
start, got into it heavily. In color par- 
ticularly, NBC has virtually monopolized 
the field because of its possession of 
studios and technical know-how. 

Color has given a great lift to this medi- 
um. In the first place, few of the captive 
audience have previously seen color tele- 
vision and it comes as a delightful sur- 
prise to them, regardless of the imperfec- 
tions of content or production. The thrill 
of seeing color enchants even the most 
blase salesman. As a salesman he recog- 
nizes the potential of this new sales tool. 
As a layman he looks forward to the day 
when he will see his favorite shows in 
color. All this is great until the novelty 
wears off. 

The pioneers in color closed circuit 
are enjoying this enthusiastic blush of 
first-time color viewing. The fellows who 
follow will have to rely more strongly on 
content just as the motion picture indus- 
try learned to do. 

All this leads to some simple rules for 


the use of closed circuit telecasting: 

1. Have something to say 

If you are going to the bother of calling 
together a bunch of people and dragging 
them many miles, often at early hours 
(since most closed circuits are done at 
the convenience of the availability of 
color equipment, theaters, personnel, and 
customers, it is usually noon or early af- 
ternoon eastern time, or Saturdays or 
Sundays), be sure that the message you 
give them is a worth while one. If you 
betray their cooperation you are going to 
have a lot of mad guys working against 
you. The simplest rule of thumb is to tell 
the man you invite something that will 
make him richer, happier, or younger. 


= 2. Tell your story dramatically and di- 
rectly 

Get the best speakers of your organi- 
zation to give a direct selling pitch with- 
out too much corn, trite phrasing, or at- 
tempt to compete with top television 
shows in entertaining. Most attempts to 
get girlie acts or comedy end up patheti- 
cally. Your purpose is to enlighten and 
not to entertain. If your content is good it 
will stand alone. 

3. Select the company or technique to 
match your problem 

Some pitches are best done intimately 
and to small groups. Others require a sta- 
dium. Your local facilities will depend 
on who’s coming, how many, how personal 
the pitch is, whether you will have a lo- 
cal operator at the point of gathering to 
sell more, take orders, or entertain your 
clientele. One thing should be axiomatic: 
Use color, no matter what you do. 


® It is wise to begin training experts in 
this art. The ideal specialist has merchan- 
dising, programming, production, and sell- 
ing experience. He should be exposed to 
as many examples of this medium as pos- 
sible. He should know where to get writ- 
ers, display artists, personnel, and facili- 
ties. He will undoubtedly turn out to be 
a very busy fellow as more and more cli- 
ents realize that they can hold sales meet- 
ings with the big brass staying in the 
home port, the salesmen gathering at 
points near their territories under the 
guidance of a regional manager (at a 
great saving in traveling expenses and 
time off their regular work) or can show 
the new line to their top prospects all at 
one important blowout with the order 
takers handy, or a chairman can report to 
his stockholders in all parts of the coun- 
try. This is a great new medium and all 
agencies must be equipped to handle it. 


TV—and That Retail Tie-In 


By Aaron Rothenberg 
As merchandising director of Aaron 
Rothenberg & Associates, Beverly 
Hills, the author is a specialist on 
the West Coast tv scene, where re- 
tail tie-ins on certain shows are re- 
turning sensational sales profits. 

When 7,000,000 people bought the re- 
cording of “The Ballad of Davy Crockett,” 
not a single one of them realized that they 
were setting up the ballyhoo on a $100,- 
000,000 merchandising operation. 

That is what retail sales approximate in 
coonskin caps, belts, moccasins, wearing 
apparel and what-nots. It will sell, quite 
possibly, again that much through Christ- 
mas because that is the way the retailers 


want it; but what is more important in 
any cold evaluation of this typical Disney 
fantasy is that it is the first merchandising 
operation of this specialized nature that 
got completely out of control. 

There are enough legal actions pending 
to testify to that. What is worse, from 
the merchandising viewpoint, is that only 
one of two inevitable results can happen: 
There must either be a depreciation in the 
quality of the manufactured merchandise 
or there will be heavy financial deprecia- 
tion on the distress merchandise left on 
the retailers’ shelves. 


® Either or both are bad. The immutable 
rule in this field of merchandising calls 


Advertising Age, October 10, 1955 


CLEVELAND SCENE—Adults and younsters stormed Halle Brothers department store, 
Cleveland, as the result of a “Pinky Lee” retail merchandising operation. Eighteen 
items were tied in to the tv show through licensed manufacturers. 


for quality merchandise and a legitimate 
markup. Violate that rule when you sell 
through the potent mass market the air 
waves reach, and you kill the one golden 
aid that has come to the tv producer and 
the sponsor, the man who picks up the 
stratospheric tabs of production costs, the 
man who has to get his money back. Pub- 
lic reaction on shoddy merchandise is vio- 
lent. 

The over-all perspective on the Crockett 
operation will be good. It has undoubtedly 
established a trend just as Hopalong Cas- 
sidy, Gene Autry and Roy Rogers created 
a twice-a-year opportunity for Western 
merchandise retailers. 

Rogers did $60,000,000 at the retail cash 
registers and Hoppy did $75,000,000. The 
retail “tie-in” with tv and radio is busi- 
ness of the first magnitude and inevitably 
it must become an integral part of tv pres- 
entation to the sponsor. 


= What is important about Crockett is 
that, whether or not radio and tv sustain 
public interest, he has created a market 
for the historical, and you can expect to 
see a mass transfer of public loyalty to 
other historical characters such as Jim 
Bowie, Kit Carson or whoever else comes 
out of history to be a show totem. 

The rise of the “retail tie-in” as a major 
aid to producer and sponsor is not supris- 
ing or particularly new and sensational. 
The “tie-in”—where you cash in on pub- 
lic imagery and “totemism”—is as old as 
Barnum and the carnival pitchman. It has 
always been the most effective tool of the 
expert merchandiser. It only remained 
for tv and radio to provide the paradisiac 
opportunity for the old tool to work with 
dignity, quality and great profit. The mag- 
nitude of this type of merchandising to- 
day is only the difference between the 
audience you can crowd into a carnival 
tent and the audience of ten to 30,000,000 
you reach over the air waves. 


@ What this type of merchandising means 
to the tv producer who wants “plus” value 
for a “quick sale” to a sponsor is best ex- 
plained by the classic “Gene Autry” story. 
When Autry played Madison Square Gar- 
den, the endorsement licensee was Ward 
Baking Co. of New York. That company 
used 187,000 fan photos, 15,000 point 
of purchase displays, 2,000 three-sheet 
posters and 5,000,000 bread-end labels. 
That is promotion; and it cost the tv spon- 
sor and Gene Autry exactly nothing. 
That is “plus” value in a show and it 
works two ways. “Annie Oakley,” for in- 


stance, received magnificent acceptance on 
the part of the sponsor’s agency, J. M. 
Mathes Inc., because the licensed items 
were in literally hundreds of retail stores 
“pre-selling” the show. 

Another current example is the “People 
Are Funny Game,” a product of the Art 
Linkletter Show. The first run on the 
game is 100,000 at $1.49 retail, and advice 
from the Whitman Publishing Co., the en- 
dorsement licensee, indicates that the 
game will be the company’s biggest single 
adult game, due to the cooperative activi- 
ties of Art Linkletter in “pre-selling” the 
game on his show. 

The “This Is Your Life Albums,” a 
product of the famed Ralph Edwards 
Show, have only recently hit the market, 
but on the basis of first sales, the line 
will do over $1,000,000. Greeting cards 
and pocket snapshot wallets will augment 
that. 

Last sales reports on the self-liquidat- 
ing “Twenty Mule Team Borax” kit, a 
knockdown hobbyist’s item, has passed 
$500,000. 


@ While retail tie-in merchandising with 
the air outlets has its complexities and in- 
tricacies, there are really only four basic 
rules that govern it: 

1. Relying on the psychological values of 
“public imagery” and “totemism”—they’re 
just words used to define the funda- 
mental desire of the human being to emu- 
late the hero or heroine of the hour—the 
first thing you do is to create new mer- 
chandise around a show’s personalities and 
characters. 

2 You create “legitimate” merchandise 
—on markup, the kind of merchandise 
with which a store like Saks or Neiman- 
Marcus can protect its merchandising rep- 
utation. 

3. You create “traffic” for the retail 
merchant and the manufacturer. 

4. You must plan on enhancing the val- 
ue of the show with the routine promo- 
tions, displays and paid advertising of 
the manufacturer, the jobber and the re- 
tailer. 

Ignore any of these four fundamentals 
and the tv “tie-in” is dead. Even when 
you respect the four rules, the strictest 
control and the most careful market tim- 
ing must be maintained over the whole 
operation. Then you get results, the kind 
“Pinky Lee” delivered in Halle Brothers 
Department Store in Cleveland on Nov. 6, 
1954. More than 20,000 parents and their 
youngsters stormed the store in a complete 
sell-out and near riot. Eighteen manufac- 
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WAT ASSES 


IN THE DENV 


This insert printed on the high speed 
rotogravure presses of The Denver 
Post which offers you full-color roto- 
gravure advertising in its Sundoy 
Empire Magazine and Comic Sec- 
tions ...and full, R.O.P. color both 
daily and Sunday. 


This is a reproduction of one of the many 
full-color ads which appear in The Denver Post. 


Advertiser: Pepsi-Cola Company creceuanian 
Adv. Manager: Charles Derrick Evening, except Saturday 


" Sunday ........ 
sae tal Bow Sane-Terge, ine. Empire Magazine and Comics.......... 
Art Director: Addison Bickford A.B. C. Publisher's Statement 

March 31, 1955 
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Represented Nationally by Moloney, Regon & Schmitt, Inc. 
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turers were licensed to make the “Pinky 
Lee” line of hats, games, toys, shirts, belts, 
trousers, etc. The show got the promotion. 
Halle Brothers had the merchandise. The 
same identical thing happened in the May 
Co. stores in Los Angeles. 

That’s what is meant by creating “traf- 
fic,” but we have to remember that “Pin- 
ky Lee” plays daily over 88 NBC-TV 
stations to 2,500,000 adults and 5,000,000 
youngsters. 

While these “traffic” promotions often 
reach stupendous proportions, they are 
really the least significant feature, in 
terms of benefit, to the show itself. What 
really counts for the show—for that “plus” 
value the sponsor wants and is quick to 
buy—is the fact that when you get several 
million people wearing the “licensed” 
items from the show, you have several 
million walking advertisements for your 
show. Remember that those people are tv 
viewers and retail consumers. 

Anyway you survey it—it figures! 

| 


G. D. Crain Jr. Says... 


What makes more sense? If you expect 
the manufacturer to pick up the strato- 
spheric tabs of production for today’s tv 
show, the logical thing is to guarantee him 
a chance to get his money back from the 
retail cash registers that ring his mer- 
chandise off the store shelves and into the 
hands of the consumers—who happen also 
to be the tv viewers. 

From the standpoint of the station or 
network, the show with the exploitation 
retail “tie-in” has the quicker sale, and 
because such operations are self-financing 
through the many facets of licensing ar- 
rangements, it is inevitable that this spe- 
cialized field of merchandising must be- 
come an integral part of tv show and 
character presentation to the sponsor. 

Since the result happens without cost 
to the station, the show, or the sponsor, it 
all adds up. 

It cuts costs. It enhances the prestige of 
the show and gives that “plus value” to 
the sponsor. It makes money. 


‘Packing’ Is a Fraud—Or Isn't It? 


It’s an interesting commentary on the 
business ethics of our day that an able 
young business man of my acquaint- 
ance recently quit selling automobiles. 

He operated a profitable franchise for 
a well-known line of cars in a prosperous 
community. He recently sold the busi- 
ness, lock, stock and barrel, and walked 
out because, as he told me, “I didn’t 
want to have to lie and cheat to stay 
alive.” 

The people who bought the dealership, 
including a building, stocks of cars and 
accessories, and service equipment, were 
told by the departing dealer why he was 
retiring. But since they were buying a 
profitable enterprise, they were glad to 
acquire title to the property and fran- 
chise, and expect to live happily ever 
after. 


= “*Packing’ the price of the car and ac- 
cessories is an accepted method of doing 
business,” said this ex-automobile man, 
who is now engaged in another vocation 
more to his liking. “If you don’t do the 
same thing, you’re out of luck. 

“It starts with the phantom freight 
rate: The price includes $150 to $500 ex- 
tra, representing freight from the fac- 
tory, regardless of whether the car may 
have been assembled at some nearby 
point. 

“Then the retail price is raised as much 
as the dealer sees fit, to enable him to 
swing a deal involving a trade, as most 
new car sales do. Most buyers are more 
interested in getting a good price for their 
old cars than a low net price for the new 
car. 

“Some dealers even pack the finance 
charges, even though this is not possible 
when the financing is handled through a 
large and reputable company. But if the 
dealer finances through his local bank or 
some less scrupulous organization, the 
buyer may pay through the nose for his 
financing. 


= “A good example of what a dealer is 
up against is supplied by a former cus- 
tomer who reported his purchase of a 
car of our make from another dealer. His 
old car had a ‘book’ value of $395. I of- 
fered him $500, and he actually got $900 
from the dealer who made the sale. 
“But the latter’s price was so heavily 
packed that, whereas the net cost to him 


if he had accepted my original deal was 
$3,204, he paid the other dealer $3,684. 
And in addition, the monthly payments 
were loaded with fake finance charges 
to the extent of $12 a month, to be paid 
during the 24-month instalment period, 
or another extra of $288. 

“When I explained to the purchaser 
how he had been rooked, he threatened 
suit, going to the state’s attorney, etc., 
but I advised him he had no case. He 
had been taken because of his demand 
for a big trade-in on his old car.” 


® Here’s the other side of the picture. 
One of the ablest merchandising men in 
the automobile business, who operates 
several dealerships in various cities, an- 
swered the criticisms of the former dealer 
in this way: 

“This is a rough business, to be sure, 
but it’s profitable. We are doing better 
this year than we have ever done. 

“Packing or loading is not condemned 
by the factories, which realize that in 
this competitive business the dealer has 
to have room to move. If he advertised a 
specific price, with no margin based on 
loading the price of the car and acces- 
sories, he couldn’t be flexible in making 
a trade. So the manufacturer gives his 
dealers plenty of leeway in this respect. 

“No list prices are published, so the 
consumer doesn’t get a retail price ex- 
cept from the dealer. Most of the time 
the dealers in a community agree on a 
list price, including a certain amount of 
loading. But they are given enough flexi- 
bility to go up or down, depending on 
what kind of deal they have to make. 

“Most of the trouble due to overcharges 
complained of by purchasers is a reflec- 
tion of their own greed in pitting one 
dealer against another to jack up the 
trade-in price. Usually the net price fig- 
ures out about the same. 

“The automobile business couldn't exist 
without the dealer, and the dealer 
couldn’t exist without a profit. Packing 
the price is necessary to assure that 
profit. It’s as simple as that. And with 
the difficulty of moving used cars, many 
dealers still fail to make enough profit to 
keep them in business.” 

Which view is correct? The public wil! 
make the final decision, and right now 
seems to have no objection to shopping 
around for the best price on the old jalopy. 


Looking at the Retail Ads 
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DOUBLE BARGAIN 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and adv®@rtising 
training.) 

In AA and in many other publications, 
there are continually recurring distress 
cries from manufacturers, agencies and 
others, because retail salespeople don’t 
know how to sell. The average salesper- 
son of small items in the retail store 
makes only a fraction of what creative 
people and agency executives in adver- 
tising make. 

These “sellers” with high income should 
and could have a far greater influence 
on retail operation than they do. Their 
influence presently is often insignificant 
and not always constructive. Often it is 
bad. 

Too many ads, paid for at high space 
rates, carry no help at all for the numer- 
ous retail people who see them. Hence 
they carry little sell for the consumers to 
whom they are directed—except those al- 
ready sold. 

And retail ad people look at the wan 
and weak selling of ads produced by 
great manufacturers and—assuming the 
“great ones” know what they are doing— 
repeat the same errors of anemia and 
omission. 


® But more is to be said about the ad 
shown here than (a) its failure to help 
retail salespeople understand what they 
are supposed to help sell for the manu- 
facturer, and (b) its poor example for 
retail advertising. This ad occupies over 
120 square inches of space—a full page in 
a national Sunday newspaper magazine. 

The magazine is read by men and wom- 
en alike. 

I don’t know what percentage of the 
men and women readers know what Glo- 
Coat is. Auto polish? Marine varnish? 
Floor polish? At the top of the can is the 
legend: “A product of Johnson’s Wax.” 
Must be a polish. 

If you want to make sure, you could 
have made the ad reveal the secret, by 
reading it all, if I hadn’t blocked out a 
dozen words of small type. Twelve words, 
occupying less than two square inches of 


Big 2-way savings! 


Now, for « limited time, you save teu when 


Shine tacts up to 10 weeks! 
Only new Super Hard Glam Glo-Coat protects 


) A wilh euch long lasting oe roman’ 
‘umber! 


——e fhe ome and only 
Jokraoe's Hard Glam Glo-Coat It's super 
amd @ are your sevings / you ari now! 


SUPER FORMULA! 
where substitutes 


—— ee ee om ee ee ee ee 


the ad’s total space. But with that 1/60th 

of the ad covered up, if you don’t know 

what the product is, you can’t find out 

from the remaining 59/60ths of the ad. 
Does it make any difference? 


® To me, it should. I think an ad is sup- 
posed to sell all it can possibly sell, hon- 
estly and legitimately, and in taste con- 
sistent with the prestige and standing of 
the advertiser. 

If, in this ad, people who are unfamiliar 
with the product are required to read the 
ad carefully to find out what it is, a host 
of good prospects for this “double bar- 
gain” are never going to find out what 
the bargain or the product is. They won't 
instantly know the product is for them. 

According to my theories, that is a Joss 
to the advertiser. 

I believe “double bargain sales” or any 
other kind should be used to make as 
many new friends as possible. The sell- 
ing that does a swell job of that, usually 
does a swell job with the people al- 
ready acquainted with the product. 


® This provides illustrations of the fol- 
lowing violations of sound principle, 
judged solely on the ad itself. 

Appeal narrowed down to present users 
only, no urge to “use this low price sale 
to get acquainted.” 

Diffuseness: No hint as to whether the 
saving is really worth while or not. Is it 
apt to be a 10% saving, or a 30% sav- 
ing? (Granted this may have been a 
tough one, if there is no clue; there is no 
strength from the carrying of convic- 
tion as to savings.) 

Selling of a sale price only, instead of 
sale of the product and the sale price: A 
sale price should be used, I think, to 
get plus sales, not be used as the only 
means of getting sales. Women don’t buy 
to get the savings. They buy to get what 
the product will provide in the way of 
benefits, and low price or savings is sim- 
ply a powerful leverage to get them to do 
it. 

Oh, I almost forgot to tell you—if you 
are one of those who do not know Glo- 
Coat—it is a floor polish. 
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Sir Francis Drake 


Ads Try to Fix 
Hotel's Identity 


San Francisco, Oct. 4—Using 
radio and newspaper advertising 
to promote a hotel, two of whose 
competitors have names sufficient- 
ly similar to cause confusion even 
among experts, is a new task taken 
on by the San Francisco office of 
Roy S. Durstine Inc. 

The campaign, currently under 
way with Jerry Gorin as agency 
account executive, is designed to 
avoid “traditionally stereotyped 
hotel advertising.” 

“We are attempting a fresh and 
unusual approach,” Mr. Gorin ex- 
plains, “designed to retain a smart, 
modern feel and reflect the at- 
mosphere and the hospitality of 
the Sir Francis Drake.” 

The hotel competes for business 
with the nearby St. Francis and the 
Drake-Wilshire hotels. The name 
confusion is such that even Wil- 
lard E. Abel, general manager of 
the Sir Francis Drake, admits that 
his friends sometimes go looking 
for him in the lobbies of the other 
hotels. 

The Durstine agency, responsible 
for promoting the Sir Francis 
Drake’s new Golden Hind res- 


Yes, SIR FRANCIS DRAKE 


Now, a new San Francisco tradition s launched the GOLDEN 
HIND! This elegant!) appounted food and drink roum borrow + 


YES, sin—One of the biggest prob- 
lems in advertisements for the Sir 
Francis Drake Hotel, San Fran- 
cisco, is establishing the identity 
of the hotel among other hostelries 
with similar sounding names. 


taurant, hit upon an _ unusual 
method of handing out invitations 
to the preview opening. 


es A beautiful young woman 
dressed in 16th century costume 
personally delivered to Bay area 
newspaper, radio and television | 
personalities a bottle containing a 
model of the Golden Hind, the 
flagship on which Sir Francis | 
Drake (not to be confused with 
St. Francis or Sir Drake-Wilshire) 
made a voyage around the world. 

When the cork was pulled, a 
pennant unrolled, bearing the in- 
vitation to “come aboard and help 
us launch the Golden Hind, San 
Francisco’s new and elegant food 
and drink room.” 

The advertising campaign has 
consisted of intensive use of radio 
stations KNBC, KCBS and KEAR, 
plus selected Bay area newspapers. 

The three radio stations are used 
on a regular schedule, with three 
radio spot commercials a week 
presented by top personalities of 
the respective stations. 

The commercials are aired to 
reach different segments of the 
audience desired, including com- 
muters, housewives and others in 


» 


ip has come in! The Sirjing Enthusiastic o gather ‘round the handsome) The Golden Hind is a prime 
Fr i 's newly opened|Golden Hind diners WC 2q piano bar where Bob Sinner 
Golden Hind! jhave told us that it is rovides soothing music $ to 9, 
“ | 


2\ The Golden Hind, as all you hard to reconcile the 

\hustorians know, borrows its name “U™Ptvous food with 

from Drake's celebrated flagship. "© Prices on the 

|Downright » a os . 
4 room he od 

Wf Sie Francs Drake hed found ee ad Dimided into rexia, |Prsingly moderate! © 

is. Breakfast bar at 


example 
: of good 
tivia 
Far be it from us to say dining 4 en) 
id convivi every day 


wialty in the 
as ths new 


another area 
which we mean to say, for for more levsurely 
f that is a glorious experi- starts on the day 


of the modern with art treasures tesy our generous 
of antiquity will delight the art-| 14% ox pe 
ist in your soul, Take in the an-) 1% ox. Ro 


As for the new Golden Hind, 
it's a veritable treasure ship for 
pleasure! Yes, Sir Francis Drake! 


sweetened lome jurce 


ence drinks that are memor- additional m jcient, authentic crest that digni-| 1% 02. » juice (fresh) 
able ions .. . for plain space for gracious 9 |fes the most restful bar a tired) 4 drop: P, sd Baters POWELL ot SUTTER 
relaxing in the lap of buxury . . . lunching and |worker ever set a weary foot in) Slice of lime sop an ice cube EXbrook 2-7755 


HISTORICAL EMPHASIS—A bust of Sir Francis Drake, promotion of the 

Golden Hind room, named for Sir Francis’ flagship, and a drawing 

of a model of the ship in a bottle—all help make this ad for the Sir 

Francis Drake Hotel, San Francisco, a clear identification of the 
hotel. 


various Sir Francis Drake public 
rooms with both newsy reports on 
activities of interest in the area 
and also straight promotional copy. 

“The theme of the entire cam- 
paign,” Mr. Gorin explains, “has 
been the reiterated use of the sim- 
ple phrase...Yes, Sir Francis 
Drake. Every radio spot ends with 
this, and it is carried on all printed 
material. 

“We think this helps reduce con- 
fusion over the name, and the 
phrase denotes the concept of serv- 
ice as well as establishing the def- 
inite identity of the hotel.” 


Rexall Slates Local, National 
Drive for One Cent Sale 
Rexall Drug Co., Los Angeles, 
will use a variety of national and 
local media to promote its annual 
Fall One Cent Sale, to be held Oct. 
17-22. Local promotion calls for 
the use of 5,400 radio spots, 15 mil- 
lion locally distributed circulars, 
extensive newspaper schedules, 
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and point of sale material. 

Nationally, four-page color 
spreads are scheduled in Collier’s, 
Farm Journal, Life, Look, The 
Saturday Evening Post and Town 
Journal. Large space will also be 
used in The American Weekly 
and Parade, as well as a number of 
independent Sunday supplements 
and comic sections. Rexall adver- 
tising is placed by the Los Angeles 
office of Batten, Barton, Durstine 
& Osborn. 


Miller to ‘Quick Frozen Foods’ 


Gil Miller, formerly eastern ad- 
vertising manager of Liquor Pub- 
lications Inc., has joined Quick 
Frozen Foods as district manager 
and New England advertising 
manager. 


Verbel Joins Wehner 

Jerry Verbel, free-lance adver- 
tising and public relations writer, 
has joined Wehner Advertising, 
Newark, as copy chief. 
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PAGE 3—There’s no business like the build- 
ing business for opportunity. 
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PAGE 5—Here’s opportunity: better designs, 


methods, ideas to use. 
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Julius Ochs Adler, 
| Publisher, Soldier, 
| Is Dead at 62 


{ New York, Oct. 4—Julius Ochs 
Adler, 62, ist v.p. and general 
manager of the New York Times, 
and president and publisher of the 
Chattanooga Times, died yesterday 
in New York Hospital of cancer of 
the pancreas. He had been ill for 
several months. 

Born in Chattanooga, Tenn., Gen. 
Adler, as he was generally known, 
because he had held a commission 
as a major general in the Army of 
the U.S., and had seen distin- 
guished service in both world wars, 
was the son of H. C. Adler, former 
head of the commercial printing 
department of the Chattanooga 
Times, and the former Ada Ochs, 
sister of the late Adolph S. Ochs, 
publisher of both the Chattanooga 
Times and New York Times. 
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Gen. Adler was graduated from 
Princeton University in 1914 and 
then joined the staff of the New 
York Times. The following year, 
he began his military career, en- 
rolling at an officers training 
school at Plattsburgh, N.Y. He 
went overseas in 1918 as captain 
of an infantry company in the 77th 
division. 

He saw considerable action in 
the Argonne offensive, and re- 
ceived the Distinguished Service 
Cross for gallantry and leadership 
in action and was promoted to the 
rank of major. Later he received 
the Silver Star with two oak leaf 
clusters, and the Purple Heart for 
having been gassed. 

After the first world war, he 
returned to the New York Times. 
He became v.p. and treasurer of 
the newspaper and worked closely 
with his uncle, Mr. Ochs, the pub- 
lisher. After the death of Mr. Ochs, 
in 1935, Mr. Adler became general 


manager of the Times and one of 


the trustees of his uncle’s estate. 

Mr. Adler was a strong support- 
er of advertising as “a news 
vehicle in itself.” He called it an 
integral part of a newspaper. 

“Without advertising,” he said 
in 1946, “we could not possibly 
maintain a free, independent, un- 
trammeled press as we know it to- 
day. Far from obstructing and 
threatening the freedom of the 
press, as a few critics insist it does, 
advertising is the shield and de- 
fender of a free press.” 


w On another occasion, Mr. Adler 
said that he knew of only a few in- 
stances in which advertisers had 
sought to influence the policies of 
the New York Times. 

“We let them take their adver- 
tising elsewhere,” he said, “because 
the New York Times’ influence is 
not for sale at any price. The 
truth is that the bogy of the sinister 
advertiser pulling purse strings in 
an attempt to influence publishers 


is largely fiction. It scarcely ever | 
happens.” 

During World War II Mr. Adler 
returned to active duty in the army | 
as colonel of the 113th infantry 
regiment in the 44th division. Sub- 
sequently he was made a brigadier 
general in the 6th division, saw 
combat duty in the Pacific theater 
of operations, and was awarded the 
Bronze Star for meritorious serv- 
ice. Following the war he was pro- 
moted to major general and as- 
signed as commanding general of 
the 77th division in the army re- 
serve. He retired last December 
because of age. 

In addition to his newspaper 
work, Mr. Adler had a number of 
other business interests. He was a 
director of the Spruce Falls Power 
& Paper Co., Toronto; vice-chair- 
man and a director of the Inter- 
state Broadcasting Co., New York; 
board chairman of the Chattanooga 
Publishing Co., and v.p. and direc- 
tor of the Times Facsimile Corp. 


Advertising 
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ne poe a ik ONCE SAID (no one in our 
organization) that the function of 
editorial pages is “to keep the ads apart.” 

Our own idea is that the primary job 
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SPECIAL CAMPAIGN—ILlinois Zine Co. 
has launched a new advertising 
campaign capitalizing on the cop- 
per shortage to promote its non- 
ferrous metal, Eraydo, Ads broke 
last week in American Metal Mar- 
kets, Journal of Commerce and 
Wall Street Journal, and plans 
call for insertions in eastern met- 
ropolitan newspapers. Ashe & Eng- 
elmore Advertising is the agency. 


Illinois Zinc Ads 
Boost Eraydo as 
Copper Substitute 


New York, Oct. 4—Illinois Zinc 
Co. has launched a new advertis- 
ing campaign capitalizing on the 
current copper shortage. Ads broke 
last week in American Metal Mar- 
kets, Journal of Commerce and 
Wall Street Journal to promote the 
company’s principal product, 


) PAGE 7—Opportunity, continued: better 


products, materials, services. 
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4 pment of struct ura! plastics, ard they ve 


PAGE 9—Throughout an issue, emphasis is 
on the opportunity ahead. 


of editorial pages is to keep the reader 
alive and alert to the opportunities 
offered him throughout the issue by 
our editors and by our advertisers. 

Note: editors and advertisers. 

We make no bones about this. Theme 
line at the top of the advertising index 
is one of the great truisms of the build- 
ing business: “The better you buy — 
the better you build — the better you 
sell.”"© 

And note that the Reader's Guide to 
Advertising is up at the front of AMERI- 
caN Buitper — right after the editorial 
Reader’s Guide. 

After all, what is the reader looking 
for? We say it’s opportunity — and we 
start saying it on the Opportunity Page, 
first editorial page in the book. 

What the builder-reader thinks of the 
opportunity he finds in the AMERICAN 
Burvper is a plain fact: AB has the larg- 
est circulation in light construction to- 
day. SimMons-BOARDMAN PUBLISHING 
Corp., 30 Church St., New York 7, N.Y. 


fread The American Builder 


MAGAZIN 


construction paper 


“AMERICAN BUILDER 


Eraydo, a non-ferrous metal with 
characteristics the company says 
are similar to those of copper. 

The substance of the advertising 
copy is that Eraydo is the “way 
out” for industries whose opera- 
tions are hamstrung by the copper 
shortage. 

Responses to the first ads are 
reported to have exceeded expec- 
tations. Additional ads are being 
prepared for insertion in metro- 
politan newspapers here and in a 
few other cities still to be deter- 
mined. 

Ashe & Engelmore Advertising 
is the agency. 


Marshall Joins Duncan Scott 

William E. Marshall Jr., for- 
merly sales representative with 
KOVR-TV, has joined the San 
Francisco staff of Duncan A. Scott 
& Co., publishers’ representative, 
succeeding Peter Schulz, who was 
recently transferred to Los An- 
geles as manager of Scott’s office 
there. Mr. Marshall also has been 
assistant advertising manager of 
Western Advertising, in the dis- 
play advertising department of the 
San Francisco News and with Bris- 
acher, Wheeler & Staff. 


Snapp Joins Gerth-Pacific 


Donald T. Snapp, formerly with 
Rippey, Henderson, Kostka & Co., 
Denver, has joined Gerth-Pacific 
Advertising, San Francisco, as an 
account executive. Mr. Snapp had 
been with the Denver agency since 
1949 serving a variety of financial, 
technical and industrial accounts. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, ~ ag one 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

. Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
| uick service and fast delivery 
ALL WAbash 2-8655. 


| 
431 S. Dearborn Street, icago 5, ui 
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Marion Power Names Reed 
Dudley B. Reed Jr. has been ap- 
pointed director of advertising 
and public relations of Marion 
\Power Shovel Co., Marion, O. Mr. 
‘Reed formerly was manager of| 


|public relations of Bucyrus-Erie 


TERRITORIAL ENTERPRrop 


VeaaseA GIT), NEVADA 


Largest Weekly Paper Ip 


AL eines Rane Renate 


|Co., South Milwaukee. 


Gives Graphic Picture of Your Operations 


The BOARDMASTER Visual 
Control tells you at a Glance how 
to save time and money—prevent 
mixups and confusion. All facts at 
“eye level." 

Over 60,000 organizations use 
this simple, flexible tool to get 
things done. Ideal for sales, in- 
ventory, productions, scheduling, 
etc. Type or write on cards, snap 
in grooves. Made of metal. 


Full price $4950 with cards 
FREE 24-page Illustrated 


BOOKLET No.V-100 
Without Obligation 

Write or Gall Wisconsin 17-8444 
42nd ST., New York 36 


GRAPHIC SYSTEMS, 55 W. 


‘This Week in Washington... 


Textile Imports Alarm U.S. Industry 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Oct. 6—A big tar- 


\ iff fight seems to be shaping up 


over textiles. By and large, U.S. 
/mills have dominated the huge do- 
mestic market. Now the industry is 


‘insistently beating the drums for | 


| protection against rising foreign 
competition. 
| To arouse public support, the 
industry is distributing a bar chart 
| showing a dramatic increase in 
shipments of Japanese cotton cloth 
and apparel to the U.S. this year. 
Moreover, American Cotton Man- 
ufacturers Institute reports recent 
trade treaties with Japan resulted 
‘in orders for 52 million yards of 
|fabric in August, a figure greater 
than the entire quantity of cloth 
imported from Japan in all of 1954. 
Asserting that this is “only the 
beginning” of the Japanese inva- 


;sion of this market, the institute 
| Says 
‘American mills is a quota system 


“the only salvation” for 


or cut-off point to limit imports. 

If and when the industry presses 
‘its case the politics will be com- 
| plex. The tip-off came last spring, 
_when southern Democrats, who are 
‘normally against tariffs, shifted 
| ground and joined with New Eng- 
land Republicans to force the ad- 
ministration to settle for a trade 
bill with escape clauses patterned 
to the liking of the textile people. 

Moreover, Commerce Secretary 
Sinclair Weeks, who is a New Eng- 
lander, is sure to be under terrific 
pressure. Others with foreign trade 
problems, such as the bicycle and 
watch industries, have had sym- 
pathy and enthusiastic assistance 
from Secretary Weeks. But so far 
he has refused to enlist with the 
textile forces. 
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PROBLEM 
CENTER 


| 


In advertising a dollar buys you exposure. It 
gives you an opportunity to TELL people about 
your product so you can SELL them your 
product. Some dollars buy more exposure than 
others. Take for example the advertiser who 
buys any part or all of the 860 Keystone Broad- 
casting System's radio station affiliates. In the 
KBS markets, you get the most select coverage 
and exposure—the biggest dollars worth, because 
you are not required to pay for wasied coverage 


Send for our new station list! 


CHICAGO LOS ANGELES 
111 W. Washington St., STate 2-6303 3142 Wilshire Bivd., DUnkirk 3-2910 
NEW YORK SAN FRANCISCO 


580 Fifth Avenue, PLaza 7-1460 $7 Post Street, SUtter 1-7440 


How to get more exPosore for your sales message... 


—you select only the markets needed to follow 


your sales pattern. 


These are strong words. But they’re not brag 


and boast. They’re facts which 


delighted to discuss with you with case history 
records in hand. Many brands which are now 
household words have greatly increased their 


sales with KBS radio advertising 
and Rural America. And those 


pluses give you visual exposure! Ask us. 


we would be 


in Hometown 
merchandising 


@ MORE FOR YOUR 
DOLLAR. No premium 
cost for individualized pro- 
gramming. Network cov- 
erage for less than some 
spot” costs 


e TAKE YOUR 

CHOICE. A handful of 

stations or the network 

a minute or a full hour 

.. it's up to you, your 
needs 


@ ONE ORDER DOES 
THE JOB. Al! bookkeep 
ing and details are done 
by KEYSTONE, yet the 
best time and place are 
chosen for you 


Tee vworce or womettowr ano #8 
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Advertising Age, October 10, 1955 


U.S. IMPORTS FROM JAPAN 


COTTON CLOTH —in sa. yards 
1952 1,836,280 


1953 
1954 (XU es 508) 
1955 CEE ETS") 


COTTON WEARING APPAREL — in dollar valve 
1952 |s34,608 ‘winanetets 


1953 (437,322 
1954 (}s077,s2s 
eee") 


1955 [ 
* onaval rote boved on Jon hly hues 
SOURCE: U.S. Dept. of Commerce, Bureau of Consus 


IMPORT GAIN—This chart distributed 
by Textile Information Service 
shows Japanese shipments of cot- 
ton cloth to the U. S. have in- 
creased from $47,803,000 in 1954 to 
a likely $75,847,094 this year, and 
cotton wearing apparel from $877,- 
525 to $9,123,328 


He is mindful of the fact that 
Japan bought 800,000 bales of cot- 
ton—worth $150,000,000—from the 
U.S. in 1954 and sold us only 
$30,000,000 worth of cotton tex- 
tiles. He also points out that the 
U.S. textile industry exported 8% 
of its production, and faced im- 
ports equal to only 0.2% in 1954. 
“The threat of greater importa- 
tion may be real,” he told textile 
people, “but up to now it seems to 
me that you face it from a position 
of strength.” 


Public Service Sacrifice: Maurice 
Stans, who was sworn in Monday 
as Deputy Postmaster General, has 
made sure that no political foe 
can rightfully claim that he [Mr. 
Stans] expects to profit from his 
term of public service. 

In order to comply in spirit, as 
well as in fact, with “conflict of 
interest” statutes he has resigned 
from the boards of directors of 
six corporations and has severed 
all connections with Alexander 
Grant & Co., Chicago accounting 
organization where he served as 
exec. partner. 

But Mr. Stans didn’t stop there. 
To avoid any suggestion of con- 
flict, he has also ordered the Post 
Office Department to cancel the 
profitable management contract it 
had with Alexander Grant & Co. 
to modernize postal accounting 
systems. 

According to Jerry Kluttz, civil 
service news writer for the Wash- 
ington Post, Mr. Stans’ $17,500 
salary as Deputy Postmaster Gen- 
eral will represent about 20% of 
the income he gives up to take the 
job. 

“I regard this as a privilege and 
in no sense a personal sacrifice,” 
he told Mr. Kluttz. “My father was 
an immigrant; my mother’s father 
was an immigrant. The country has 
been good to us, and I believe we 
owe it a lot more than merely pay- 
ing taxes.” 

Mr. Stans, who also has been 
president of the American Institute 
of Accountants this year, said he 
regards the overhaul of the Post 
Office as the biggest business reor- 
ganization that has ever taken 
place at any time and in any place 
in history. He says methods used 
when the Eisenhower administra- 
tion took over were “25 and 30 
years behind those used by pro- 
gressive private indistries.” 


New FTC tactic: Now that tobac- 
co companies have helped it draft 
“guides” for cigaret advertising 
[see Page 104], FTC has decided to 
encourage other industries to ap- 
point committees to work toward 
the elimination of widespread “bad 
business practices.” 


_ Under this plan, the industry 
would first agree to trade practice 
/rules spelling out practices which 
_the commission considers illegal. 
The industry committee would be 
used to keep FTC informed of 
| changing practices in the industry 
which require attention. At the 
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APPRECIATION—Boston Red Sox Manager Mike Higgins receives a 

silver bowl in appreciation of his contribution to Boston baseball 

from the Lantern Club of Boston, a group of magazine advertising 

representatives. Present are Dana Hull, Farm Journal; Mike Hig- 

gins; Bill Cunningham, Boston Herald, and Charles Hartshorn, 
Woman’s Home Companion. 


Cunningham Hartshorn 


same time it would remind indus- 
try members of the importance of 
complying with the rules, and 
about latest shifts in FTC policy. 
The committees could not inter- 
pret rules or try to correct viola- 
tions. FTC’s plan specifically pro- 
vides that any complaint of 
violation received by a committee 
must be forwarded promptly to the 


commission without contacting the | 


party involved. 
~ ~ ° 

Housing Costs: Census Bureau’s 
mid-year housing study shows lit- 
tle danger that home builders are 
outpacing their market. While the 
over-all amount of vacancy was 
2.3%, compared with 1.6% in 1950, 
the rate in the 12 urbanized areas 
with a million or more inhabitants 
was 1.4%, the same as 1950. 

The study, covering second quar- 
ter of 1955 (Series H-111, No. 1), 
shows how housing costs of urban- 
ites have zoomed upwards. The 
volume of houses for sale was still 
only 0.5% of the total, despite rec- 
ord building rates. The median 
price tag, however, in metropolitan 
areas was $12,400, compared with 
$9,100 in 1950. Outside the metro- 
politan areas, non-farm home 


prices were up only slightly, from 
$6,300 in 1950 to $6,500 this year. 


Political broadcasts: CBS Presi- 
dent Frank Stanton’s plan for net- 
work-produced political broadcasts 
next year is encountering opposi- 
tion from at least one member of | 
the Federal Communications Com- 
mission. 

Under the CBS plan, the “equal 
time” rule would be modified so 
broadcasters could put candidates 
on panel shows or other similar 
types of programs without offering 
identical time to all other candi- 
dates for the same office. 

Advocates of the plan feel it will 
result in interesting and effective 
campaigning, with minimum dis- 
ruption of normal schedules next 
year. 

However, FCC Commissioner 
Robert Bartley, a Democrat, says 
the risk of abuse would be great. 

“The alleged prize which is now 
being dangled before our eyes, as 
a ‘come-on’ for amending the act, | 
would hardly be worth the poten- 
tial consequences once the manda- 
tory bars of fairness were let 
down,” he says. 


sk Every set of 


plates intended for four | 
color wet edition printing is 
both flatted and final proofed 


: on modern four color ‘wet’ 


proofing presses. 


ve Cngravers , Ine. 


Beautiful Color Work + Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


WET PROOFS THAT ARE 


GENUINELY WET * 
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Jarade parade parade parade parade parade parade 


How to 
reach more 
families in 


CRANTON (PA.) 


| ee 
COLLIER’S......... 9.9% 


POST....................... GB% 
LOOK... G.2% 


PARADE... eer 62.0% 


This is the picture of Parade coverage* with 


SCRANTON 


THE SCRANTONIAN 


Represented Nationally by Gilman, Nicoll & Ruthman 


It is much the same in all Parade cities of origin 


parade 


The Sunday Picture Magazine with a minimum of 
20 percent coverage in more than 2400 markets 


*Corporate Limits 
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Phoenix Adclub to Host Confab) ference of the Advertising Assn. | Bates Elects Taranton V. P. 


The Phoenix Advertising Club) of the West Jan. 20-22 at the Para- 
will be host to the mid-winter con- | dise Inn. 


Give us Your HARD Jobs- 
Your Folded and Your Bound! 
IMPRINTING — OVERPRINTING 


Sersen’s IMPRINTING, INC. SHescpecke 3-2050 Gicaco 7 


Alman J. Taranton, who joined 
Ted Bates & Co., New York, in 
1940 as an account executive, has 
been elected senior v.p. and secre- 
tary of the agency. 


Frankfort Names Franklin 

Frederick S. Franklin, formerly 
market manager of Pepsi Cola 
Co., has joined Frankfort Distillers 
Co., New York, as assistant sales 
promotion manager. 


omen 
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Bank Official Raps Ad Raids by Banks to 
Get New Accounts; Urges Code of Ethics 


WasuincTon, Oct. 4—Advertising 
raids by savings banks against 
other banks to secure accounts is 
bad banking practice and not in the 
public interest. It would be better 
for mutual banks to give old de- 
positors a bonus. 

This idea was expressed here 
yesterday by George A. Mooney, 


“Then he really exploded!” 


@ Today’s high costs are enough to make any 
man blow his top. But here’s a tip that will save 
both your money and temper. 

If high printing bills have you exploding, take 
another look at the paper you are now using. 
Paper represents one-third of the cost of the average 
printing job! Just a short time ago papers of equal 
quality cost about the same. But not today. 

Today, Consolidated Enamel Printing Papers cost 
less than other enamel papers of equal quality. 

The savings result from a modern papermaking 
method pioneered by Consolidated. It reduces 
manufacturing costs, yet maintains finest quality. 


We're ready, willing and able to prove to you that 
Consolidated Enamels will cut your printing bills 
while delivering finest results. Ask your nearest 
Consolidated Paper merchant for a supply of free 
trial sheets. Make a test run on your own terms 
against any paper you’re now using. Compare cost 
and results. Then you alone be the judge. 


onioldalted 


production gloss * modern gioss»* fiash gloss 
productolith * consolith gloss « consolith opaque 
CONSOLIDATED WATER POWER & PAPER CO. Sales Offices: © 135 S. La Salle St., Chicago 3, Ill, 
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printing 
papers 


New York state superintendent of 
banks, at the annual convention of 
the Savings Banks Assn. of the 
State of New York, which met out- 
side of the state “to enjoy a 
change of scenery.” 

Mr. Mooney called upon the 
banks to declare an armistice on 
advertising raids against neighbor- 
ing institutions. 

“Advertising which seeks to 
draw accounts away from sister 
institutions,” he declared, “is not 
only contrary to the ‘system con- 
cept’ [the concept that savings 
banks function as a system, rather 
than as individual institutions], 
but is opposed to the public interest 
generally.” 

The public interest, Mr. Mooney 
said, requires that the quality of 
service, not promotion stunts and 
advertising, determine customer 
choice. 


= “I seriously propose,” he said, 
“that the associatien consider 
adopting a code of advertising 
ethics with a view toward direct- 
ing your message more toward the 
encouragement of thrift and less 
toward inducing the mere trans- 
ferral of existing accounts.” 

Mr. Mooney noted that the New 
York Savings Bank recently an- 
nounced a split dividend rate. This 
bank, he said, is paying 2%% on 
all deposits, plus % of 1% extra 
on savings that have been in the 
bank for a year or longer. 

Split dividends, Mr. Mooney 
said, could also be a practical way 
of experimenting with higher div- 
idends, when earning did not yet 
justify a higher rate across the 
board. Such a dividend policy may 
aid banks to ratio a greater por- 
tion of earnings, he said, and thus 
build up the ratio of surplus to de- 
posits, something a growing insti- 
tution must do. 

Elliott V. Bell, editor and pub- 
lisher of Business Week, a Mc- 
Graw-Hill publication, who is a 
former state banking superintend- 
ent, told the bankers that he be- 
lieved taxes would be cut next 
year. 


® “It is a national election year,” 
he said. “The budget will be vir- 
tually in balance, thanks to in- 
creased revenues, and it will be 
politically impossible to deny re- 
lief to the long-suffering American 
taxpayer.” 

Tax cuts superimposed upon the 
current boom, he said, might blow 
the lid off. “Thus the Federal Re- 
serve is sweating blood trying to 
damp down the boom now, figur- 
ing on tax cuts to pick it up again 
next year and hoping thus to 
stretch out good times as long as 
possible.” 


Michener & O’Connor Adds 3 

Michener & O’Connor, Harris- 
burg, Pa., has been appointed to 
handle advertising for three new 
accounts. They are the Patriot & 
News, Harrisburg, for national ad- 
vertising and circulation promo- 
tion; Dauphin Deposit Trust Co., 
Harrisburg, and Frozen Farm 
Products, Altoona, packer of Rose- 
port frozen foods. 


Brown & Staff Adds Two 

Crestview Pontiac, Beverly Hills, 
and San Fernando Electric Mfg. 
Co., San Fernando, has named By- 
ron H. Brown & Staff, Beverly 
Hills, Cal., to handle their adver- 
tising. The San Fernando company 
manufactures electronic compo- 
nents. 


Firestone of Cal. Names FC&B 

Firestone Tire & Rubber Co. of 
California has named the Los An- 
geles office of Foote, Cone & Beld- 
ing to handle its advertising in 
California and Arizona. Nationally, 
the company’s agency is Sweeney 


& James. 
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For the third year in a row, 
Milwaukee’s Braves again 
led allteamsin both major § 
leagues in attendance with 

2,005,836—nearly double §& 
the attendance of the cham- & 
pion Brooklyn Dodgers, 
and 500,000 more than the @ 
New York Yankee’s total. §& 


This record again spotlights 
the fact that Milwaukee & 
and Wisconsin will go for §& 
anything good ina big way, & 
whether in baseball, travel, ® 
appliances or groceries. And # 
they have the big league §& 
buying power to make big  § 


nn ay 


things happen to your sales x 
charts. THE MILWAUKEE : 
JOURNAL reaches that kind & : 


of customers all over Wis- §& 
consin—including 9 out of 10 
families in the Milwaukee 
metropolitan area. 


> aes, 


THE MILWAUKEE JOURNAL 


National Representatives, O’Mara & Ormsbee, Inc. 


} New York Chicago Detroit Los Angeles San Francisco 
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Pea cae De aictnar Pe wien Lin wae? SAMY 2 Seaham 


Quednau Elects Mason V.P. formerly was president of Frozen 

Henry Quednau Inc., Tampa Food Distributors Inc., Tampa. Af- 
agency, has elected Nelson Mason ter disposing of his interests in 
a v.p. and director. Mr. Mason| Frozen Food Distributors, Mr. Ma- 


INTERVIEWING anywhere! 


USIC’s nationwide field organiza- 
tion provides you with fast, efficient 
service on any marketing or opinion 
research project—regardless of 
scope, location, or content. All in- 
terviews are: 


Done Right - Edited - Validated 
Guaranteed Useable 


Write for free descriptive brochure 
and field coverage list. 


ison was elected a v.p. of Florida 


Cold Storage and Tampa Cold 
Storage and will continue with | 
both the latter corporations. 


Fulton, Morrissey Appoints 

Robert Wanamaker, copy super- 
visor of Fulton, Morrissey Co., 
Chicago, has been promoted to as- 
sistant creative director of the 
agency. Fulton, Morrissey also has 
appointed Rex Teich, previously 
an art director of Weiss & Geller, 
art director and Frank Stephany, 
formerly with Popular Mechanics, 
to its public relations division. 


MacDonald Adds 3 Accounts 


Arthur R. MacDonald Inc., Chi- 
cago, has been appointed to handle 
advertising for three new accounts. 
They are Vulcan Crucible Steel 
Co. division, Aliquippa, Pa., and 
Eseco division, Joliet, Ill., both di- 


Whiting Factor Hitz Daly 


SPONSOR-AGENCY-NETWORK—Present at the signing by Helene Curtis 
Spray Net as a sponsor of the “Caesar’s Hour” over NBC-TV are 
Jane Daly, tv-radio director, Earle Ludgin & Co., Chicago, Curtis 


‘visions of H. K. Porter Co., and 
'Polypix Co., Chicago, producer of 
‘a new process of quantity repro- 


UNITED STATES INTERVIEWING CORP. 


Mc 4 
141 W. Jackson Blvd. * Chicago 4, lil. * Webster 9-4000 baw, 


duction of film transparencies. 


agency for Spray Net; Edward R. Hitz, v.p. in charge of NBC-TV 
sales, central division; George M. 


O. Say Frank, we put The Seattle Times 
on the “A” schedule didn’t we? 


/\. Seattle Times? Sure- 
for two good reasons... 


“First of all, George, Seattle is really busy 
these days. All national records on population 
increase, retail sales, spendable income, and so 
on, list Seattle as one of the hottest markets 


in the country.” 


“And to reach Seattle, The Seattle Times is the 
answer—the leading newspaper in both circu- 
lation and advertising. No question it will do 


a real job for us.” 


Represented by O'Mare & Ormebes, inc. 
Mew York © Detrelt © Chisege * Les Angeles * Sen Francisco 


Factor, Helene Curtis v.p. and 

general manager of the toiletries 

division, and Ralph Whiting, 
Ludgin account supervisor. 


Russians Mark Down 
Prices on TV Sets, 
NBC Newsman Says 


New York, Oct. 5—The big ap- 
_pliance news from Russia is that 
'tv sets have been marked down 
|from 3,000 rubles (about $750) to 
2,300 rubles ($575). 

This has been reported by Irving 
R. Levine, National Broadcasting 
Co. news correspondent in the 
U.S.S.R., in a news release distrib- 
uted by the network. 

Despite this sharp drop in price, 
Mr. Levine does not predict a rush 
of the masses to their appliance 
stores to buy a set. The average 
worker only makes about 750 
rubles a month, Mr. Levine points 
out. 


® According to estimates by west- 
ern embassy sources, Mr. Levine 
reports, there are some 800,000 tv 
sets in operation in Russia now, at 
least half of them in Moscow. 

The largest screen size is 17”. 
Most frequent sizes are 12” and 
gt 

Programming averages four 
hours on week days, 11 hours on 
Sundays. Programs consist of di- 
rect, live pickups of operas, plays, 
ballets and musical shows. 

There is some experimental work 
in color, Mr. Levine says. Russian 
tv sets are made by the govern- 
ment and sold in government stores 
at prices fixed by the government. 


Libbey Glass Reorganizes 


The Libbey glass division of 
Owens-Illinois Glass Co., Toledo, 
has reorganized its sales organiza- 
tion and marketing program. Lib- 
bey glass tableware sales has been 
consolidated into two departments 
—institutional trade, serving prin- 
cipally hotels, restaurants and tav- 
erns, and household trade, serving 
the glassware departments of re- 
tail stores. Charles J. Zihlman has 
been appointed manager of the in- 
stitutional trade department and 
Lamson Rheinfrank has _ been 
named manager of the household 
trade department. Three new re- 
gional sales offices also have been 
established under the managership 
of John M. McCullough, eastern 
manager in New York; T. H. Har- 
bough, midwestern manager in 
Chicago, and John V. Higgins, 
western manager in Los Angeles. 


Foster to Sutherland-Abbott 
Gale P. Foster, formerly assist- 
ant group account head with Fuller 
& Smith & Ross, Cleveland, has 
joined Sutherland-Abbott, Boston 
agency, as an account manager. 
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Ladies’ Home Journal 


announces November publication of 
one of the year’s big non-fiction titles: 


A Night 
to Remember 


by WALTER LORD 


This gripping account of the sinking of the Titanic 
will be published by Henry Holt & Co. shortly after it appears 
in Ladies’ Home Journal. 


We predict that ““A Night to Remember” will move quickly 
to this list of great sellers that first appeared 
in the Journal during the past year— 


SINCERELY, WILLIS WAYDE 
GERTRUDE LAWRENCE AS MRS. A 
ETHEL BARRYMORE’S ‘MEMORIES’ 
KATHERINE 

GOOD MORNING, MISS DOVE 
BLACKBOARD JUNGLE 

ONIONS IN THE STEW 


And we suggest that—by consistently giving women 
the best reading—we are continuing to give advertisers 
the best women’s medium. 


Never underestimate the power 
of the No. 1* magazine for women... 


im () | 
Home 


* No. 1 in circulation . . . 
No. 1 in newsstand sales. . . 
No. 1 in advertising revenue... 
among all women's magazines. 
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Hold on to Your Hat | 

To the Editor: Wasn’t it your 
Creative Man whose fine fat flat- 
tery climbed high over the Chev- 
rolet “hill-flattening” ad a few 
issues ago? 

(Yes, it was; in the July 25 is- 
sue—Ed.) 

This is one of the few times 
when I’ve disagreed with him and 
the only time I’ve felt strongly 
enough about a point to write you. 

Maybe I’m just an old fuddy-| 
duddy about mixed figures of} 
speech. I do like figurative writ- 
ing, in ad copy and other—but it 
won’t sell me anything unless it 
gives me a clear, dramatic, whole) 
picture—not a crazy mixed-up jig- 
saw that doesn’t fit together. 

“See that fine fat mountain yon- 
og ee ee 

Yes, I see the fine fat mountain. 

Would you like to flatten the 
fine fat mountain? 

Yes, I would like to flatten the 
fine fat mountain with a Chevro- 
let. 

No, we will use an iron to flat- 
ten it. 

Then it will be pressed smooth 
like my shirt. 

No, it will be flabby and scaly 
like a flounder. A flounder is a 
flat fish. 

Will it be hard to turn the hill 


/ CAPSULE MYSTERIES 
5 MINUTE TV FILM SERIES 
@ 39 programs now available 


®@ Each program a complete story 
© Allows for 3 commercials 
© Big cast with Glenn Langan 


Charles Micheisen, Inc. 


\e& WEST 45th ST., NEW YORK 36 


A 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


into a fish with the iron? 
No, it will be easy as whistling. 
Is the flounder a whistling fish? 
Let’s forget the iron and the 


flounder. Let’s shoot the hill flat. | 
Yes, let’s shoot it flat. I like 


guns. 
Come now, point the Chevrolet 


Chevrolets red-hot hill-flatteners ! 
162 HP. 


stan abide Bias a 
Se 4 


ay Mentine De Genie: Fim the Ni priced se with the sie nets VS wm hs wd? 


at the hill and pull the trigger.* 

*(Opticnal at extra cost?) 

Barr-r-r-r-o0-0-O-O-OOM! Bar- 
tender, one flat Martini—no—one 
flat mountain. 

Okay. Now that the mountain is 
half shot, doesn’t your Chevrolet 
feel like a silk flounder or a stick 
of dynamite (another barrOOM)? 

Yes, my silk-and-dynamite 
Chevrolet will gobble up the 
flounder and all the fine fat sloppy 


‘mountains you can ladle out. 


See your nearest Chevrolet deal- 
er for your fat mountain-flatten- 


McKITTRICK 
DIRECTORY of ADVERTISERS 
- Since 1899 - 


Limited number now available 
Second Printing 


1955 Geographical and Classified 
Directories 
Revised to date 


Directories contain over 19,000 names ond addresses of 
United States and Canadian National Advertisers .. . ar- 
ranged geographically, or by product classification— 


They list each advertiser's products and trade names... 
Personnel, names and titles of officers and executives .. . 


Advertising agency placing the account... agency recog- 
nition... 


Media, appropriations where available, etc. 


ALSO 
McKITTRICK AGENCY LIST 


which contains over 3,000 United States and Canadian Ad- 
vertising Agencies; address of main and branch offices; 
names and titles of officers and executives; the agency 
accounts, together with address and products. 


For further information 
WRITE or TELEPHONE COLLECT 


McKITTRICK DIRECTORY of ADVERTISERS, Inc. 


108 Fulton Street 
New York 38, N. Y. 
BArclay 7-4828 


185 N. Wabash Ave. 
Chicago 1, Ill. 
STate 2-8911 


ing Chevrolet. It steals the thunder 
—barrOOM! 

Excuse me. I’m going right over 
to my nearest barrOOm and gob- 
ble up a mixed metaphor and flat- 
ten a fine fat Chevrolet tire by 
pointing a silk iron at it, and then 
I'll walk over a real mountain, 
whistling like a V-8 flounder. 

I wouldn’t get disturbed over 
such badvertising except for my 
belief that automobile advertising 
|in general is a public enemy—with 
\its double-barreled appeal loaded 
|with flatten-the-Joneses snobbery 
and flatten-the-safety speed and 
power. 


Don Moore, 
Bloomington, Il. 
© . © 
|Politz Research Was Behind 
Socony Name Change 

To the Editor: We have noted a 
sentence in the Sept. 19 issue of 
ADVERTISING AGE which says: “It 
was a piece of Vicary research 
which recently led Socony-Vacuum 
to change its name to Socony Mo- 
bil.” 

We did retain Mr. Vicary for 
some work connected with our 
name change, but the research pri- 
marily responsible for the decision 
to make the change was done by 
the Alfred Politz organization, 
which we have retained for sever- 
al years as our principal consultant 
in consumer research. 

A. W. SKILLING, 

Manager, Market Research & 

Analysis Department, Socony 

Mobil Oil Co., New York. 

e + ° 


‘Home-Makers’ Favorite’ 

To the Editor: Thought you’d be 
interested in this ad. Its object 
seems to be—‘Guess what our 
product is!” 

My guess is a pencil sharpener. 


Apsce’s Midget is a favorite with 
Home-makers everywhere because 
it is as attractive (choice of two 
colors—red and yellow) as it is 
useful. A precision unit as impor- 
tant to today’s housewife as her 
mixing bowls! Surprising how 
many uses she finds for her A-10 
Stapler, too! 


Of course, she selects — 


APSCO— AMERICA’S CHOICE! 
roducts inc. 


9855 ¥. Pico Blvd. 
Los Angeles, California 


But since when is a pencil sharp- 
ener a “favorite of home-makers 
everywhere”? 
Rupy FIo.a, 
Arbingast, Becht & Associates, 
Peoria, Ill. 
4 a . . 

‘Occupant’ Mailing to Hotels 
Used for Tool Show Issue 

To the Editor: During the recent 
/Machine Tool Show in Chicago, we 
‘distributed approximately 20,000 


copies of our publication in a very 
unique manner. This special issue 
was composed of merely advertis- 
ing from dealers of used machinery 
in the Chicago area only, and was 
actually a reprint of only a portion 
of our regular September issue. 
In two separate mailings of ap- 
proximately 
these tabloid mewspapers were 
mailed directly to the occupants 
of eight of the major hotels in the 
‘Hoop area. This was done with the 
express permission of the Post Of- 
fice and was accomplished by plac- 
ing the term Occupant, a specific 
room number in the hotel, the 
name of the hotel and the city 


letters were sent to these hotels 
advising them of this special mail- 
ing in order to lighten their bur- 
den. 

Private investigation revealed 
that excellent distribution of these 
20,000 copies was effected in this 
manner. To our knowledge, this is 
the first time that a mass promo- 
tion has been accomplished by 
mailing directly to individual hotel 
rooms. Our purpose in this type 
of mailing was predicated on the 


10,000 copies each, 


upon each address label. Advance 


Fight am oO ge a ee 
ae RE > 


Caption Writer Carried Away 


| To the Editor: My, oh my! who 
_wrote the caption under the top 
right picture on Page 98 of the 
Sept. 26 issue? Looks like a lan- 
dau to me, but a hansom is a two 
wheeler with the cabby sitting up 
,top in back—it’s a horse coupe, 
holds only two. 
J. Roy McLENNAN, 
J. Roy McLennan, Advertis- 
ing, West Hartford, Conn. 


in his criticisms, I do take mild ex- 
ception to one of the evaluations in 
_the column of Sept. 5. That is, 
Item 2, “the hanging planter bird- 
cage.” 
| He protests the omission of size, 
and this could be a point well tak- 
en by many—but after all—it is a 
planter...it conceivably accom- 
modates a plant of some size... 
and on today’s market, three bucks 
buys just so much metal. So I 
visualize a moderate-sized hanging 
planter and am not at all twitted 
about the size. 

As to the container for the earth 
and plant...did you read this ad, 
' Mr. Bedell? It plainly states: “The 


OS LL. PMN IL, TUF 


theory that over 90% of the guests black wrought iron and copper or 
in these eight hotels during the brass filler blends with, ctc.”—so 
two-week period were visitors on| there is your container, sir, in a 


the Machine Tool Show. For that 
reason, the amount of waste was 
held to an absolute minimum. 
SAMUEL SCHIFF, 
Industrial Machinery News, 


Detroit. 
e - . 

Reader Picks a Small Bone 
with Clyde Bedell 

To the Editor: I have long en- 
joyed Mr. Bedell’s column, “Look- 
ing at the Retail Ads,” and find 
his comments informative as well 
as amusing. 

While I personally feel that he 
is consistently 99 44/100% correct 


choice of colors, yet. 

Okay. T’ hell with it. We can 
| both get along without these plant- 
ers! 
WILLIAM C. WHITWORTH, 
| Prescott & Pilz Inc., Denver. 
7 


Arizona Bank's Murals Make 
an Institutional Campaign 

| To the Editor: I think the en- 
‘closed folder containing full size 
reproduction of nine advertise- 
ments could be termed a note- 
worthy institutional campaign for 
the bank; and in fact, I can’t re- 


IT TAKES 


GRADE 1 SOIL 


TO MAKE GRADE A 
FARMER PROSPECTS 


| 


nue’. 
lila ge 


“Grade 1” soil is rich soil, that 
holds moisture, that feels good 
in the hand . . . soil that takes the 
seed, nourishes it, and gives back 
plentiful crops. In CAPPER’S 
FARMER territory you find al- 
most all the soil classified as 
“Grade 1” by the Federal Gov- 
ernment. Here, too, are the most 
prosperous farm families on 
earth ...a vigorous and dynamic 
market offering opportunities 
for your every product or service. 
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Advertising Age, October 10, 1955 


| (AA, Sept. 5), may I call your at-|for a magazine that costs much 
tention to the Luer painted bulletin more than that to produce. 

'which appeared in the Los Angeles DonaLp Murphy, 
‘area at the same time as the New| Vice-President, G. M. Basford 
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member seeing one which is as| 
different as this one. We therefore 
send this, not as a series of un- 
related advertisements, but as a 
unit. 

The story behind the ads is this: 
We are completing now a beautiful 
and very large new head office 
building for our bank in Phoenix. 
The main banking room is almost 
a block long. On one of its long 
walls in magnificent color and he- 
roic dimensions is a mural. The 
theme is Progress and the motif is 
drawn from early Arizona and 
therefore is Indian. Painted by 
nationally famous muralist, Jay 
Datus, these have been pronounced 
by those who have had a prelimi- 
nary view of them to be magnifi- 
cent not only in concept and ex- 
ecution, but in color. Actually 
they are almost third dimensional 
and we suspect that visitors from 
all over the country will deliber- 
ately come to the bank to study 
them. It is our hope that this will 
happen. 

We had some cclor photographs 
taken of certain details of these 
murals and also had some black 
and white pictures made. Plates 
for the enclosed series were made 
from the black and whites of 
course, and were etched three dif- 
ferent times in order that color 
values would not be lost on high 
speed mewspaper presses. It is 
gcod to report that with the full 
cooperation of the newspapers, the | 
advertisements run so far have 
left little to be desired in the way 
of reproduction. We think you may 
find them of interest. 

GEORGE V. CHRISTIE, 

Vice-President, First National 

Bank of Arizona, Phoenix. 


Finds Readers Shy Away 
from Monument Illustrations 

To the Editor: In your Aug. 
22 issue the editor of your “Crea- 
tive Man’s Corner” editorializes 
on an advertisement prepared by 
this organization for our client, 
The Monument Institute of Amer- 
ica. 

We're always open to construc- 
tive criticism and we took no burn 
at this blast—perhaps because we 
can’t understand the wind-up of 
it. 

I have asked four executives in 
this office to translate the author’s 
opinion that the ad suffers from 


but none can understand just what 
is meant. 

I wonder if he would be kind 
enough to elaborate on his opinion 
of exactly what the right appeal to 
the right people would be. If it 
is a “little girl kneeling on the 
grave of her father,” let me say 
our research has found that the 
picture of a monument in an ad 
immediately discourages reader- 
ship as a great many people im- 
mediately peg it as a monument ad 
and, because it is associated with 
death, shy away from reading it. 

Henry L. BARBER, 

President, Landsheft & Barber 

Inc., Buffalo. 

* * + 
Builder Puts Homes’ Materials 
into Display Mobile 


To the Editor: In conjunction 
with our usual advertising media, 
we used an unusual gimmick in 
promoting our Gamble Kitty Hawk 
Home project of 114 homes in the 
shadow of Pikes Peak, Colorado 
Springs. 

This unusual gimmick is a mo- 
bile, constructed by James Gamble, 
using only materials from the 
homes advertised. The mobile was 


on display in one of the model 
homes, and the local newspaper, 
the Colorado Springs Gazette Tele- 
graph, used a picture and write-up 
of the modernistic display. 

Mobiles are not new in adver- 
tising, but the special twist of con- 
structing one out of the same ma- 
terials as the product being sold 
is news. 

G. L. GRIMEs, 
Advertising Manager, Gamble 
Building Co., Denver. 


“directing the wrong appeal to the 
right people, or, if you wish, the 
right appeal to the wrong people.” 

I feel our people are intelligent, 


Los Angeles Frank Posed 

in Sun in 1953 

| To the Editor: While we are dis- 
cussing coincidence and bologna 


WESTERNER—Luer Quality franks join the “bologna coincidence” de- 


partment (AA, Sept. 5), having 


appeared in this painted bulletin 


in the Los Angeles area in the summer of 1953. 


York newspaper ads. Since the en- 
closed photo was taken by Foster & 
Kleiser on July 21, 1953, it seems 
unlikely that the board was in-| 
spired by the reclining bologna on) 
the New York sands. | 

Perhaps the coincidence resulted 


Co., New York. 
No one would argue that listen- 


ers must watch commercials. But 
this is different from having a set 
manufacturer tell people not to 
listen to commercials. 


seldom follow rules 


Their work is interesting to them, 
and valuable to others. The price is 
JAY P, of noconsequence. Free specimens. 


WALK advertising typography 
Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 11 


from both account service teams 
anticipating the pleasures of sum- 
mer. 
Art CRAWFORD, 
Publicity Director, Dan B. | 
Miner Co., Los Angeles. 


Takes Issue with Editorial 
on Zenith Ad Theme 

To the Editor: It is not often 
that I find anything to take issue 
with in your splendid editorial de-| 
partment of AA, but I would like 
to offer a mild exception to the 
editorial, “Nuts to Noblesse Oblige” | 
(AA, Sept. 19). 

Radio and television are the only 
advertising media I can think of 
offhand where the consumer is re- 
quired to listen (and view) every 
word in a commercial. Certainly 
in reading a newspaper or a maga- 
zine or glancing at a billboard we 
are left some choice in what we 
care to read—a choice that is dic-_ 
tated by the appeal of the adver-| 
tisement to ourselves. It is true. 
that we pay for these media (ex- 
cept billboards), but the price is 
far below actual cost. I am sure) 
that the American public’s invest- 
ment in radio and television re- 
ceiving equipment would compare 
favorably with their per capita in-| 
vestment in printed media. Are we} 
morally bound to suffer every com-| 
mercial including the near fraudu- 
lent hogwash of a group of adver-| 
tisers who would not be permitted 
space in any responsible printed 
medium? 
I know many people whose ex-. 
asperation takes them over to the 
set to turn down the volume man-_ 
ually when a commercial comes) 
on. That there are gadgets on the 
market which accomplishes this 
without leaving an easy chair is 
evidence that my dislike of being | 
forced to listen to all the commer- 
cials is not a unique attitude. 
Try reading The Saturday Eve-| 
ning Post under the compulsion of 
reading every word of every ad 
simply because you paid only 15¢ 


TINTYPE 


““Pelewsen 
-rhutomoltive 
Gg ly 9° 


Ofa 
New 
Family 


1,033,716 roras 


Circulation 


Now you can target your advertising in one unit 
at a live, lucrative market with a vast buying potential! 


MOTOR TREND 


484,38) circ. ABC 
average age 26.] 
Owns 1.4 cars. 


Ay. annual income 
$5900.00. 


For details regarding this 
combination, write to the: 


MOTOR LIFE 


189,281 circ. (sworn) 
average age 25.1 
Owns 1.2 cars. 

Av. annual income 


$4500.00. 


» 


HOT ROD 


360,054 circ. ABC 
average age 24.2 
Owns 1.1 cars. 

Av. annual income 


$3800.00 


PETERSEN AUTOMOTIVE GRouP 
5959 Hollywood Bivd., L. A. 28, Calif. 


(See Oct. issue of Standard Rate & Data for details.) 


ONE LOW RATE 


Evening or Sunday 


CIRCULATION 
Evening, 155,154 
Sunday, 162,175 


GIVES YOU COMPLETE COVERAGE IN 
AKRON’S BILLION DOLLAR PLUS MARKET 


Akron’s One Billion Forty Million Dollar Market is served 
by only ONE powerful newspaper — the Akron Beacon 
Journal. You get complete coverage of this fertile market 
at one low cost either Evening or Sunday. R-O-P color 
available in all issues. 
POPULATION 


Metro. Area, 446,100 
Ret. Tr. Area, 578,300 
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eat Fie ee lee le as Ads, 
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Rhode Island Agencies Merge’ |World Series Score "wn pvc py ities ti National Nielsen Ratings of Top TV Shows 
orton, 3 - 
dence, R.I., has merged with Ham- Headlines Same-Day 5 ee ee eee nee Gs Two Weeks Ending Sept. 10, 1955 
mond-Goff Co., Providence, to povosrs 
form Horton, Church & Goff, with| Schenley Print Ad vawnaes All figures copyright by A. C. Nielsen Co. 
offices at 123 Georgia Ave., Provi- TOTAL HOMES REACHED 
dence. New officers are Carleton}; New York, Oct. 4—New York) oe ae 
Goff, chairman of the board and|area baseball fans saw the final ws ts Renk an) 
treasurer; John A. Horton, presi-| score of the ’55 World Series open- al rogram 
dent, and Eben S. Church Jr., exec.|er on the back page of the same oe 1 $64,000 Question (Revion, GD cccesitoseriasseiccivinininceccsstonapenconcaqsopenseine 17,766 
V.p. T. Robley Louttit has not an- day’s evening World Telegram & . 2 Toast of the Town (Lincoln-Mercury, ED Mhcthcletccccigeitinibisimerscbetiacipinn 12,360 
nounced his future plans. Sun as well as among the Page 1 3 Dragnet SERENE TIEIICD +occcscescsssosoncnenssnocesensessopnsesaiipesinencsceossnsaeh 10,336 
headlines, thanks to a special late } 4 Climax (Chrysler, SEITE? Tillis’ hocctive bandodauadbepibananhbnsuonsnessaliainnneaisebienstapiits 10,292 
Nelson Promotion Adds Two edition replating job on a page ad : 5 eee Pence Deane IE) ances ncassecscnrssoeorecsinecconcacsenevsnsbocsstbtonss 10,246 
Nelson Promotion Service, run by Schenley Distillers. 6 erenCeenneny SUMP EINER. WIEN Dc... cdotagnsncodsentidnesebtnanmtennabnsoduanbbeseasocsen 9,801 
Mount Vernon, N. Y., has been| In early editions, the ad fea- 7 Two for the Money | pen rts IEE CEES 9,701 
appointed to handle advertising/tured a large blank scoreboard 8 Gunsmoke (Liggett & Myers, I ices hand Macs cdhoaglacies 9,692 
and promotion for Reino Manu-|across the width of the back page, 9 Disneyland (American Dairy, American Motors, Derby Foods, ABC)... 9,678 
facturing Co., Mount Vernon,|for use by fans in recording a line 10 Undercurrent (Procter & Gamble, CBS) “ 9 482 
jewelry manufacturer and small|score of the game. Editions printed Be "a 
parts assembler, and for Yonkers|after the end of the contest were PROGRAM POPULARITY 
Industries, Yonkers, tool manu-| replated to carry the final score in a Homes 
facturer. large display type where the score- ner ;;— Program (%) 
ak peat 1 SO SN Ty CD Sain cncoscckrsnsctsnsnschcoticadesnciccscivescecsosesonecese. ee 
board had appeared earlier. 2 Toast of the Towa (Lincoln-Moreuty, CBS) ..c.cccrccsssescccssssoveccossscsesscceeese 38.6 
Approximately 15,000 special re- 3 Miss EE I GD. sncchihsiittninaccenninesngtenneniinmanpstoeaeapeammmeneesion 33.3 
prints of the World Telegram & a SN I I iii es scacscnsasoensnermnndipnancoccnctaneqnensiiistinetirescetecces 33.2 
Sun are being merchandised ex-| > Gunsmoke (Liggett & Myers, CBS) 32.6 
tensively throughout the New 6 I Is I a sates assnsepunsonnsacnensenssasoanbhsibaacesccsees 31.6 
York metropolitan area by Schen- 7 Spotlight Playhouse (S.C. Johnson, Pet Milk, CBS) ..........:cccsesessesesenee 31.2 
ley distributors and salesmen.| 8 Lux Theater (Lever Bros., NBC) ie le 30.8 
RE Suitable for mounting on the wall 9 Twe for the Maney (Ghealler, CBS) ...cc.crccrcccescsescosccssscesoscessesessccccecsie 30.7 
YOUR rR AD HE or back bar, they are being made 10 Undercurrent (Procter Ge Gee, CBG) .nnencscccceccocsosessccccensscososcsccosetocces 30.1 
WiLL BRING available to bars and restaurants | “Percentage of homes reached in area where program was telecast. 
ResuLTS throughout the city and environs. 


..aunique, effective, proven |# The Schenley page was head- 
lined, “This is it! New York’s Big 


medium that actually places Baseball Day!” The scoreboard 


your advertising right in the space appeared directly beneath] @ 
hands of high income families | the headline. pomygoe copy at|@ 
: . the bottom of the page featured | @ 
in Chicago and suburbs. the distiller’s familiar “Golden El- 
egance” campaign, signing off with 
“New York’s Elegant End to a 


The large cardboard inside a 
laundered bey becomes a | perfect Day—Schenley.” 
miniature billboard, a cata- | Melvin A. Singer, Schenley 
log. a complet ll—and is |>rand advertising manager, de-| @% 
d > ail P s ca ] d rs scribed the Series scoreboard ad as| 3 
2 Mpa ae oR ae ancas |“another step in the long-time 
st homes by laundries un- | Schenley campaign to heighten our 
der exclusive agreement with | identification with the world of 
A . sports. 
the American Institute of | “ «1s another move in the pat- 
Laundering. Games on re- |tern typified by the famous five- 
verse side of shirtboards in- | Volume Schenley Sports Encyclo- 
" pedia,” he said, “and in keeping 
sure use, long life, up to 90% with earlier special sections of 
ad Readership! Regional dis- | newspapers on both coasts to mark 
tribution or full coverage —up to 2,000,000 shirtboards per |sports occasions of particular local 
month. Low cost. (Eastern and Western Markets available |'"*¢Test 


ae 


e: 


“Seeley 81010 


ec. dee ee ae 


—— 


soon... Canada available now.) Andrews Joins Sution ; 
Sutton Publishing Co., White| @ 
Plains, N.Y., has appointed Harry | 
Operating in Exclusive AMERICAN INSTITUTE O. Andrews district manager of 
Conjunction with the OF LAUNDERING Contractors’ Electrical Equipment 


3 Te eas coe ee 


and Electronic Equipment in the 
Cleveland territory. Mr. Andrews 
formerly was with Meldrum & 


Pewmaith, Cleveland.aaiacy. LAKE SHORE ELECTROTYPE DIV. 


WFOX Names Flynn S.M. 1224 W. VAN BUREN ST. * CHICAGO 7, ILL. 
Edward T. Flynn has been ap- 


pecmted general sales memager of ile lll a stiis:. 
WFOX, Milwaukee. He formerly 
was with WRIT, Milwaukee. . 


MEREDITH ade aud TSdhewison STATIONS 
affiliated with Better Homes odes Ee and Successful Farming magazines 


KANSAS CITY — _ SYRACUSE PHOENIX —_— -) OMAF 


el 
a 


3 NORTH MICHIGAN AVE., CHICAGO 1, ILL. 
ss PHONE: FRANKLIN 2-6630 


Represented by KATZ AGENCY INC. 
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Mr. United States 
hails Blue Cross! 


‘No Answer Yet 


to Cigaret-Cancer 
Problem: DuPuis 


RicHmMonp, Oct. 4—No one has 
yet found the answer to whether 


- |cigaret smoking causes cancer, ac- 


cording to the director of research 
of Philip Morris Inc. 

Addressing the Richmond Pub- 
lic Relations Assn., Dr. Robert N. 
DuPuis said, “Until we know what 
causes cancer and why some indi- 


..... | viduals react positively and others 


U. States Joins . 
Testimonial Field; 
Endorses Blue Cross 


PITTSBURGH, Oct. 4—Miss Amer- 
ica has endorsed many a product, 
but now comes a testimonial from 
Mr. United States! 

A Blue Cross ad that appeared 
in more than 65 daily and weekly 
newspapers in western Pennsyl- 


» vania featured the headline: “Mr. 


United States Hails Blue Cross.” 

The copy identified Mr. U. States 
as a retired railroader residing in 
Ridgeway, Pa., who was “named 
by his parents after his native 
land.” 

The 1,000-line ad included a 
photograph of Mr. States, a white- 
thatched, jovial appearing gentle- 
man, with his two young grand- 
children. 

Mr. States and his wife (named 
Etta, for reasons not given) are 
both covered by Blue Cross, ac- 
cording to the copy, as are their 
five children and nineteen grand- 
children. The ad reports: 

“Hospital bills for Mr. and Mrs. 
United States would have cost 
them $712.45 during the past five 
years. But thanks to Blue Cross, 
they paid only $12.75 in hospital 
charges.” 


ws Mr. States is quoted as saying: 
“We wouldn’t be without Blue 
Cross. It’s a wonderful thing to 
have when the doctor says it’s 
time to go to the hospital. I have 
never lent my name to endorse 
anything else. But Blue Cross is a 
fine plan. And if I can help others 
see the advantages of it, I’ll gladly 
do so.” 

The ad is one of a continuing 
series in a user-benefit campaign 
originally launched in October, ’54, 
by the Hospital Service Assn. of 
Pittsburgh, the Blue Cross plan in 
western Pennsylvania. Abraham 
Oseroff, president of the associa- 
tion, also is president of the na- 


' tional Blue Cross Commission. 


Roger Davis, association director 
of public relations, supervised the 
testimonial campaign, working 
with Ketchum, MacLeod & Grove, 
Pittsburgh. 

Incorporated in each ad is a 
coupon for submitting requests for 
information about Blue Cross. Blue 
Cross officials say that although 
the response has varied according 
to the content of the ads, the over- 
all effect has been “eminently sat- 
isfactory.” 


Carroll Named Ad Director 

J. Walter Carroll has been ap- 
pointed national director of adver- 
tising of the Pittsburgh Courier. 


' Formerly regional ad manager of 


a 


4 
% 


the Pittsburgh Courier Publishing 
Co. in Chicago, Mr. Carroll also has 
been with the Chicago Defender 
and with Johnson Publications. 


Overseas Publishers’ Adds I 

Overseas Publishers’ Representa- 
tives, New York, has been ap- 
pointed to represent The Pharma- 
ceutist, Bombay, India. 


=| |megatively to equal exposures of 
-| | cancerous 


[sic] material...we 
will not have the solution to the 
problem.” 

Those holding the theory that 
smoking causes cancer cite studies 
in which smoke solids applied to 
the skin of mice can cause cancer, 
said Dr. DuPuis. Some statistical 


that heavy smokers of cigarets are 
more likely to die of lung cancer 
than light smokers or abstainers. 

Dr. DuPuis said, however, that 
where the application of smoke 
solids has caused cancer in mice, 
the solids used would be equiva- 
lent to the intake of a person 
smoking 10 packs of cigarets a day 
for 500 years. 


a The statistical studies, he con- 
tinued, do not emphasize the very 
high proportion of smokers who 
do not die of lung cancer, but 
rather the minute fraction which 
does. 

“We have found nothing in cig- 
aret smoke which has given us 
concern for a person’s health,” Dr. 
DuPuis said. 

The Philip Morris v.p. said his 
company was doing basic research 
here on smoke as well as working 
on the chemistry of aging tobacco 
and other aspects of the tobacco- 
health situation. 

In addition, he said, the compa- 


the Tobacco Industries Research 
Committee, which is conducting 
research on a national scale. 


Arleo to Karagheusian 

Parl Arleo, formerly assistant 
advertising manager of Sure-Fit 
Products Co., has joined A. & M. 
Karagheusian Inc., New York 
manufacturer of Gulistan carpet, 


ket development. 


as assistant advertising manager. | 
He succeeds C. Edwin Smith, who. 


|or 
has been named manager of mar-|}i 42 "Inc, 114 E. 47th St., N. Y. C., 


| Plaza 3-5171. 
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‘studies have indicated, he added,|ny is giving financial support to| ASK YOUR LAWYER 


ABOUT THIS 


Test CASE AND COMMENT’s stature 
and depth of penetration with your 
lawyer. Let him tell you of the active 
interest all lawyers have in this pock- 
et-size collection of professional help, 
information, humor. Use CASE AND 
COMMENT to reach the largest legal 
market you can a Guaranteed 
100,000 controlled circulation—actual 6 
mos. av.—128,459 . . . plus 22,697 bulk to 
law students. It’s economical! For sam- 

les, facts—write CASE AND COM- 
ENT, Dept. AA510, Rochester 14, N.Y. 

National Publishers Representa- 


America's 


FOREMOST 


TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 
) Write for New Market 

Data Folder 


| mcCREADY PUBLISHING 
71 W. 23rd WN, Y¥. 19 


Best for keeping inventories low because... 


UNITED AIR LINES can guarantee 


Reserved Air Freight space 


No longer do you have to maintain high-level, 
costly inventories at widespread points to meet 
distribution or production-line needs. United Air 
Lines — and only United — can provide guaran- 
teed Reserved Air Freight space on all equip- 
ment, not only over its own routes, but world- 
wide through connecting airline agreements. 


This modern, dependable way of shipping en- 
ables you to keep a tighter inventory control, 


For speed, dependability and economy, 
learn the advantages of United Air Lines 
Air Freight Service. Call the nearest 
United representative or write for 

free booklet, “Industry’s Flying Partner.” 
Cargo Sales Dept., United Air Lines, 
5959 S. Cicero Avenue, Chicago. 


reduce warehousing costs and eliminate produc- 
tion-line delays. It brings new economy and 
efficiency to practically every type of business. 


United’s Main Line Airway follows the bustling 


business belt across the nation. 


There are more 


than 254 Mainliner® flights daily, each carrying 
cargo, most offering Reserved Air Freight space. 
Whatever your business, whatever you ship, it 
will pay you to use United Air Lines Air Freight. 


we 


‘3 Bs rab hy od a pba ae mT # alga pe ha RY ct ra Ths " eee, a a Sey ai ‘ >) Pot gt She 5 a ae ta, ges? Re Te ee e" Pas Mek ”, S es eae fee na eee, ay 
ag a ‘ ‘ . r ‘fk é } 4 eo) ae ) PV aero Dae e Meo [Pin mek ge peas A iN? "Re 
4 . 5 ri \ ae Se 
i aoe 
x! ait 
#4 ee 
$ ’ aioe. 
* is 
| | 
- a . * ed 
/ j : ta ’ © = Mamet bye pen tr maine and, | | 
* Genet Gran, 0 ented ott 
An p! 4) a Brees cosapeainnmes / 
} . oP MEE slnevanieConteam it mas : 
pa a Gac aaakididiie renee ’ 
Pie are thew te cheba ata ammtown grovnd | 
+! = : - ee en ee 
fe ou Soe nih ae cont them 5012 48 dharing P 
: am? 3 aL > pee G0 sams fae Gaal & One 
| = eg mm ny pe ey S07 te hp 
: Re a ee ' 
‘ . - » csvnee Nae oe ee | ee 
E SEE thee tas Giednew ann i's @ene so 
Fi Pe Le) ed to ihe heaped | ewe sever emt muy mame 
il EE 
; * TN ctvecnase 8: th gol 
rid 4 PP nccmenmmen | 
Y Bie : i 
j ms _* Moot camps snare make Chee Crome a athel | 
t cant? i] _ o> ties eee = LK 
H SD J ape een fa sy 
fT — x a : j bs ts bt Now arma stem, ‘ 
\ ‘ : | 
aD oS | au TS COUPON HOw | : ee 
H SieSwessserssecrase ct ——— \N\ : 
——=—==== & &# °°» | \ a 
nm). Fe, Thee is only one | | a —— — : 
1 A | Rew br Menen hegee! Care | om mtmened © Somme © Game) | on ter \ . 
. Y, ”- ' te see ne ee ee et | | : 
| reat BLUE ; ane « 7 “2 - ° ans | | 
‘ is : — — 5 
ae! a~=CO CROSS: | -- =... — tnade— | re : 
| — sonal magayine of the tou ali 
i< = eS , 4s 
See ie ee es | 
Ree ‘ : Bey ea | 
: | See Eee | 
{ i } es ¢ ey Es = l 
. i See REPRESS “% lV ; 
ON ins " = ne 8 
‘" ; | POSS » SE wnsessnibal “4 
Bi 
i | | | 
_ -OrrowOOnnh—S——iw_@? ew SSS 
\ | 
, RES f “ ‘ % : =f : " 
{ ‘ ee. a ae dase coe ot Sr eke. Caen a 4 : 
% pe 2, BOO tee a pees Coe NO pd iti: eee oa 
. a Pee ai . eo 3 ss Pie ee 
7 see Se Se F % Ber oe eae Ss ieee aa 
: o™~ i. oe —" ‘ie aM oe em e oo 
s } ait a ; i » alla be es es ass co 
fe “Sh aa c fe > | ee - — i 
< ee é mh ; os & eee ea ~~ ° 4 Bb tee ee ee ee 
nae a - ; 2 < og » Soe - - . aia . : % . 
: fp j % * ae. ees i” y sg 3 bee 7 2 Ss ae 
2 | a $ a 3 bi Fe se a es ae + a) a ¥ : . ee 3 
4 | * , f Seon oe si : eee : F SS ‘ : of ” 
iio , —, 2 Y “ee — 3 wf 
S en eit 4 Ss , i e Ee: Nagel Be gi : pa e ~ sees Bogie $ ES : d 
: eS 4 : % eo ies Se 2 Es e “So na : 
4 ‘ * f ‘ ; ‘ 
z j ee g EIA aS E ‘ “3 % F : Samra peg d 
\ . sate ag be ra x 5: e ie tg " ee ie Gian re cio i 
. ee * ie Ee Z hig ° / _ si i aclacelllemae aas ; , 
. : a Bee tae eS eS i 2 pF Fo “4 ; a ete bi 
4 Be ee ; Bite Si 4 ane we od eg cage a ee | 
: Hf ae ae ge ee lf Ge F iy te es ce a ' 
° Bot: is W e y ae : ; et Saree, Poe: ay en ost ts Tas aie ane a aie oe 
‘ ; od Be Oita Begs ose oe : heen ee es ae é i 
a . | Poe TE SS Pic ; VRE: Sy 3 i. Rk oh ae nies emma Bae : 
4 | ” > ie fee CaS. : ‘4 
| | ——n t 5) ae . — eS a ae ae i 
ee a tl : 2 * : ae ‘ ae eR SRC OE a J 
i; { Bie eee a _ oe ‘Se ae it : 
| : Zo 4 : PT ee ee ee ee i — Dae ae co —— iii tie, : 4 
k a eg  Peinessn. lc eee ai. | ot ; : ; z “ # : 
IK . + B 4D ai ~ aah apt 4 ~ . ee = 2 ka 
; | Thlishit a wt he VE =? we fe a : : og 
ae e 3 - - nd —_— a. em a 2 a 
; : = wae A eh Pee promneae ee é ~t i ; : g : 
Fs ee eee Al ; ? FI tE | wt ge = sg a ‘ 
eee |) eae ae bg ee - ee) = ies a 
} | Cea Se? ee 2 ae eS ue : é 4 . : : . = if -- 
% ' : £ iss . ~ mai e . 
& ’ ; : 
‘ / : 
a } | fay. 
‘ H ee e 
er 
; way * 
2 ji 
3: 
es 
| j ee 
: \ a 
| | = 
= 3 
; ; 
; | ; 
* J ‘ J 
UR SE WEIS T EASES TTT se ey 
' ane 
Sis 
| a 
| i oe 
\) a 
\ aot bia 
ee we 
t 2 
| eat 
| ae 
pole: 
a 
; : 
! 
Vancouver, B.C. 
} tie { Tacoma 
| Sea ) aw “hg 
‘ J * Pr y “ 
.) - A 
} Milwau Detrort Harttora 
> — . 
| Ce 
| | gy 4 - Bes Moines Chwcago Toledo _— P leattimore . aia 
\ Washington 7 
| hen \) be 
fi | a \ A 
\\ | | 
i ' 
i) | 
| | al UNITED | 
q LL es . 
' LE United _ i CRETE aM r - 
| pt ZTE gee ieee AIR LINES ‘ 
| eeaiatnenese 3 
' : ” 
ti | 
) 
a 
_ . 7 ee 
, ti 
a | as 
* t . e : ‘ 5 
Smee 4 ip igh ee ibs oa: pe ; Panes bs on eee zs oi Tages x jis. ee ee eo sie te ae ed ey ce eee ced ap risen : a ——: a cbs a ae eos. eee in Fs s 6 tixt) S29 5, a ie Fad Sa OR ga r Ppt as Rastrenioy ears = ae Soe 
Pp i tute deg & ri aoe ei : eee” Wea 9.4. SR AT Rye ae |g ee rete eae Oe EON GSD Ce Ra eR SE re % SRE 0 “a SP tS BATE PEE: ee RA Rae RR AS OO hel, SOR SAT CAS Ole I a Ee NR NS GE ES SUS! eM BRS Gene ee ete a 
igh sae epee ricer a Meee ang ut) Gree a NE EPR nH Se «MRE iqters paca Pe ROME S ee ERER a Se Se rates ae oS eee ee eae eee eae ricer ts SF: DEE aR aera 
ey APN Snags ns) cee ieee Mite gc PM en gat NT Cpe TE AS V5 eee g to Ig swe Oa ar ark a Bees smh e BK eS Rage, MF he ee LS Be Ny cer as Rca ot Sas hake oe Oe ee 
By per seh RO whe: a ie a ae SB Rae RR ge ge ane ERAN A ge ok To Ka a a * i Me UN Ade uN Lak ents PTT, Coe ete SO OF ge Re a EN EE Pc ys ng eR esse oA MeO 
Sp a ee ko eke - Nyt oe oi mets pe ag. mn 5 Si a MiG Ve ge! le ee a ss it ae moe tate F Sees ts Aka Op} ey CSREES gerd a eae Gary es aN 2 ———_ "Fothe Da ere oe Ripe i ae eon ee ; 4 aa iS eS rane, 4h: a ‘4 
peat 2. ge ee ek” See at te care Cnree Gees be Pee eee RE EIS ee Bee AeA CSO oes, eee ee a RH SAAR ae res a ge Rass andar ae a aie ag hg Fath ce ip seg Abs OME Io) 
Se Rc EPR AL ie he Tei ea BP Bee a a INT ic ete ak any OS ae eam» cee ie MES cad SAT aS Re. Cai PSY Bee eee wee, Oe ee et a RE, a co ee, SERN Ae PT. Fig eg Lh GO gn ete PRE avin Bink ag ie apie ngs 


/ 


ne 
ia 
pa 


Kenny Christian 


Business Publications, 


Beard 


Christie 
HOUSEWARMING—To mark recent move into 271 Madison Ave., New York, the National 
Industrial Advertisers Assn. held a housewarming. Guests included Quentin Ken- 
ny of Lindberg Engineering, Chicago; Richard C. Christian of Marsteller, Rickard, Geb- 
hardt & Reed, Chicago, and v.p. of the NIAA; and William K. Beard of Associated 
N.Y.; Mervyn Christie of National Business Publications 


Giovine 


Glasier 


Manning 


; ERE: an oh nee 


Advertising Age, October 10, 1955 


a 


Beard 


Freeman 


Ltd. and president of Industrial Advertisers Assn. of Montreal; Richard Giovine of 
Commercial Solvents Corp., New York, and NIAA secretary-treasurer, and J. F. Glas- 
ier of Canadian Allis-Chalmers Ltd., Montreal. At right are John B. Manning, NIAA 
director of services and information; David F. Beard of Reynolds Metals Co., Louis- 
ville, and John C. Freeman, NIAA president. 


Is there enthusiasm for 
your product at the 


Retail 
Level? 


ACB Newspaper Research Services 
will tell you... how much... 
where .. . from which dealers 


@ The great bulk of all branded 

goods is sold through retail stores 

cated in the 1393 cities in which 
daily newspapers are published. 
ACB can tell you what retailers are 
pushing your brand by advertising it 
locally in their daily newspapers— 
give you complete details in report 
form—supplemented if you wish, by 
actual tear sheets. 
And at the same time, your ACB 
report can tell you what support your 
competitors’ dealers are putting back 
of the lines they handle. 


Watch mass retailer enthusiasm 
through ACB Reports! It’s at the 
retail level that your brand moves 
forward or slips back. It’s at the 
retail level that your promotion effort 
can bring rich returns. 

ACB offers 14 important services 
based on newspaper research. These 
services have the utmost flexibility. 
You can have them cover the entire 
country or a single city. You can 
order these services continuously or 
intermittently. 


Send for ACB’s Cata' 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every 


zdvertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. + Columbus 15 
161 a Ave. * Memphis 3 
51 First St. * San Francisco 5 


ADVERTISING. 


as CHECKING BUREAU 


Use Motive Research 
for ‘Post-Purchase’ 


Tests, Weiss Urges 


Kansas Crry, Oct. 4—The ad- 
vertising that makes the most sales 
may also lose the most customers, 
Edward H. Weiss, president of 
Weiss & Geller, Chicago, told an 
ad conference here last week. 
Addressing a clinic held by the 
Kansas City Advertising and Sales 
Executives Club, Mr. Weiss urged 
advertisers to use motivation re- 
search techniques for “post-pur- 
chase” testing of advertising claims 
against consumer experience with 
the product. 

“Many products fulfill all of the 
advertising claims perfectly, but 
can’t possibly fulfill the promises 
that buyers read into the ad as a 
result of their own buried wishes,” 
he declared. 

Post-purchase research in ad- 
vance of national advertising meas- 
ures the satisfaction of the buyer 


the result of advertising claims, 


after using a product bought as| 


|\Mr. Weiss explained. Such tests 
are necessary, he said, to avoid 
“guess and gamble” with the cli- 
ent’s advertising dollar. 

“Through depth interviews and 
projective tests post-purchase atti- 
tudes toward successful selling ap- 
peals can be measured. From these 
tests we have learned that it is 
possible for an honest advertising 
claim to make the first sale, but 
lose the second,” he continued. 
“Good advertising must not only 
make sales; it must also make cus- 
tomers.” 


CBS Boosts Shaw, West 

William D. Shaw, formerly gen- 
eral manager of KNX, CBS-owned 
station in Los Angeles, has been 
appointed network sales manager 
for CBS Radio, effective Oct. 10, 
replacing Dudley Faust. Mr. Faust 
has not announced his future 
plans. Mr. Shaw will be succeeded 
in Los Angeles by Bert West, who 
moves up from general sales man- 
ager of KNX and the Columbia 
‘Pacific Radio Network to general 
manager of the station and the re- 


RCA Victor Uses 
Biggest Push for 
Its Color TV Sets 


Campen, N. J., Oct. 4—The RCA 
Victor tv division of Radio Corp. 
of America is boosting its 21” color 
tv sets with the biggest campaign 
in its history. 

Pages in 141 newspapers in 126 
markets—mainly those in which 
color tv is received—kicked off the 
drive Sept. 18. 


Large portions of the commer- | | 
cials on RCA-sponsored tv and| 


radio shows—two color-tvy shows, 
“Producers’ Showcase” and “Mil- 
ton Berle’ and two radio shows, 
“Fibber McGee and Molly” and 
“Monitor’”—will be devoted to the 
color sets. 

The company sent out ex- 
tensive distributor-dealer promo- 
tional kits to encourage tie-ins 
with the colorcasts of the World 
Series and will do the same in con- 
nection with NCAA football games. 


Kenyon & Eckhardt, New York, 
is the agency. 


This SAMPLE KIT Will Show You 


How Leading Firms 


re 


J\e > EOTTAE SETS 


[i= 


LF’; 
TI PIER 


“Brand Baud 


Their Consumer Products 


for 


@ Greater Counter and Shelf 


Appeal—(Foods and Bev- 
erages, Apparel, Novel- 
ties, Toiletries, Toys, Etc.) 


@ Special Sales Events. 
@ Colorful Packaging Design 


—At Economical Cost. 


@ Simple Application— 


("Self-Stick” Bands seal at 
a finger’s touch—need no 
moistening) 


Send For YOUR 


“BRAND-BAND” KIT Today! 


PACKAGING 


Division of. 


PHOENIX pRODUCTS. co. 
arty N. 27th. STREET a, (MILWAUKEE 16, WISCONSIN 


magnet for 


, the ‘buyer’ 
mind ae 


The daily newspaper seid t to 
every age group of both sexes 


Here at Advertising Checking Bu- 
reau, we read every advertisement 
published in every daily paper in 
the United States. 


As we read this advertising total- 
ing $2 billion annually, our eyes 
occasionally fall on the editorial 
content and we observe that every 
age group of both sexes find special 
features of interest in the daily 
newspaper. The news columns, 
mightiest magnet of all features, is 
the newspapers own exclusive baili- 
wick! Here is chronicled each day, 
newsworthy doings of local people, 
known and unknown to the reader 
—their triumphs and misadven- 
tures. And the news of the world. 

This kind of news gathering and 
editing, plus high-speed presses and 
split-second distributing systems, 
makes the daily newspaper — now 
as in the past—the most patronized 
of all advertising media! 


They pay us to serve you 


ACB serves the newspaper in- 
dustry by reading every advertise- 
ment published in the nation’s 
dailies and Sunday newspapers, and 
making certain that proof-of-inser- 
tion is received promptly by the 
advertiser or agency. This service 
—paid for by the publisher—re- 
lieves the advertiser of clerical 
work and delays. 

From this “reading job’ ACB 
has developed 14 most useful News- 
paper Research Services for mer- 
chandisers. More than 1100 lead- 
ing firms use these services which 
are discussed in our column on the 
opposite coiumn. 


ACB furnishes a complete, accurate & dependable service 


See ornn: te calyme fa- listing 


of ACB Service Offices 


ADVERTISING 
CHECKING BUREAU 
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Houston Supermarkets Use ‘Courtesy Booths’ garten’s also asks patrons to per- |Family Circle and Woman’s Day,| paper column, “Buy-Lines.” Foote, 
for Promotions, Sales—and Services, Too 


Houston, Oct. 4—There may 
be a limitation on what services 
can be promoted at a supermarket 
courtesy booth, but in many years 
of probing, the Weingarten’s and 
Henke & Pillot chains haven’t 
found it. 

This month the more than 40 
Houston stores of the two chains 
began accepting deposits for a sav- 
ings and loan company at their 
courtesy booths. The company, 
Benjamin Franklin Savings & Loan 
Assn., reported that during its two 
opening days it received the largest 
volume of opening deposits of any 
savings and loan association in the 
Southwest. 

Two-day deposits were $1,034,- 
790, according to H. I. Simpson, 
president. Authority for the state- 
ment that this constitutes a record 
was Ennis Oakes, v.p. of the re- 
gional Federal Home Loan Bank 
at Little Rock, Ark. 

Last month, Weingarten’s sold 
about $200,000 worth of short term 
notes in its subsidiary realty com- 
pany through subscriptions accept- 
ed at store courtesy booths. 


i. For both chains—and for most 


large supermarkets and smaller 
grocery chains around Houston— 
the courtesy booth is a busy little 
financial exchange which draws 
customers into the store. At the 
courtesy booth, shoppers pay their 
phone bills, electric bills, and gas 
bills; in some water districts in- 
dependent of the Houston city wa- 
ter supply, water bills may be 
paid there. 

These services are, of course, in 
addition to the usual courtesy 
booth operations—cashing checks 
and making change. 

Most courtesy booths are located 
in the lobbies in front of the stores, 
adjacent to the checkout counters. 
In others—including A&P—the 
only entrance to the courtesy booth 
is inside the grocery department. 

Most stores do a rushing busi- 


Department Stores 


Now Stage Comeback 
Against Discounters 


PHILADELPHIA, Oct. 4—A surge 
in profits for department stores is 
predicted in the October issue of 
Department Store Economist. 

Since the period immediately 
following World War II, depart- 
ment store volume has lagged by 
every important index as the re- 
mainder of the national economic 
structure was advancing. 

The article offers a number of 
explanations for the improved 
showing. Operating expenses have 
shown significant signs of leveling 
off. There has been a substantial 
rise in the amount of business 
being done by department stores. 

Throughout the U. S. as a whole, 
from Jan. 1 to the present, their 
volume has exceeded business in 
the corresponding period of 1954 
by 7%—the best gain in a similar 
period in five years. 


= Since department stores began 
to meet discount house competition 
on their own terms, they have won 
back a considerable amount of lost 
ground, according to Department 
Store Economist. In the spring of 
1954 the 11 departments which 
had been hardest hit by discount 
operations—including big ticket 
appliances, radio and tv sets, 
housewares, silverware, clocks, 
fine jewelry, watches, beds and 
mattresses, floor coverings and 
furniture—ran 5% behind com- 
parable 1953 figures. 

By contrast, in May, ’55 depart- 
ment store sales in those depart- 
ments were running nearly 15% 
jhead of 54, the article pointed 
out. ' 


me 


ie £0 % 


ness in cashing checks. Weingar- 
ten’s, Henke & Pillot, Lewis & 
Coker and a few smaller chains 
and individual stores issue their 
own identification cards for use of 
housewives in cashing checks. 
Their purses may carry nothing 
but lipstick, small change and car 
keys, but most women also man- 
age to squeeze in one of these 
store identification cards. 


® To cut bad check losses, never- 
theless, many stores have protec- 
tive equipment. At least one A&P 
store in a well-to-do neighborhood 
microphotographs every check 
presented for cashing. Several 
stores use either the Photect or 
Dubl-Chek camera system of pho- 
tographing those patrons whose 
checks or faces seem questionable. 

At least one Super-Valu and one 
Henke store have nabbed forgers 
through use of the photos. Wein- 


on the fingers. 
The various courtesy booth serv- @) | 2 

ices cost the supermarkets money n y DOWN BEAT influences theS 

—more for administration than for “ 

check losses. But the stores feel 

they are not mere conveniences. 

Not only are they promotional de- 


vices, but they are often featured ‘ 
in reminder advertising in weekly , "@mic hub of the fabulous American music market—the 4 


layouts. 


La Choy Offers Silk Scuffs 
in November Premium Drive 


bold, O., in a special November 
premium promotion, 
“imported silk scuffs” for $1 and 
one La Choy label. The slippers, 


broid i 18D. | Feruthing i about 
ne +p oo in a dragon design ing in the World the World of Music 


nationally, La Choy has scheduled 
four-color 


Living, Everywoman’s Magazine, 


mit the cashier to take a finger-| plus tv spots on the NBC “Home”!Cone & Belding, Chicago, is the 
print on the back of the check, if| show, and mention in the news-| agency. 
requested. The ink leaves no mark 


WHOLE music market! xs 


style setters in popular, jazz, country and western, rhythm 
and blues, and classical music, instruments, recording, 


phonographs, radio, TV . . . everything musical. 
Write today for complete market information! 


DOWN BEAT 


2001 Calumet Ave., Chicago 16, lil. 


La Choy Food Products, Arch- 


is offering 


To promote the premium offer 


insertions in Better 


a maher 
(m,) publication 
Publishing since 1934 


Down Beat — Up Beat — Country and Western Jamboree — Record 
Whirl — Music — Beverages — Bebidas — La Farmacia Moderna — 
Radio y Articulos Electricos — Elaboraciones y Envases — La Tienda — 
Radio y Articulos Electricos Catalog File — Bebidas Annual Directory 


Join KLEEN-ST}K’s 


“Idea-of-the-Month” 
Club. FREE=- Write — 
on your 
today! 


“225 NORTH MICHIGAN AVENUE | © CHICAGO 1) ILLINOIS 


fee: ° 


. \ | . + . ays" POP” 


KLEEN BSTIK’ 


makes them 


Pa 


| 
; 


STANDS UP... 
STANDS OUT— 


» | for d-sided display from 
} vertical or horizontal 
_and press in place. 


A small investment makes | 
a “‘big noise” in sales when-you. 
put Kleen-Stik displays to work 
for your product. Ideas create sales 
...and Kleen-Stik creates ideas). _ 
possible only with this versatile, f 
pressure sensitive adhesive backing. Sa 
Holds displays on any hard, smooth surface indefinitely. 


Big or small; standard or-unique; Kieen-Stik 
pieces get quick dealer approval and 
long use whefe sales are made, 


KLEEN-STIK PRODUCTS, INC. 


Pioneets in Pressure Sensitives for Aberin ay Labeling 
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New Insurer Offers 
Auto Protection 
‘For Abstainers Only’ 


SIMcoE, OnT., Oct. 4—-Sobriety 
will be its own reward when a new 
kind of automobile insurance com- 
pany opens for business here with- 
in the next few months. 

The company will sell car in- 
surance only to people who abstain 
completely from alcoholic bever- 
ages. With the blessing of the On- 
tario Temperance Federation, the 
company is being organized by sev- 
eral members of the Norfolk Coun- 
ty Temperance Federation. It is 
something entirely new to the Ca- 
nadian insurance business. 

The accident rate for non-drink- 
ers is lower than the rate for all 
motorists. The abstainers’ Pre- 
ferred Risk Insurance Co., by sell- 
ing only to non-drinkers, will be 
able to offer insurance at rates 20 
to 40% lower than those charged 
by regular commercial insurers. 


Mennen Launches Skin Magic 
Mennen Co., Morristown, N.J., 
manufacturer of men’s and babies’ 
toiletries, introduced its Mennen 
Skin Magic, a lotion featuring 
“water-repelling silicone,” Oct. 9 
with 1,750-line insertions in 61 
newspapers across the country. 
During January, February and 
March, b&w pages will run in Fam- 
ily Circle, Good Housekeeping, 
Ladies’ Home Journal, Photoplay, 
Seventeen and True Story. A tv 
spot campaign will run in- five 
cities for eight weeks, and partic- 
ipations on “Ding Dong School” 
(NBC-TV) also are scheduled. 


Tatham-Laird Names Two 

Tatham-Laird, Chicago, has ap- 
pointed Carl Bovard a merchandise 
manager. He formerly was with R. 
J. Potts, Calkins & Holden, Kansas 
City. Tatham-Laird also has named 
Bruce McQuineas, formerly with 
Kling Studios and Francisco Films, 
a writer-producer in its commer- 
cial department. 


Harvard BUSINESS REVIEW? 


“Until you advertised in Harvard BUSINESS REVIEW 
I never had time to read your advertising before.” 


This comment was made to a Harvard BUSINESS REVIEW 
advertiser by a principal prospect ...a man at the top rank 


of executive management. It is a 


unique reflection on the impact 


of the REVIEW, considering that the advertiser had, for 
several previous years, used various other business publications. 


From cover to cover, Harvard BUSINESS REVIEW contains 
the facts. It holds the attention of its readers at the time they are 


able to give it their attention... 


the time they are most 


receptive to new and powerful ideas. 


This sequence of reading points the way to successful 


advertising ... 


1. 
2. 
3. 
4. 
5. 


the decision to buy 


news-type sources of business information 

specific business publications for “vertical coverage” 
general business publications for “horizontal coverage” 
contemplative reading of Harvard BUSINESS REVIEW 


Because subscribers look to Harvard BUSINESS REVIEW 
for the realistic analysis and appraisal of business problems, their 
reading time finds them at the peak of their planning and 


decision-making attitudes. They 


make their conclusions on the 


basis of Harvard BUSINESS REVIEW’s informative content 
... their impressions, formed by advertising in other business 
journals, are solidified when they see the same advertising 

in Harvard BUSINESS REVIEW. 


reach the top — advertise in 
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FTC Cigaret Advertising 
Suggestions—1954 and 1955 


A year ago (AA, Sept. 20, ‘54) the Federal Trade Commis- 
sion propounded for the benefit of advertisers in the tobacco 
industry a set of suggested “standards,” in the hope that the 
industry could be induced to draft voluntarily an advertising 
code. Though no such formal code was forthcoming, confer- 
ences between tobacco men and FTC did result in some more 
refined thoughts about advertising. A year after the promulga- 
tion of the original “standards” (AA, Sept. 26), FTC set down a 
modified version of the “standards” which, the government 
agency said, would guide its staff in appraising cigaret ad- 
vertising. AA reproduces here for comparison these “guides,” 


with the original “standards.” 
1954 Suggestions 


e 1. Should not represent directly or by im- 
plication that cigaret smoking in general or 
the smoking of any brand of cigaret is benefi- 
cial to health in any respect. 


e 2. Should not represent directly or by im- 
plication that cigaret smoking in general or 
the smoking of any brand of cigaret is (a) 
not harmful or (b) non-irritating. (The use of 
words which do not have a clear and well 
understood meaning to the public in connec- 
tion with cigaret smoking, such as “smooth” 
and “soothing,” are deemed to imply lack of 
harmful or irritating effects.) 


® 3. Should not represent directly or by im- 
plication, including illustrations, that by 
virtue of its ingredients, method of manu- 
facture, length, added filter, or for any other 
reason the smoke of any brand of cigaret 
contains less nicotine, tar, resins or other de- 
leterious substances unless such representa- 
tion is supported by impartial scientific test 
data, which are current at the time of dis- 
semination of the claim, and which conclu- 
sively prove the existence of the claimed dif- 
ferences to a significant degree, and the claim 
is limited to the particular deleterious 
substance or substances. 


e 4. Should not refer to (a) the throat, 
larynx, lungs, nose, or any other part of the 
body, (b) digestion, (c) energy, (d) nerves, 
or (e) doctors. 


e 5. Should not use any word, term, illustra- 
tion, or combination thereof, in such a way 
as to represent or imply medical approval. 


e 6. Should generally be limited to the sub- 
jects of quality, taste, flavor, enjoyment and 
other similar matters of opinion. 


e 7. Should make no comparative claim re- 
garding the volume of sales of competitive 
brands or the purchase of particular types, 
qualities or grades of tobacco unless such 
claim is based on verified current informa- 
tion. 


e 8. Should contain only genuine testimonials 
which represent the current opinion of the 
author who currently smokes the brand 
named. Note: By publishing any testimonial 
the advertiser makes all of the direct and 
implied representations contained therein and 
all of the standards herein listed apply there- 
to. 


e 9. Should not contain claims amounting 
to false disparagement of other cigaret manu- 
facturers or their products. 


1955 Suggestions 


No representation, claim, illustration, or 
combination thereof, should be made or used 
which directly or indirectly: 


e 1. Refers to either the presence or absence 
of any physical effect or effects of cigaret 


smoking in general or the smoking of any 
brand of cigaret. 

Note: Words, including those relating to 
filters or filtration, which imply the presence 
or absence of any physical effect or effects are 
considered subject to this guide. 


e 2. Represents that any brand of cigaret 
or the smoke therefrom is low in nicotine or 
tars, or contains less nicotine, tars, acids, 
resins, or other substances, by virtue of its 
ingredients, method of manufacture, length, 
added filter, or for any other reason or with- 
out any assigned reason, than any other brand 
or brands of cigarets when it has not been 
established by competent scientific proof ap- 
plicable at the time of dissemination that the 
claim is true, and if true, that such difference 
or differences are significant. 

Note: Words, including those relating to 
filtration which imply lesser substances in the 
smoke, through filter comparisons or other- 
wise, are considered subject to these guides. 


e 3. Refers to the effect or effects of cigaret 
smoking in general or the smoking of any 
brand of cigaret on the (A) nose, throat, 
larynx or other part of the respiratory tract, 
(B) digestive system, (C) nerves, (D) any 
other part of the body or (E) energy. 


e 4. Represents medical approval of cigaret 
smoking in general or the smoking of any 
brand of cigaret. 


e 5. Compares the volume of sales of com- 
petitive brands of cigarets, or the purchase 
or use of particular types, qualities or grades 
of tobacco in cigarets, when such claim is not 
based on reliable information currently ap- 
plicable when disseminated. 


e 6. Relates to or contains testimonials re- 
specting cigaret smoking or the smoking of 
any brand of cigaret unless (A) the testimo- 
nial is genuine, (B) the advertiser has good 
reason to believe it represents the current 
opinion of the author who currently smokes 
the brand named, and (C) it contains nothing 
violative of any of the other guides set forth 
herein. 


e 7. Falsely or misleadingly disparages other 
cigaret manufacturers or their products. 

Notes: 

(A) Nothing contained in these guides is 
intended to prohibit the use of any representa- 
tion, claim or illustration relating solely to 
taste, flavor, aroma, or enjoyment. 

(B) Nothing contained in these guides will 
have the effect of modifying the provisions 
of any existing cease and desist order or 
stipulation or altering the responsibility of 
any party thereto to fully comply with the 
specific provisions of such order or stipula- 
tion affecting it. They do not constitute a 
finding in and will not necessarily affect the 
disposition of any formal or informal matter 
now pending with the commission. 

(C) These guides will be altered, modified, 
or otherwise amended when and if the facts 
and circumstances warrant. 


Harvard BUSINESS REVIEW 


for the whole story, write today for free booklet, 
“SUMMING UP...” 
40 East 49th Street, New York 17, N. Y. 
Soldiers Field, Boston 63, Mass. 
120 S. LaSalle Street, Chicago 3, Ill. 
@® 3257 West Sixth Street, Los Angeles 5, Cal. 


GUARANTEED NET PAID CIRCULATION — 45,000 


Durocher Leaves 
Giants to Manage 
NBC's All-Stars 


New York, Oct. 4—Leo Du- 
rocher, a managerial genius “whose 
dynamo brain could light and heat 
Manhattan,” according to sports 
pundit Red Smith, is going to get 
a chance to warm up Hollywood. 

The one-time member of base- 


ball’s “Gas-House Gang” in St. 
Louis has already thawed Sylvester 
L. Weaver’s volatile NBC organiza- 
tion, which has assigned him 
to work similar wonders on the 
network’s Hollywood-based talent. 

In addition to dealing with tal- 
ent, Mr. Durocher will comment 
on sports, make guest appearances 
and represent the network at pub- 


lic functions. 
In making the announcement, | 
Robert W. Sarnoff, exec. v.p. of the | 


network, took note of “Leo’s in- 
timate acquaintance with many 
NBC stars and other notable per- 
sonalities” (including his wife, ac- 
tress Laraine Day). 

He also praised his new col- 
league’s “outstanding executive 
ability,” developed over the last 15 
years as manager of the Brooklyn 
Dodgers and the New York Giants 
—during which time Leo not only 
dealt with talent but continued to 
manufacture it in some cases, 
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“Advertising Age is widely and thoroughly 

read at our agency. Its effective handling of spot 
news and trends and its frequent 

down-to-earth analytical reporting enables 


us to keep pace with our jobs. 


“Tt is difficult for me to see how any key executive 
in advertising could hope to be well informed 

on what is happening in his business day after day 
without the help of Advertising Age.” 


“Enables us to keep pace 


Says ; 
DONALD K. CLIFFORD 

President 

Doherty, Clifford, Steers & Shenfield, Inc. 


DONALD K. CLIFFORD 


President, and one of the founders of Doherty, Clifford, Steers and 
Shenfield, Donald K. Clifford can look back over a business life 
spanning more than three decades—a career in which he has never 
worked for any other type of company than an ad agency. 


During that time, he was connected with N. W. Ayer & Son and 
with Pedlar & Ryan, before joining with four of his friends and associates 
to form his present agency in 1944. 


Mr. Clifford is outspoken on the point of view that what is best for 
the client is best for the agency and that accordingly, the agency 
should concern itself with anything and everything that can help 
a client’s business—a point of view reflected in the stress 

placed on research and merchandising at DCS&S. 


Hunting, fishing and golf claim what time Mr. Clifford can spare 
from business, from his activities as a leading spirit in the 4-A’s, 
and from family and community activities. 
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Kelly, Walla Walla 
Publisher, Retires; 
Miller Succeeds 


Watra WALLA, 
4—John G. Kelly, 
the Walla Walla 


WasH., Oct. 
publisher of 


Miller, assistant publisher since 
1948, succeeds him. 

Mr. Kelly becomes chairman of 
the board. He began his newspaper 
career in the circulation depart- 
ment of the Kansas City Journal, 
then moved to Omaha as advertis- 
ing salesman and later business 
manager of the Drovers Daily 
Telegram. In 1910 he bought the 
Walla Walla Bulletin and in 1934 
the Walla Walla Morning Union 
and merged the papers to form the 
morning and evening Union-Bul- 


IN HAVERHILL, MASS. 
IT’S THE GAZETTE 


George McLaughlin, 

Advertising Manager 

of the GAZETTE 

gives you these facts: 

1—Retail Sales— 
$51,926,000 a new 
high. 

2—Food Sales— 
$17,885,000 a new 
high. 

3—World Shoe Ppa Fnpag me pes 
making center. 

4—Western Electric Co., Mfg. Center. 
A trading zone population of 

110,488 reached by the 


HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Union-Bulletin | 
for 45 years, has retired. Roland E. | 


letin. 

He was a pioneer in the food 
processing industry of the Walla 
Walla area and for many years 
was president of the Walla Walla 
Canning Co. 

Mr. Miller, a graduate of Wash- 
ington University at St. Louis and | 
of the Harvard school of business, 
joined the Union-Bulletin in 1935 
on the news side. 

Donald Sherwood, assuciated 
since 1932 in the paper’s manage- 
ment and ownership, became pres- 
ident. Frank G. Mitchell, with 
the paper for 44 years, continues 
as general manager and is also 
named v.p. 


Agency Changes Name 

Lannan & Sanders, Dallas, in an 
agency reorganization, has changed 
its name to Sanders Advertising 
Agency and has elevated four ac- 
count executives to v.p.s. The 
agency’s name was changed after 
J. M. Sanders, president, pur- 
chased the interest of George S. 
Lannan, who for the past several 
years headed its Los Angeles of- 
fice. Mr. Lannan has entered an- 
other line of business. The four 
new v.p.s are Fred Farr, John 
Pauling, W. H. Cunningham and 
Al Carrell. 


‘Listener's Digest’ Bows 

Facts on File Inc., New York, has” 
brought out a monthly magazine, 
called Radio-tv Scripts—The Lis- | 
tener’s Digest. It is a digest of out- 
standing program texts on radio 


be accepted later on. Meanwhile, 
about 20,000 copies are being 
printed for subscription only, at $5 
a year. The magazine will be sold 
for 35¢ a copy when it reaches the 
newsstands. 


YOU'LL SELL MORE BREAD 
with these $60,000* 


paid by 
is what 


Here’s what you'll get: 


FULLY ANIMATED FILMS—Animated cartoons are 


Animated Cartoon 


: ul: READ 
‘D:\ HE Original production cost. This has already been 


COMMERCIALS 


one of the country’s largest bakers. This 
it cost to produce these films from the 


start, but you can get them for a tiny fraction of 
the original cost. 


top salesmen on TY. You get full, not partial, —— 


animation. 
SHOWS YOUR WRAPPER OVER AND 


wrapper appears in the animated cartoon se- 
quences. It's also shown full screen size repeat- 


edly. 
YOUR BRAND NAME REPEATED OFTEN— 


name, slogan and the sales slant you are now 
using are made part of each commercial. Entire ™ 
sound track is made to your order. 
FAST-MOVING ACTION THAT PACKS A SELLING 
WALLOP! —This series was created by baking 
industry people to fill the need for top-flight 
television commercials for bread. It’s tested and 
proved—is now doing an outstanding job of 


increasing bread sales for bakers i 


OVER —Your 


Your brand 6 cs 


n one-fifth of the country. 


EXCLUSIVE USE— No one else can use it in your market—ever! Extra prints 
guaranteed available up to three years. 

POINT-OF-SALE TIE-IN— Attractive cartoon youngsters (named for your bread 
in the film) offer many possibilities for merchandising. 


USE AS TV SPOTS AND IN PROGRAMS — 


Strong appeal to both children and 


adults makes these commercials appropriate for use at any time during 
the television day—as spots, in programs, or within participating shows. 
TAILORED TO YOUR BRAND—You get strong identification of your brand 
name throughout, in both sight and sound. These films look as though 


they were specially made for you—top 
commercials up with those of America’s 


— production puts your 
iggest television advertisers. 


LOW COST—Because original production costs have been paid, this series is 
practical for even LIMITED ADVERTISING BUDGETS. 


AVAILABLE QUICKLY—Prints will be de- 
livered ready for use within 35 days. TELEVISION DIVISION 


DON’T DELAY! 


This series is available to 
only one baker in a market. 


ZXAND 
Fim Co. 


.-104 Alexander Bidg., Colorado Springs, Colo. 


MAIL THE COUPON NOW FOR FULL DETAILS—No Obligation. 


ALEXANDER FILM CO., 


104 Alexander Bidg., Colorado Springs, Colo. 


Send detailed description of Animated Cartoon TV Film Commercials for bread. 


NAME 


ADORESS 


FIRM 


city 


STATE 


and tv in the U.S. Advertising may | 


“e CAL 
UO FOR 


Philip Morris, 


Onur Institutional SHARE OWNERS 


Shown here is HEADLINER press, prod- 
uct of the Goss Printing Press Company, 
the world’s largest manufacturer of news- 
paper, magazine and rotogravure printing 
i on and 2 leading maker of stereotyp- 

equipment. Thirteen years ago an Em- 
je Bn. Profit Sharing Trust was established 
as a retirement fund for salaried employees 
of ae Soe. At present there are 220 
active participants. The Trust, which is 
entirely separate from the corporate or- 
ganization, holds Philip Morris shares among 
stocks and bonds and miscellaneous invest- 
ments in its portfolio, 


PHILIP MORRIS 


116th | 
COMMON 
STOCK 
DIVIDEND 


Incorporated 


CUMULATIVE PREFERRED STOCK 
The regular quarterly dividends 
of $1.00 per share on the 4% 
Series and $0.975 per share on 
the 3.90% Series have been 
declared payable November 1; 
1955 to holders of record at the 
close of business on October 
15, 1955. 


COMMON STOCK ($5.00 Par) 

A regular quarterly dividend 
of $0.75 per share has been 
declared payable October 15, 
1955 to holders of record at the 
close of business on October 1, 
1955. 


C. H. KIBBEE, Treasurer 


September 14, 1955 
New York, N. Y. 


SHARE OWNER—This is the second ad Philip Morris has run honoring 
its institutional share owners. Earlier in the year, Skillern Drug Co. 
of Texas was similarly honored. Albert Frank-Guenther Law 


placed the ad in newspapers 


in all major financial cities. 


| 
| 
| 


Use Every Means to 
Impress Trademark 
on Public: Nash 


New York, Oct. 4—A top in- 
dustrial designer, the creator of 
Socony Oil Co.’s Flying Red Horse 
‘emblem, urged manufacturers to 
use every possible means to im- 
press their trademarks on the pub- 
lic. 

Speaking at a meeting of the So- 
ciety of Industrial Packaging and 


/Materials Handling Engineers here, | 


Jim Nash, of Jim Nash Industrial 
Designers, New York, said that 
| trademarks are becoming more and 
| more important as buying is speed- 
ed up and the market becomes 
more complex. 

Mr. Nash pointed out that trade- 
marks have five jobs to do for 
their products: 

They must: 

1. Assist in catching consumer 
attention. 

2. Furnish strong brand identi- 
fication among many packages. 

3. Instill confidence in products 
because salesmen are no longer 
closely associated with them. 

4. Give complex product lines 
a family resemblance. 

5. Tie all the advertising 
gether at the point of purchase. 


to- 


= He urged that trademarks be 


| designed to reproduce well in all) 


| advertising media, and suggested 
| that many familiar old marks are 
losing sales for companies because 
_ they are not adaptable to all media. 
“A good new mark, being more 
highly visible, will gain month by 
ae, ” he assured the manufac- 
turer who resists giving up the 
old one in fear of losing ground. 


Mr. Nash suggested several rules | 


for judging a good trademark. 
Among them were: 

1. Don’t use overworked geo- 
'metric shapes as the major design. 


2. Don’t rely on color for legal) 


protection. 
3. Make the mark» 
individual and _ pictorial. 


interesting, | 


color for memory value. 

5. Try to have a mark that can 
be thought of and described in a 
few words. 


A See Ta esa 


Sided 


oceans 


Advertising Age, October 10, 1955 


Food Chains Get 
Bigger Chunk of 
Candy, Gum Sales 


New York, Oct. 4—Chain food 
stores will account for 15.5% of the 
$2 bidion spent on candy and 
chewing gum this year, according 


‘to the current issue of Chain Store 


Age’s grocery editions. 

Last year, chains with two stores 
or more reported sales of $306,000,- 
000, and the figure is expected to 
be even higher this year, the pub- 
lication said. 


® According to Department of 
Commerce statistics quoted by 
Chain Store Age, food chain candy 
sales have increased almost 300% 
in the period between 1946 and 
1954. During this time, candy and 
chewing gum sales in the U.S. have 
remained relatively stable. 

According to the publication, the 
growth of candy’s importance in 
the food chains has come about 
from the increased traffic through 
those stores and the food chains’ 
successful search for a merchan- 
dising pattern to take advantage of 
that traffic. 


Fleer Joins Rome Daily 

Martin Fleer, formerly manag- 
ing editor of the Paris-American 
Kiosk, has been named advertising 
and promotion director of the 
Rome Daily American, English- 
language daily headquartered in 
Rome. 


In CANADA 


39% of the 
English-speaking Families 


read 


The STAR WEEKLY 
Ask for Information 


6. Design the mark so that it can | 
be printed easily in b&w and vari- 
ous color combinations and on| 
various surfaces. | 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


4. Use strong design rather than , 
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‘Dauber, Sears and 
"BH&G’ Join in 
| Merchandising Drive 


Advertising Age, October 10, 1955 
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SEARS EXCLUSIVE—This page in Bet- 
ter Homes & Gardens was placed 
by Dauber Mfg. Co., New York, 
to boost a new line of home fur- 
nishings items it makes exclusively 
for Sears, Roebuck & Co., under 
Sears’ trade name, and is the basis 
for a merchandising program by 
Sears. J. Walter Thompson Co., 
Chicago, is the agency. 


Curcaco, Oct. 4—A_ coopera- 
tive merchandising and advertising 
program participated in by Dauber 
Mfg. Co., New York; Sears, Roe- 
buck & Co,, Chicago, and Better 
Homes & Gardens apparently has 
met with considerable success in 
promoting Sears’ new line of 
Chromefast bedroom accessories. 

Dauber, which makes the acces- 
sories exclusively for Sears, ran a 
page color ad in the current issue 
of Better Homes & Gardens. The 
ad, which did not mention Dauber, 
plugged Sears and the Chromefast 
accessories, which come in seven 
Harmony House colors. 

J. Walter Thompson Co. placed 
the ad for Dauber; the ad was pre- 
pared by Sears and Dauber admen. 


® Better Homes & Gardens fol- 
lowed up by publishing a 12-page 
color brochure about the new 
Chromefast line, plus some vital 
information about the magazine. 
The brochure was mailed to be- 
tween 350 to 400 managers of Sears 
stores throughout the U. S. 

Sears backed up the campaign 
by preparing its own brochure on 
Chromefast, plus large quantities 
of point of sale material and mats 
and other advertising materials. 
This material also was mailed to 
managers of Sears stores that han- 
dle the new accessories. Sears 
urged store managers to tie in with 
the promotion by running ads in 
their local newspapers. 

To date, a large response to the 
promotion has been reported by 
Sears officials. 


A. von Gontard Retires 
from Anheuser-Busch Post 

A. von Gontard has retired as 
vice-chairman of the board of 
Anheuser-Busch Inc., St. Louis, 
and chairman of its executive com- 
mittee. Mr. von Gontard, however, 
will remain a member of the board 
of directors of the brewery, in 
which he and his family have 
large holdings. 

Joining Anheuser-Busch in 1923, 
Mr. von Gontard was director of 
sales and advertising from April, 
1951, until April, 1955, when he) 
was elected vice-chairman of the 
board. Mr. von Gontard’s adver- 
tising and sales duties were tem- 
porarily assumed in April by 
August Busch, president of the 
company. 


BBM Moves Office 
The Bureau of Broadcast Meas- 


urement has moved to larger 
quarters at 96 Eglinton Ave., E., 
Toronto. i 


t x 5 j J 2 
Newspaper Advertising Linage 
August, 1955 
Media Records Report for 52 Cities 
August August Per Cent Janvary-August Per Cent | 
1955 1954 Change 1955 1954 Change 
Classification 
Retail (total) ....114,258,574 109,777,345 4.1 956,208,423 894,200,601 69 
Dept. sales .... 43,420,834 42,674,934 1.7 355,286,798 334,310,681 6.3 
General ............ 23,799,801 23,526,165 1.2 239,931,239 230,948,856 3.9 
Automotive ....... 15,913,907 10,780,588 47.6 122,570,059 96,991,664 26.4 
Financial ......... 2,656,835 2,277,854 16.6 27,047,484 24,022,849 12.6 
Total display ....156,629,117 146,361,952 7.0 1,345,757,205 1,246,163,970 8.0 
Classified .......... 63,120,863 53,001,102 19.1 467,352,401 403,266,989 15.9 
EE 219,749,980 199,363,054 10.2 1,813,109,606 1,649,430,959 9.9 
‘Breakfast Club’ Adds 4 (Young & Rubicam), Monday 


Under New Selling Plan 

ABC Radio’s “Breakfast Club” 
has added four sponsors under a 
new selling plan in which adver- 
tisers can take five, ten or 15- 
minute segments. Previously there 
was a quarter-hour minimum. 
New sponsors signed (all for five- 
minute segments) include: 


General Foods’ Instant Postum | 


through Friday, starting Oct. 3; 
Drackett Co.’s Drano and Windex 
(Y&R), Wednesday, Thursday and 
Friday, starting Oct. 5; Glamorene 


Eastman Selling Kodachrome _ 
Without Processing Charge 

Effective Sept. 30 Eastman Ko- 
dak Co. is selling Kodachrome roll | 
film without a processing charge | 
included in the price, under the | 
'terms of a consent decree it made 
last December with the federal 
|district court in Buffalo (AA, Dec. 
|27). The company will license 
others to process Kodachrome 
films, and sell chemicals and print 
/materials used by the company in 
its commercial processing and 
printing operations. 

Kodak will continue to offer a 
processing service through dealers, 
or film can be shipped to a color 
processing laboratory of their 
choice. Film already purchased or 
in dealer stocks will be accepted 
for processing direct from cus- 
tomers without a processing charge. 
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advertising. The agency has moved 
to larger quarters in the Emigrant 
Bank Bldg. 


FREE SAMPLE—New Scissors and Paste- 
Pot art service by the originators of cre- 
ative layout devices. Get your copy of 
the new monthly Clipper—all new in 
size, format, content, ideas — sample, 
yours to use without cost. Sensational 
introductory offer. No obligation — no 
salesmen. Address: Multi-Ad Services, 
Inc., Box 806A, Peoria, Illinois. 


Co. (Product Services Inc.), Tues- 
day and Thursday, effective Oct. 
11, and Union Pharmacal Co.’s In- | 
histon and Saraka (Grey Adver-| 
tising), across the board, starting | 
Oct. 24. 


Blumenthal Adds 1, Moves 


Halliwell Inc., New York maker 
of professional beautician supplies, 


has appointed Irving R. Blumen- 
thal Inc., New York, to handle its 


- The Ward-Griffith Co. maintains offices 


LYNCHBURG 


VIRGINIA 


A Metropolitan Market as defined 
by Sales Management, the City of 
Lynchburg’s 1954 per capita retail 
sales ($1,478) were 32% higher 
than the U. S. average. 


ONLY the NEWS-ADVANCE cov- 
ers this basic Virginia market. 


ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 


in all principal advertising centers 
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e than 10,000. 


57,000 men and women work in manufacturing 


industries in metropolitan Syracuse alone. This is the 


sturdy base of a dynamic economy which produces aver- 


age family income of $5,697 annually. 


The Syracuse Newspapers deliver 100 per cent 


saturation coverage of greater Syracuse, and effective 


circulation in 14 surrounding counties. 


No other combination of media can deliver comparable 


coverage at comparable cost in the Central New 


*Sales Management's Audited Survey, June, 1955 


York Market of 1.3 million population 


and $1.9 billion buying power. 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


the SYRACUSE NEWSPAPERS 
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K&E Elects Simons, Shirey 

Kenyon & Eckhardt, New York, 
has elected George E. Simons and | 
Robert Shirey v.p.s. Mr. Simons 
has been with the agency since 
last. February when he joined it 
as an account executive in the 
Chicago office. He was formerly 
with the Crosley and Bendix divi- 
sions of Avco Mfg. Corp. Mr. 
Shirey has been with K&E since 
1954 as an account executive. 


NORTH CAROLINA 


1. Buying Center of Craven County. 

2. Quality of Market—105. 

8. Effective Buying Income 
$21,112,000. 


THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


'New Baked Goods Can Help Housewives to 


Express Their Personalities Better: Willis 


ATLANTIc Ciry, Oct. 4—Paul S. 
Willis, president of Grocery Man- 
ufacturers of America, yesterday 
urged manufacturers to put more 
effort behind market research to 
find out what consumers want to 
buy. 

Mr. Willis told the American 
Bakers Assn. convention here that 
grocery manufacturers are spend- 
ing only $20,000,000 in market re- 
search compared with about $80,- 
000,000 in new product research. 

“We already have enough pro- 
duction know-how to turn out 
many new and improved prod- 
ucts,” he stated. “The important 
fact to realize is that in today’s 
keenly competitive atmosphere our 
planning must start at the con- 
sumption end rather than the pro- 
duction end.” 


# Mr. Willis predicted that the 


in all principal advertising centers 


food industry can increase its sales 


WHO... 


THE ELFF 
TO 95th 


..» FILMWAYS did, with 
Background Process Projector. Your needs may not de- 
mand the Eiffel Tower as a background but through “rear 


projection” FILMWAYS c 


EL TOWER 
STREET? 


a new 35 mm Bell & Howell 


an help you produce right in 


New York, background action of any scene, any season, 
any sport... for your T.V. film commercials. 


Permit your creative efforts the freedom 
which only rear screen projection offers. 
Further information on request. 


FILM WATS 


54 


th ST., NEW YORK 


7-3396 


795 BR. Be 


ré..2 te 


volume from the present $66 bil- 
lion to $96 billion—a 50% increase 
—by 1965, if it continues to intro- 
duce new products, expands its nu- 
trition-selling efforts and finds 
more efficient marketing methods. 

“The big question,” he said, “is 
to find out what products the con- 
sumer wants most, and how most 
effectively to promote and distrib- 
ute them. Production has been sci- 
entific for years; marketing and 
distribution are only now becoming 
so.” 

He pointed out that under the 
impact of constant introduction of 
new products, retail food store 
sales alone have grown from $19 
billion 10 years ago to $44 billion 
today. 

“The record is clear that the el- 
ement of newness—new products, 
new built-in services, new pack- 
ages, new promotions—has been a 
vital factor in the food industry’s 
past growth,” he said. 


a “It has become characteristic of 
the American people to want new 
products, however good the old 
ones may be,” he added. 

New products are “naturals” for 
impulse purchases, Mr. Willis 
pointed out. “One of the pertinent 
things discovered about women is 
that if you want to appeal to them 
constantly, you cannot use the 
same appeal all the time,” he as- 
serted. ; 

“They like to be slightly differ- 
ent and original. They are anxious 
to achieve menu variety. They re- 
act positively to products which 
they feel reflect their own per- 
sonalities,” he said. 

Mr. Willis advised the bakers to 
consider seriously whether there 
may not be “additional bakery 
products to be developed which 
will provide an opportunity to the 
homemaker to so express her per- 
sonality.” 


Space Travel Will 
Add Variety to Ad 


Testimonials: Alberti 


New Haven, Oct. 4—When the 
satellite universe of the future is 
invaded by the denizens of Earth’s 
Madison Ave. prepare for such 
things as “Rheingold, the sky 
beer,” Calvert’s “Moon of Distinc- 
tion” and a Playtex girdle which 
“has no visible means of support.” 

So thinks Jules Alberti, presi- 
dent of Endorsements Inc. In an 
imaginative mood, the head of the 
testimonial organization last week 
told the Union League Club here 
what it might be like once endorse- 
ment advertising gets into outer 
space. 


Dhinherighhiiemephintiensiale 


Advertising Age, October 10, 1955 
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ACCENT—Kimberly-Clark Corp., Neenah, Wis., is running ads like 

this in printing trade publications this fall to accent the qualities 

of its coated printing papers. Noted fashion photographers and 

glamor girls from the stage will be used in the ads. Foote, Cone & 
Belding, Chicago, is the agency. 


PRN WF fies Woes ; 
pcre oe 2 MES ok a a ee 


Double Bubble gum.” 
Westinghouse’s Stratovision set 
will be touted as “out of this 
world”; Pan American Airlines 
will change its name to Pan Planet 
Airlines and passenger J. Edgar 
Hoover will urge passengers to 
“Put Saturn behind you,” he said. 


® In the alcoholic stratum, Mr. Al- 
berti said, the Federal Trade Com- 
mission restrictions on liquor ad- 
vertising would be lifted, allowing 
for such honest testimonials as: 
“If you really want to get high, 
switch to Smirnoff Vodka like I 
did” or “I wake up and fly right 
with Heublein’s.” 

Cigaret companies, Mr. Alberti 
continued, will find great possibil- 
ities in campaigns like: “I smoke 
them because they’re purer than 
outer space ozone.” For television, 
he suggested a testimonial such as: 
“By Jupiter, you’re stupider than 
usual if you don’t smoke the only 
cigaret with the built-in satellite 
that spins around and around in 
the filter.” 


Abbott Kimball] Forms PR 
Unit; Adds Two Accounts 
Abbott Kimball Co., San Fran- 
cisco, has established a_ special 
public relations department with- 
in the agency, to be directed by 
Bert Dunne, formerly radio-tv di- 
rector of the agency. The new de- 


|partment is finalizing a text book 
by Mr. Dunne on public relations, 
titled “The Lengthened Shadow,” 
which will be available for distri- 
bution shortly. 

Odd Stamps Co., Redondo 
Beach, Cal., has appointed Kim- 
ball’s Los Angeles office to handle 
its advertising. Odd Stamps is a 
mail order, philatelic company. A 
schedule in magazines is being 
planned. Kimball also has been 
named to handle advertising for 
all divisions of Electronic Special- 
ty Co., Los Angeles maker of the 
Bing Crosby Shavex and shaver 
power booster. A Christmas pro- 
motion for Shavex will feature a 
page in Coronet. 


PATERSON 


NEW JERSEY 


3rd City in New Jersey Covered With 
THE PATERSON CALL 


In 1954 the Paterson Call carried 
35% MORE 
Department Store advertising than 
the other Paterson paper. 
REQUEST MORE FACTS—ADVERTISE 


IN THE CALL 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


“Can’t you just see Miss Rhein- |} te 


gold of 1960 posing in a zoom suit || 
and saying, ‘My beer is Rheingold, || 


the sky beer!’? Can’t you see the 
handsome four-color ads for Cal- 
vert’s Moonshine, featuring the 
‘Moon of Distinction.’? Can’t you 
almost hear the baseball announc- 
er urging you to ‘Ask the man in 
the moon for Ballantine’?” 


a Mr. Alberti said he could en- 
vision a vision like Marilyn Mon- 
roe appearing in a travel ad below 
the headline, “If you’d like to see 
a stellar body—go to Venus!” 

“Think of the movie star,” he 
continued, “endorsing the new 
Playtex Satellite girdle because ‘it 
has no visible means of support.’ 
Imagine the inventor of a man- 
made satellite appearing in a mat- 
tress ad and saying, ‘Like my sat- 
ellite, Simmons never lets you 
down’.” 

Mr. Alberti foresaw Westbrook 
Van Voorhis intoning, “Space 
Marches On,” and he pictured a 
space traveler testifying, “A trip 
to the moon takes my breath away 
—just like Amm-i-dent or Fleer’s 


ar te 


React 


Look for the dependable NAVL 
Oval under ‘‘Movers” in the 
yellow pages of your telephone 
directory. 

Call or Write for 
\ this Helpful 


tt. i Rate 


9.99 


woman s 


Ask for a 
7 ‘WIFE-APPROVED" MOVE 
- «+ « Move by orth WW mericar 


Ds, VAN LINES, Inc ge 


Ea 


4) “ss caidas cy wer a i 


When you transfer an employee—take a tip from 
America’s industrial leaders and specify a “‘Wife- 
Approved” move by North American Van Lines. Your 
man will do better work on his new job if “‘the little 
precious possessions arrive safely, on time. 
For expert packing —for careful handling and prompt 
delivery — always call your North American agent! 


North American Van Lines, Inc. 
DEPT. AA-105 * FORT WAYNE 1, INDIANA 
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Advertising Age, October 10, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

*Oct. 13-14. Minnesota chapter, American 
Marketing Assn., 5th biennial Market Re- 
search Institute, Curtis Hotel, Minneapolis. 


Oct. 13-14. American Assn. of Advertis- | 


ing Agencies, central region, annual con- 
~wention, Conrad Hilton Hotel, Chicago. 

Oct. 14-16. Midwest Intercity Conference 
of Women’s Advertising Clubs, Hotel 
Carter, Cleveland. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 17-19. American Assn. of Advertis- 
ing Agencies, annual eastern conference, 
Hotel Roosevelt, New York. 

Oct. 17-19. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn., 
Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
4ist annual meeting, Drake Hotel, Chicago. 

Oct, 24. American Assn. of Advertising 


tel Statler, Detroit. 

Oct. 26-29. Advertising Typographers 
Assn. of America, 29th annual convention, 
Balmoral Hotel, Miami Beach, Fila. 

Oct. 31-Nov. 2. Assn. of National Ad- 
vertisers, annual meeting, Hotel Plaza, 
New York. 

Nov. 6-8. National Newspaper Promo- 
tion Assn., regional meeting, St. Paul Ho- 


» tel, St. Paul, Minn. 


Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, Au- 
tomotive Bldg., Canadian National Exhi- 
bition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Institute, 
Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society of 
America, annual national conference, Am- 
bassador Hotel, Los Angeles. 

Dec. 2-3. Midwestern Advertising Agen- 
cy Network, last quarterly meeting and 
account executive workshop, Drake Hotel, 
Chicago. 

Dec. 4-7. Outdoor Advertising Assn. of 
America, 58th annual convention, Hotel 
Sherman, Chicago. 

Jan. 21-22, 1956. Advertising Assn. of 
the West, midwinter conference, Paradise 
Inn, Phoenix, Ariz. 

Jan. 29-Feb. 1, 1956. National Advertis- 
ing Industries Exposition, Morrison Hotel, 
Chicago. 

Feb. 9, 1956. Associated Business Pub- 
lications, annual midwest conference, 
Edgewater Beach Hotel, Chicago. 

March 1, 1956. Associated Business Pub- 
lications, annual eastern conference, 
Roosevelt Hotel, New York. 

April 8-12, 1956. National Business Pub- 
lications, spring meeting, The Homestead, 
Hot Springs, Va. 

April 15-19, 1956. National Assn. of Ra- 
dio and Television Broadcasters, 34th an- 
nual convention, Conrad Hilton Hotel, 
Chicago. 

May 14-16, 1956. National Newspaper 
Promotion Assn., 26th annual convention, 
Hotel Cleveland, Cleveland, O. 

May 24-27, 1956. Associated Business 
Publications, annual spring conference, 
The Homestead, Hot Springs, Va. 

June 24-28, 1956. American Newspaper 
Classified Advertising Managers Assn., 
36th annual convention, Long Beach, Cal. 

June 24-28, 1956. Advertising Assn. of 
the West, 53rd annual convention, Los 
Angeles. 


N.H. Commission Appoints 


The New Hampshire State Plan- 
ning & Development Commission 
has appointed Mervin Jay Weston 
Associates, Manchester, N.H., to 
handle its 1955-56 winter and 
spring advertising promotion. Na- 
tional magazines will be used to 
promote skiing and other tourist 
attractions available in New Hamp- 
shire. 


in PEORIA it's the 
JOURNAL STAR 


Earl H. Maloney 
Adv. Director says: 
@ TEST and SELL 
this $630 Million 
Market at ONE ie 
LOW COST! 
@® POPULATION @& 
Trade Area 550,000 

aan 265,- 


@ Daily Net Paid 
Exceeds ... 100,000 EARL H. MALONEY 
@ Ratio-to-Homes 

in Metropolitan Peoria........ 98.3% 


WRITE FOR 1955 PEORIAREA FACT FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


‘assistant to the president of West- | 
Agencies, east central region meeting, Ho- | 


Arthur Godfrey Takes \Cook joined Pendray in 1953 after 

Post-Vacation Leave ‘serving as an account executive 
Arthur Godfrey, who just got | with Hill & Knowlton. John Hoving 

back from his summer vacation,|Was director of promotion of the 

took a week’s leave from his Democratic Digest before joining 

radio and tv duties starting Mon- |Pendray in 1954. 

day (Oct. 3). There were pub- | 

lished reports that the hard-work- Krupnick Appoints Simon 

ing Mr. Godfrey plans torestevery| Jerome Simon, formerly a sales 

six or seven weeks this year, but|and advertising representative 

CBS would neither confirm nor/with Cramer Dry Plate Co., has 

deny them. 
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been appointed to the account Sunday edition from 15¢ to 20¢. 
service staff of Krupnick & Asso-/| Daily issues will remain 5¢. 

ciates, St. Louis. Mr. Simon also 
has been on the publicity staff of 
the St. Louis Cardinals baseball 
team, and with the sales promotion 
department of Magic Chef Inc. 


iWiw ENCLANL HOME 


QUIPMENT [JEALER 


NEW ENGLAND, N. Y. & N. J. 
Regional Trade Paper for: 

PLUMBING & HEATING 

AIR CONDITIONING & VENTILATING 
LP-BOTTLED GAS & APPLIANCES 
Needham 92, Mass. © Est. 1947 


Raises Price of Sunday Edition 
The Washington Post & Times) 
Herald is raising the price of its 


| Peter Lind Hayes subs for God- 
frey on his daytime shows. Jack 
|Paar will emcee “Talent Scouts,” 
and Frankie Laine will preside 
over the Wednesday night shows. 


Pendray Changes Name 

Pendray & Co., New York public 
relations counsel, has changed its 
name to Pendray, Cook & Hoving 
to include the names of the three 
partners. G. Edward Pendray was 


inghouse Electric Corp. in charge | 
of public relations, advertising and | 
education before founding the p.r.|§ 


company 10 years ago. William Ww. 


THIS IS JIM MILLS—(Another W-G Salesman) 


James S. “Jim” Mills—on September 1, 1955—returned to Pertland, Oregon, where he 
was born, to open our new Portland office. Jim had been educated in Oregon after 
which he joined the Army in 1940, becoming a First Lieutenant. In 1945 Jim began 
three years of extensive sales work with a film company in the mid-west, later doing 
radio sales work in New York. He joined our New York staff in 1948. Jim Mills, a 
native Oregonian, backed with much experience, is willing and anxious to help ad- 
vertisers get maximum results from newspapers. Newspaper advertising gets immedi- 
ate action—at lowest cost, too! Advertise in newspapers. 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Bullding ........csecscessceees Plaza 5-7T028 .....cesesecccrreccneces NEW YORK 
rer eee Superior 7-2485 .......66-- ccc eeeer neces Pa ats a 
General Motors Building ............sseeeeeees Trinity 3-6365 .........---eeescereeeces STON 
Statler Office Building ............sssceseeeses Liberty 2-5669 .. ......-cscseereweeneee ‘ser ANTA 
Pulton National Bank Building...............++ Cypress 8545-6. .........-.sseeeeeeeens Se OTTE 
318 Addison Building ...........cceeceseeneeees Franklin 5-8020 .........se++++esss3 CH “4353 
yy Re Spor? Per” Yukon 2-2-6028 .........6eeee8s SAN emia 
Philadelphia National Bank Building........... Locust 7-4370.........-.seeeeeees = LAND 
U. S. National Bank Building..............ss«5- Capitol 8-3033....... 0.6650 ceeeeweeres 
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Oil, farming, livestock, and 
growing petro-chemical, 
manufacturing and aviation 
industries are the rich sources 
of Oklahoma’s diversified and 
growing income. Few states 
are richer in variety or quan- 
tity of natural resources, min- 
erals and fuels, many of 
which are just beginning to 
be developed. 

Oklahoma is still a land of 
opportunity, on the thresh- 
old of unparalleled develop- 
ment. 

Oklahoma’s current growth 
is reflected in its record home 
and commercial construction 
and retail sales gains for 
many, many months. In fact, 
Oklahoma City has been at or 
near the top in sales gains 
among major cities for more 


mais: 2 


Oh, What A 
Beautiful Market 


of 


everything's 


GROWING 


} 


-“_ your way! 


ys 


Oklahoma is growing in all directions! 


beautiful market in which 
selling effort is paying off. 

To make selling response 
go your way in Oklahoma, do 
your selling in Oklahoma’s 
statewide newspapers — The 
Oklahoman and Times — 
which keep growing with 
Oklahoma. On Sunday you 
can reach more families 
through The Daily Okla- 
homan than through any 
other Sunday newspaper in 
the entire Southwest! 


‘THE DAILY OKLAHOMAN 


How Oklahoma Is Growing! 
(1940 vs 1954) 

Per capita Income. + 271.7% 
Industrial 

Employment... +62.5% 
Manufacturing 

Wages paid +445.7%, 
Value of Mineral 

Production. .____. +166.4%, 
Income from Crops + 163.5% 
Income from 

Livestock +193.9%, 
Retail Sales +333.1% 


‘OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Co. 
than a year. It’s a growing, The Farmer-Stockman * WKY Radio * WKY-TV * Represented by The Katz Agency 
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Cigaret Sales Dropped, Per-Carton 
Ad Costs Rose Slightly in 1954 


(Continued from Page 1) 
sampling, etc., which could make a 
difference in these figures. 


® As indicated by the chart which 
accompanies this story, highest ad 


cost per carton was racked up by) 


Cavalier, king-size cigaret. It cost 
24.1¢ to sell each carton. The 
total ad expenditure to promote 
the cigaret had been boosted in 
1954, and while sales went up also, 
they did not go up high enough to 
offset the increase. In fact, it cost 
Cavalier more per carton to ad- 
vertise last year than in 1953. 
Lowest ad cost per carton is 
registered by Raleigh cigarets. In 


| Most popular cigaret in 1954 
‘was Camel. Some 84 billion of 
these cigarets were sold in 1954, a 
'decline from the 99 billion sold in 
1953. Ad investments went down 
from $14,866,194 to $13,701,033, 
but per-carton ad costs went up 
slightly, from 3.0¢ in 1953 to 3.3¢ 
last year. 

Lucky Strike, second in terms 
of sales, sold 58 billion cigarets in 
1954, down from 65 billion in 1953. 
| It cut its ad expenditure from $10,- 
159,327 in 1953 to $8,905,887 in 
1954, and managed to keep its per- 
carton ad cost the same—3.1¢. 

Chesterfield, which cut its ad 
investment more than half in 1954, 


fact, this cost is so small that it | also cut its per-carton ad cost by 
is not recorded in the chart, but it| half. It sold 54 billion cigarets in 


comes to the ridiculously low cost 
of .00002¢ a carton. Raleigh’s sales | 
decreased from 1953. Since AA) 
had no figures available on ad 
costs for 1953, there is no way to 
compare the 1954 and 1953 costs. 


Business Is Better Than Ever . . . in 


ROCKY MOUNT 


NORTH CAROLINA 


Per capita food sales—$315.09, more than 
double the State average. 

Per Capita Drug sales—$46.14, more than 
double the State average. 

One of the nine largest cities in the State. 
Sell in this rich market through advertising 
im one medium offering complete coverage. 


THE TELEGRAM 
Evening and Sunday 


Write for new market data folder now available. 
Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


54, compared with 62 billion sold 
in °53. 


® Pall Mall increased both its ad 
investment and its sales in 1954. 
It spent $6,876,101 in 1954 to move 
51 billion cigarets at a cost of 2.7¢ 
per carton. This compares with an 
ad investment of $6,046,339 in 
1953 to sell 48 billion cigarets at 
2.5¢ a carton. 

Philip Morris lost sales along 
with decreasing its advertising in 
1954. It spent $6,610,807 to adver- 
tise, sold 29 billion cigarets, at a 
cost of 4.6¢ a carton. In 1953, Phil- 
ip Morris sold 35 billion cigarets at 
5.1¢ a carton for advertising. Total 
ad appropriation, as measured by 
AA, was $8,880,958. 

Old Gold, which increased its 
advertising from $8,786,972 in 1953 
to $10,035,163 last year, saw its 
sales decrease from 23 billion in 
1953 to 19.5 billion in 1954. Ad cost 


per carton went up from 7.6¢ to 


»,, NOW! 
MAXIMUM 
POWER 


with 25% more sets than 


any other N. C. station 


WSJS-TV Winston-Salem—now one of 
the South’s biggest TV markets! Its 
maximum power taps over 4 billion 
dollars in buying power and reaches 
636,421 TV homes—25% more than any 
other N. C. station! And its heart is 

the rich Golden Triangle of key 
industrial cities—Greensboro, 
Winston-Salem and High Point. 


NEW — MAXIMUM POWER—316,000 
watts! 


NEW — MAXIMUM HEIGHT — 2,000 
feet above average terrain. 


MORE— COVERAGE — 91 counties; in 
five states. 


MORE — TV HOMES—636,421 sets. 
3,943,000 people. 
$4,530,000,000 buying 
power. 


Saw 


WINSTON-SALEM, N. C. 


CHANNEL 12 


Costs of Cigaret Adverti 
Per Carton and Per Million of Cigarets Sold 


Sales of leading brands of cigarets related to the amount invested on each in 
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sing 


magazines, newspapers, Sunday sections, network radio and television, and 
farm magazines during the past five years. 


1954 


CAMEL (Reynolds) 
Sales (billions) 84.0 


Ad investment $13,701,033 
Ad cost per million $163.11 
Pee  6egiten 3.3¢ 
LUCKY STRIKE (American Tob.) 
Sales (billions) 58.0 
Ad investment $8,905,887 
Ad cost per million $153.55 
mee anes 3.1¢ 
**CHESTERFIELD (Liggett & Myers) 
Sales (billions) 54.0 
Ad investment $5,478,877 
Ad cost per million $101.46 
oe. *. enten 2.0¢ 
*PALL MALL (American Tob.) 
Sales (billions) 51.0 
Ad investment $6,876,101 
Ad cost per million $134.82 
S.. # oo see 2.7¢ 
**PHILIP MORRIS 
Sales (billions) 29.0 
Ad investment $6,610,807 
Ad cost per million $227.95 
wee eee 4.6¢ 
TOLD GOLD (Lorillard) 
Sales (billions) 19.5 
Ad investment $10,035,163 
Ad cost per million $514.62 
oo" @guthe 10.3¢ 
TVICEROY (Brown & Williamson) 
Sales (billions) 14.9 
Ad investment $3,157,137 
Ad cost per million $211.89 
Rif 9 oe 4.2¢ 
***HERBERT TAREYTON (American Tob.) 
Sales (billions) 14.0 
Ad investment $1,820,350 
Ad cost per million $130.03 
a eo 2.6¢ 
**KOOL (Brown & Williamson) 
Sales (billions) 12.1 
Ad investment $874,394 
Ad cost per million $72.26 
 -.. . Saree 1.5¢ 
*RALEIGH (Brown & Williamson) 
Sales (billions) 6.5 
Ad investment $570 
Ad cost per million $.009 
Peas etek — 
TWINSTON (Reynolds) 
Sales (billions) 6.5 
Ad investment $1,571,526 
Ad cost per million $241.77 
were epten 4.8¢ 
TL & M (Liggett & Myers) 
Sales (billions) 6.2 
Ad investment $5,410,599 
Ad cost per million $872.68 
Wei: ae 17.5¢ 
TKENT (Lorillard) 
Sales (billions) 4.0 
Ad investment $3,858,280 
Ad cost per million $964.57 
ow, . ©. 0 eal 19.3¢ 
*CAVALIER (Reynolds) 
Sales (billions) 3.0 
Ad investment $3,620,270 
Ad cost per million $1,206.76 
[yy ©" ie 24.1¢ 
TPARLIAMENT (Philip Morris) 
Sales (billions) 2.7 
Ad investment $1,013,987 
Ad cost per million $375.55 
Pe ta oo en 7.5¢ 
*FATIMA (Liggett & Myers) 
Sales (billions) 1.0 


Ad investment 
Ad cost per million 


“ “ a“ 


carton 
*King size. 
**Regular and king size. 
tFilter tip. 


tRegulor, king size and filter tip. 
***King size and filter tip. 


Note: L&M cigarets were introduced in October, 1953; Winston cigarets were introduced in March, 1 


no ad investment listed for 1954. 


1953 


99.0 
$14,866,194 
$150.16 
3.0¢ 


65.0 
$10,159,327 
$156.29 
3.1¢ 


62.0 
$13,204,616 
$212.98 
4.2¢ 


48.0 
$6,046,339 
$125.96 

2.5¢ 


35.0 
$8,880,958 
$253.71 

5.1¢ 


23.0 
$8,786,972 
$382.04 
7.6¢ 


6.0 
$538,309 
$89.67 

1.8¢ 


14.0 
$1,952,699 
$139.50 


2.5 
$2,984,412 
$1,193.60 

23.9¢ 


3.0 
$916,927 
$305.67 

6.1¢ 


2.0 
$575,438 
$287.50 

5.8¢ 


1952 


104.5 


$13,313,273 


$127.40 
2.5¢ 


73.5 
$8,257,187 
$112.34 

2.2¢ 


68.0 
$9,858,060 
$144.97 

3.0¢ 


41.5 
$4,138,492 
$99.72 
2.0¢ 


36.5 
$9,154,503 
$250.81 

5¢ 


~07 
$991,672 
$1,416.67 
28¢ 


1.5 
$1,982,296 
$1,321.53 

26.4¢ 


3.0 
$3,152,072 
$1,050.69 

21¢ 


1951 


102.5 


$12,262,067 


$119.63 
2.4¢ 


76.0 
$8,726,620 
$114.82 

2.3¢ 


64.1 
$8,750,191 
$136.51 

2.7¢ 


31.3 
$1,761,663 
$56.28 
l.1¢ 


39.3 
$8,541,998 
$217.36 
4.3¢ 


21.0 
$6,919,722 
$329.51 
6.6¢ 


0.5 
$1,183,025 


2.0 
$2,716,212 
$1,358.11 

27.2¢ 


onl 
r 


1950 


98.0 


$11,444,570 


$116.78 
2.3¢ 


82.0 
$8,127,146 
$99.11 
2.0¢ 


64.6 
$7,377,689 
$114.66 

2.3¢ 


23.0 
$1,877, 4661 
$81.64 
1.6¢ 


40.0 
$8,460,814 
$214.40 
4.3¢ 


19.5 
$5,054,444 
$290.06 
5.8¢ 


1.2 
$299,832 
$88.14 

1.8¢ 


7.0 
$762,860 
$108.98 

2.2¢ 


9.2 
$110,278 


7.5 
$1,057,724 
$141.03 

2.8¢ 


954; Fatima cigarets have 


7 


10.3¢. Old Gold is put out in all|more than doubled its sales “in|investments also were increased 


and filter tip. 


® Viceroy, a 


three forms—regular and king size | 1954, continuing a steady increase| greatly, from $538,309 to $3,157,- 
in sales over the years since its| 137. Ad cost per carton rose from 
introduction. Sales went up from/1.8¢ to 4.2¢. 


filter tip cigaret,|6.0 billion to 14.9 billion. Ad| MHerber* Tareyton kept its sales 


‘ wees a oars fe Fa yes :s ap a “ti , art Pi fg ) ‘ ue = 2 5 ne | See Pe erae s Sf Peery SP hes . gk 4 : / ey Gor ere g ef Oh A ” z i Sf Sue po fl ad nriy if op igen, ts : ys De dale en Se — = de SY CP SAE. Sale PSA - Zi ee 
= . ee ie 
| Z 
| P 
Pe Pe Pe 
Pf 
ee a 
23.0 a 
$6,981,309 “3 
$303.53 
6¢ ¢ 
| 2.7 1.8 " 
a $166,748 $79,040 is 
es $61.75 $43.9 & 
1.2¢ 0.9¢ ‘ 
a * | 12.5 8.5 : ; : 
— . : $890,414 $777,234 i 
fe $71.23 $91.44 ‘ 
i a a nu ms ae 2.8¢ 1 Ag 1 .8¢ E 
11.5 11.5 10.5 , 
NEW $390,827 $493,046 $519,442 pe 
oo“ ‘as : $34.00 $42.87 $49.47 $11.94 
‘4 0.7¢ 0.9¢ 1.0¢ 0.2¢ 
= Ded 75 8.3 8.0 i 
ashy" % ; ; 
Rey Pr — $0.17 $140.95 
4 B Re. x Sb “i — .003¢ 2.8¢ ; 
on 5 P #, F% : 
S70" = Be nih 
B69 es = | 
cc he — auigal ee al 
2 A | — a vB 
1 na __ 
or ee sa nai cos aia | 
mn | 
x ; 
ni hedulike: qe eee <niatiie 
Nd i 
vi — —_—— a 7 ; 
Nh 3.0 era pf 
NX $3,206,889 
—— a ee... 
¥| 21.4¢ ain pee J 
Na ee A 
nA a 21 | 
| TT ani i 
4 $2,366.05 $491.47 Z 
M 47.3¢ 9.8¢ 
Ny : 
Ny 19 1.4 1.0 
ate $444,204 $424,464 $362,553 | 
$233.79 $303.19 $362.55 
a2 ae 47¢ 6.1¢ 7.3¢ . 
‘ 2.0 cs 
| ose  ssouon 
‘ es met $664.01 : 
c EE 13.3¢ 
‘ : 
ve 
“ ‘ 
“ 
re WINSTON-SALEM 
“e { GREENSBORO ee 
PA Al Na OF orrone | 
WINSTON-SALEM iz OREENSBORO a 
HiGH POINT / WC, . ere Ee es - 
ss ) I 
ee ee, fe 3 
ee 
ro toe ae 
Saas aii: i Tt & Pere OSS, Gite is DE Meta Rar ty aig ii aonm nial A eR ENE oe ahs S ae ere. Bel ies Ae sein Ce RR tea x eee SOG Oa NnC ENB peauay ae” aS er etek ‘— ar US alee eas: 
i OS Fe pee tpe an tg aA Ee yee PPR LTR a, eA LEP ng ae gig te © MMP EE | PCH Skee che arly He eee, Nach OANA SI AS Ny CTL, ees Se mR SAE Genk 2a pes an ale f pee Ss LI Dae 
GE AY ecg, £ eae - BET AR © Pa oe iy Mie de eg mate o, Pes a Boe 2 ae oo » ait: bos iat A ROME, 3 TMs at s ee a ag PIO A Peel, ES a? 4 pe Res Sve Saye Oke AE be Sees a fee See re te a, oe tye 5 2 Se eas eee ee x at Sey Se Ba ey paecod ky ef 4 
PSG CR apg a ay eo Big Mt POR Ce ERAS i Ie aie 2h ee A PEE REL Pang RE ARG ROL 5 cg ew? Come I as TEC SE RR ae a ee 


ears! Se cas Sa 


send 


z i. = ie ; ; 
Advertising Age, October 10, 1955 111 
about the same—14.0 billion cig- ; Codel Heads SRA Committee 
arets in both 1954 and 1953—and Rochesterians May 


| Edward Codel, Katz Agency v.p., 
Now Eat Buttfalo Meat bas been named chairman of the 


committee on trade practices of 
ior aaa on tactics eer eee, ‘the Station Representatives Assn., 


ucts is off (AA, Sept. 26) and | New York. Mr. Codel also becomes 


, An ‘a member of the association’s 
there is every probability the Syr-| board 


decreased its advertising and cost 
per carton slightly. Advertising 
spent in 1954 was $1,820,350 com- 
pared with $1,952,699 in 1953. Per- 
carton ad costs dropped from 2.8¢ 
in 1953 to 2.6¢ in 1954. 


; . : / of directors, replacing 
Kool cigarets increased sales |acuse embargo, in effect for the! George Brett, a former Katz v.p. 
and advertising. Sales jumped |past several months, will be lifted,| who has retired. 


from 11.5 billion cigarets in 1953 
to 12.1 billion cigarets sold last 
year. Advertising was raised from 
$390,827 to $874,394, and per-car- 
ton ad cost from 0.7¢ to 1.5¢. 


Health Commissioner Edward B. 
Bukowski reported. 

“IT have received assurances from 
the Rochester health officer, Dr. 
Albert D. Kaiser, that appoint-| 
ment by the board of supervisors 
of four more inspectors and conse- 
quent fulltime supervision of meat 
inspection here will be satisfac- 
tory,” said Dr. Bukowski. 

Dr. Bukowski said he was con- 
fident that similar representations 
made to Syracuse would result in 
the elimination of the ban of Buf- 
falo meats in that city also. He 
added he was taking immediate 
steps to inform Syracuse authori- 
ties of the prospective appointment 
of the additional inspectors. 


TORONTO, CANADA 


Capital ow. of Ontario—Canada’s Richest 

Province—Having One-Third of Canada’s 

Total Population and 42% of Retail Sales 
—Blanketed by the 


TORONTO DAILY STAR 


—400,000 circulation (largest in 
Canada) 

—80% coverage of Toronto 

—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Nationally Represented by 


® Winston and L&M, filter-tip cig- 
arets introduced last year, sold 
impressive quantities of cigarets 
in their first year. Winston sold 
6.5 billion and L&M sold 6.2 billion. 
However, Winston, which spent 
considerably less than L&M on 
advertising—$1,571,526 as com- 
pared with $5,410,599 by L&M— 
had a lower per-carton ad cost. 

Kent cigarets, ancther filter 
cigaret, which came on the scene 
two years earlier, sold a billion 
more cigarets in 1954—4 billion 
compared with 3 billion in 1953. It 
also lowered its cost per carton de- 
spite an increase in advertising. 
Cost per carton dropped from 21.4¢ 
in ’53 to 19.3¢ in ’54. Advertising 
went up from $3,206,889 to $3,- 
858,280. 

Parliament, the Philip Morris 


Gallagher Rae Muenzenthaler 
PLACING ARTISTS—The Artists Guild of Chicago will hold an Artists 
Guild Day on Oct. 14 marking the opening of a comprehensive place- 
ment service for agencies and others having need for artists. This 
service, using punched cards, will be the largest in the country, the 
guild says. Some 700 members will exhibit their works at guild 
headquarters on that day. Florence Gallagher, Miss Chicago of 1955 
and runner-up in the Miss America contest, will act as Miss Artists 
Guild. Stuart Rae and Alfred Muenzenthaler, art directors of Ruth- 
rauff & Ryan, look over the punched cards with Miss Gallagher. 
Artists Guild Day will feature a Miss Artists Guild of the Hour dur- 

ing every hour of the day, from 7 a.m. to midnight. 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


1955 GROCERY 
PRODUCT SURVEY 
write for your 


filter entry, lost sales in 1954. It 
sold 2.7 billion cigarets in 1954, 
compared with 3 billion in 1953. 
Advertising was increased from 
$916,927 in 1953 to $1,013,987 in 
1954. Per-carton ad cost went 
from 6.1¢ in 1953 up to 7.5¢ in 
1954. 

Sales for Fatima dropped from 
2.0 billion in 1953 to 1.0 billion in 
1954. Advertising data for this 
cigaret was not available. 


® Grouping the cigaret brands by 
makers gives a slightly different 
view of cigaret sales and per-car- 
ton ad cost. 

R. J. Reynolds Tobacco Co. 
(Camel, Winston, Cavalier) sold 
93.5 billion cigarets. With a total 
ad investment of $18,892,829 it 
spent 4.0¢ per carton in advertis- 
ing. 

American Tobacco Co. (Lucky 
Strike, Pall Mall, Herbert Tar- 
eyton) sold 123 billion cigarets, 
which moved at a cost of 2.8¢ per 
carton, representing an investment 
of $17,602,338 in advertising. 


= Liggett & Myers (Chesterfield, 
L&M, Fatima) sold 61.2 billion 
cigarets. Since ad investment fig- 
ures are not available for Fatima, 
the company’s relative per-carton 
cost of 3.5¢ is slightly off, since 
Fatima’s 1 billion cigarets are in- 
cluded in this. It invested $10,889,- 
476 in the other two brands’ ad- 
vertising. 

P. Lorillard (Old Gold, Kent) 
spent $13,893,443 in advertising, 
and sold 23.5 billion cigarets with 
an 11.8¢ per carton cost. 

Brown & Williamson (Viceroy, 
Kool, Raleigh) spent 2.4¢ per 
carton to move 33.5 billion cigar- 
ets. It spent $4,032,101 in adver- 
tising. 

Philip Morris Inc. (Philip Mor- 
ris, Parliament) sold 31.7 billion 
cigarets, with a per-carton ad cost 
of 4.8¢. It invested $7,624,794 in 
advertising. 


SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 
-MARKET 
-COST 
The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


Illinois Governor 
Offers New Safety 


Aid: Fewer Horses 


Detroit, Oct. 4—Gov. Wm. G. 
Stratton of Illinois, who has been 
having a tough time throttling his 
constituents’ appetite for speed, 
went straight to the source today 
by asking the auto makers to slow 
down cars before they put them 
into Illinoisans’ hands. 

In the course of a talk to the 
Rotary Club here, the governor 
also put a few scratches on the, 
finish of the auto industry’s brand-| 
new “built-in safety”. campaign. 

Brushing past a maze of safety 
belts, depressed steering wheels 
and other widely-advertised new | 
safety aids, Mr. Stratton argued) 
that the greatest menace to high-| 
way safety is speed and he could 
see no reason for continuing to in- 
crease the horsepower of the new 
models. 


| 


= “One of the greatest contribu- | 
tions auto manufacturers could 
make would be to leave a few 
horses in Detroit and not put them 
under the hoods of their cars,” he 
declared. 

The Illinois governor, whose bill | 
establishing a strict speed limit 
was slapped down by his legisla-| 
ture, noted that there were 1,400) 
deaths and 80,000 injuries in his | 
state in the last seven months. In| 
view of this, he said, he may call, 
a special session to try the speed 
limit bill again—something which 
Michigan’s Gov. G. Mennon Wil- 
liams is also proposing. 


Klau-Van Pietersom Appoints 
Seven; Promotes Sanders 
Klau-Van Pietersom-Dunlap, 
Milwaukee, has appointed seven | 
men to its staff. They are Noel D. | 
Turner, formerly with Griswold- | 
Eshleman Co., account supervisor | 
of general accounts; Russell B. 
Lehe, previously sales representa- 
tive for Curtis Publishing Co., an 
account executive in the agricul- 
tural division; Edward L. Satola, 
formerly with Nordberg Mfg. Co., 
an account executive in the indus-| 
trial division; Sten Emilson, pre-| 
viously with a Swedish newspaper, | 
assistant to the research director; | 
Roy A. Heckenbach, previously 
with General Electric Co., a media 
buyer, and Roy L. Hilligoss, pre- 
viously with Brady Co., and Rob- 


ert R. Sindorf, formerly with An-| 


\drews Agency, both copywriters. | 


The agency also has elected 
Monte J. Sanders to the new posi-| 


|tion of v.p. and assistant to the 
general manager. Mr. Sanders, who 
joined Klau-Van Pietersom-Dun- 
lap as an account executive in 
1953, previously was publisher of 
Industry & Power and Consulting 
Engineer. 


Miss Rickey Heads Media 
Rutledge & Lilienfeld, Chicago, 
has appointed Frances L. Rickey 
director of media. Miss Rickey 
most recently was radio-tv time 
buyer of Gordon Best Co., Chicago. 


NATION'S LARGEST TRADE TERRITORY 


TWO Separate Newspapers « 30° Line BUYS BOTH! 


FREE copy 


The F1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald -Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


highly competitive 
field... 


These are the clients of Needham, Louis & Brorby: 


Looks as if Ken-L-Ration 
is lengths ahead in a 


Run, don't crawl, 
to the nearest listing 
of Needham, Louis & Brorby 
clients and you'll see 
more of the same... 


Campbell Soup Company * Cummins Engine Company, Inc. * Household Finance Corporation 


International Harvester Company =» 


S. C. Johnson & Son, Inc. « 


Kraft Foods Company 


Macwhyte Company « Monsanto Chemical Company « Morton Salt Company « The Peoples Gas 
light and Coke Company + Phenix Foods Company + The Quaker Oats Company + Scovill 
Manufacturing Company + State Farm Insurance Companies * Wieboldt Stores, Inc. 
Wilson & Co., Inc. * Wilson Sporting Goods Co. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


New York 


135 South La Salle St., Chicago 3, Ill, 


Hollywood 
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Animation Inc. Moves 

Animation Inc., producer of tv 
commercials and musical sound 
tracks, has moved to larger quar- 
ters at 8564 Melrose Ave., Holly- 
wood. 


DAYTONA BEACH 


FLORIDA 

poe arms e (U.S. Post Office 
estimate) City Zone, now.... ....63,096 
Florida’s Year "Round Resort Covered By 

DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 
Over $115,630,000 effective buying 
income. 
. Over $92,938,000 retail sales. 
. A quality market index of 123. 
5. 1954 total advertising 15,487,024 lines. 


SEND FOR OUR MARKET DATA FOLDER 
Represented by V. J. Obenaver Jr. in J. 
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Nationally Represented by 


WARD-GRIFFITH CO. 


The Word-Griffith Co. mointains offices 


in all principal advertising centers 


|General Mills 
Standardizes Coupon 
Size and Design 


| MINNEAPOLIS, Oct. 4—General 
| Mills is changing the design of its 
/coupons to conform with recom- 
/mendations made by the Grocery 
Manufacturers of America. 

The company said an easily 
identifiable “family” format has 
been established for all coupons 
through the use of similar border 
design and placement of product 
‘and value identification on the 
‘coupons. A product identification 
‘will have a prominent left-hand 
/position, with coin value on the 
right. 

Grocers will be able to recognize 
company and product involved at 
a quick glance, according to Gen- 
eral Mills. 


® A recent study by the manufac- 
turers association revealed that 
| many different types and sizes of 


With luck, 
perhaps they'll make it! 


When they want results—and a little speed 
if needed—advertising men certainly don’t 
trust to outmoded methods and equipment 
—and luck. Lots of them won’t even rely on 
fine equipment alone. “It’s important,”’ 
they say, “but we learned long ago that 
equipment doesn’t produce fine photo- 
engravings. It’s craftsmanship—the men, 
ideas and skill behind it.”’ . . . Many such 
continuously depend on ROGERS—an 
organization which for thirty years has con- 
centrated on faithfully reproducing clients’ 
copy unerringly, and on time. Perhaps you'll 


soon be one of them. 


ROGERS 


engraving company. 


2001 calumet avenue « chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


coupons being used by manufac- 
turers cause handling problems for 
| grocers. 

General Mills said its coupon 
revision has paved the way to- 
ward complete coupon standard- 
ization for package foods and 
flour. 

Other suggestions from the GMA 
study also will be incorporated in 
the new coupon design. All cou- 
pons will be uniform in size, about 
the size of a dollar bill, to assure 
easy handling. To make denomina- 
tion more readable, General Mills 
has over-printed a screened coin 
with coupon value. 

Printing on the new coupons 
will be minimized by carrying the 
value in only one corner, where 
previous coupons had value print- 
ing on four. 

“We now meet all requirements 
specified by the GMA,” said J. M. 
Coleman, grocery products mer- 
chandising manager. “This new 
coupon standardization should 
lighten the grocers’ load with cou- 
pon promotions.” 


Lever Bros. Plans 3rd Drive 
for $100,000 Sweepstakes 

Lever Bros. Co., New York, 
plans to hold its $100,000 Sweep- 
stakes promotion for the third time 
beginning Oct. 10. A total of 3,031 
prizes will be awarded, with a first 
prize of $25,000 cash. Contestants 
need only enter name and address 
for themselves and their dealer on 
an entry blank to qualify. Blanks 
will be distributed through a na- 
tionwide mail drop which will in- 
clude redemption coupons for Rin- 
so, Lux and Good Luck margarine, 
the sponsoring products. 

Heavy promotion and advertis- 
ing will run in newspapers, radio 
and television, concentrated during 
the weeks of Oct. 10 and Oct. 17. 
Mass displays and other point of 
sale pieces will be made available 
for dealers. 
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FIRST PRIZE—This window in Roos Bros. department store, San Fran- 
cisco, won the $250 first prize in a contest for best window display 
featuring Prince Gardner California saddle leather items. 


‘Single Rate’ for 
Rooms Is Theme of 
Tisch Hotel Drive 


New York, Oct. 4—Tisch Hotel 
Corp. will conduct a $100,000 ad- 
vertising campaign to introduce a 
new hotel pricing concept—the 
“one rate” plan. 

The new scheme will be put into 
effect in the Belmont Plaza hotel, 
which Tisch purchased a year ago. 
From now on all rooms will be 
priced as follows: $8.85 single, 
$10.85 double and $12.85 twin- 
bedded. 

For the introductory campaign, 
the agency, Koehl, Landis & Lan- 
dan, will use newspapers, maga- 
zines, local radio and tv, car cards 
and direct mail. The new single- 
rate structure, says Tisch, will help 
eliminate a major complaint of 
travelers: “Why don’t hotels ever 
seem to have the rooms at the 
rates they advertise?” 


| = Lawrencé Tisch, president of the 
'eastern hotel chain, said the Bel- 
mont Plaza lent itself to the one- 
|price plan because “the original 
‘construction plans had created a 
hotel where all single rooms, dou- 
ble rooms and twin rooms were 
alike as to area and general ar- 
rangement.” 

The 800-room Belmont Plaza— 
on Lexington Ave. opposite the 
Waldorf Astoria—has recently 
been renovated, with all rooms 
completely remodeled and newly 
furnished. 

“In the future,” said Mr. Tisch, 
“the traveler will not be confront- 


ed with the common situation of 
having his wants and needs al- 
tered by high pressuring room 
clerks with a shortage of lower 
priced rooms.” 


Katz Agency Names Two 

The Katz Agency, New York, 
national newspaper representative, 
has appointed Lyman Anson to its 
publication sales staff in the De- 
troit office and John E. Roberts in 
the Chicago office. Mr. Anson was 
formerly retail account executive 
of the News, Saginaw, Mich. Mr. 
Roberts was formerly salesman 
and assistant to the v.p. of Hook- 
er Glass & Paint Mfg. Co. 


Teter Succeeds Tooke at KYW 

Robert H. Teter has been pro- 
moted from sales manager to gen- 
eral manager of KYW, Philadel- 
phia. He succeeds Franklin A. 
Tooke, who was transferred to the 
New York office of Westinghouse 
Broadcasting Co. for special as- 
signment. 


PUT COLOR 


In Your 


ELIZABETH (N. J.) MARKET 
ADVERTISING 


One color and black, two colors 
and black and full R O P color 


Accepted by the 


ELIZABETH DAILY JOURNAL 
ELIZABETH, NEW JERSEY 


Write for details or contact 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 


‘in all principal advertising centers 


*SM '55 Survey 


The ‘Meriden 


YOU'LL BY.p, 


MERIDEN- 


WALLINGFORD, Conn. 
Without The 


RECORD & JOURNAL 


You won't even sniff the $120 million* effec- 
tive buying income of Meriden-Wallingford with- 
out The Record & Journal. Hartford and New 
Haven newspapers just don't cover this market. 
But you can now—a full 97°/, coverage—with— 


RECORD & JOURNAL 
MERIDEN, CONNECTICUT 


National Representatives: 


7 \ 


Gilman, Nicoll & Ruthman 
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Newsprint Shortage Looms, Southern jm 
Newspaper Publishers Are Told 


(Continued from Page 1) 

in U.S. newsprint production, es- 
pecially in the South, where the 
industry has been pioneered and 
promoted through the efforts of 
the SNPA over the past quarter 
century, is excellent, the news- 
print mills committee, headed by 
Charles P. Manship Jr., State 
Times and Morning Advocate, 
Baton Rouge, La., reported. 

_ In addition to a new mill now 
being completed by the Interna- 
tional Paper Co. at Mobile, the 
Southland Paper Mill, the Coosa 
River Newsprint Co. and the Bo- 
water Paper Corp. have either in- 
stalled new machines or are pre- 
paring to do so. 

The total capacity of southern 
newsprint mills should be 727,000 
tons annually by 1957, the commit- 
tee said. It suggested that the as- 
sociation acquire desirable sites 
for newsprint production and also 
encourage forestry programs 
throughout the area. 


® Newspaper publishers who dis- 
cussed the situation off the con- 
vention floor said that while they 
hope to meet the situation by a 
tight squeeze in 1955, they expect 
considerable stringency of news- 
print supplies in ’56. 

Some efforts are being made to 
increase purchases of paper on the 
spot, gray or black market, but 
high prices are discouraging. Some 
foreign paper imported from Fin- 
land is said to have been offered 
at $200 a ton, compared with the 
current contract price of $126 a 
ton. Some publishers also are ad- 
vising their representatives to ob- 
tain optional or extended dates to 
insure insertion of national adver- 
tising. 

Greater efficiency in newspaper 
production also was featured at 
the convention. In a panel discus- 
sion covering all phases of news- 
paper operation, Alvah H. Chap- 
man Jr., St. Petersburg Times, told 
of substantial savings made in 
composition through the use of 
work simplification. A key feature 
of the plan is the use of photo- 
composition. Following his talk, 
a slide film prepared by the In- 
tertype Corp. was presented, dem- 
onstrating the use of photo com- 
posing machines in the plants of 
the Times, the Milwaukee Journal, 


the South Bend Tribune and 
others. 
= The Mergenthaler Linotype 


Corp. announced at the convention 
that its new photo composing ma- 
chine, the Linofilm, will be intro- 
duced early in 1956. 

Lisle Baker Jr., Louisville Cour- 
ier-Journal and Times, and presi- 
dent of the Institute of Newspaper 
Operations, reported on some im- 
portant research studies under- 
taken by this new organization, 
formed last year. One is an analy- 
sis of the composition of display 
advertising for the purpose of 
comparing the hot metal process 
with the newer techniques of photo 
composition. The Johns Hopkins 
University school of engineering 
is handling the project. 

’ A stereoptyping analysis is be- 
ing directed by R. W. Becker, of 
Denver, and another study is being 
made of the handling and process- 
ing of stock exchange tabular mat- 
ter, the result of which may be the 
development of a new machine to 
produce this type of composition. 

In addition, Mr. Baker said that 
a pressroom training program has 
been developed to the point of 
publishing a special manual on 
“The Principles of Newspaper 
Presses,” which will be used in 
training workers for this depart- 
ment of newspapers. The program 
has cost over $60,000. In its work 
in each special field, INO advises 


the union organizations of its ac-| 
tivities and findings. | 


| 
® In panel discussions regarding | 


advertising, the most troublesome) | 


problem appeared to be the con-| 
tinued efforts of automobile com-| 
panies to place new car advertis-| 
ing through dealers at local rates. | 
In most cases it was reported | 
that factory copy is still being 
charged at the national rate, 
though many new cars are adver- 
tised by dealers at local rates in 
display classified sections, quali- 
fied by descriptions of the cars as 


“demonstrators,” or as having been | ference in Chicago sponsored by the American Assn. 


driven less than 2,000 miles. 

R. L. Jones Jr., Tulsa Newspa- 
pers, who is a director of the Bu- 
reau of Advertising, reported that 
prospects are good for a contin- 
ued large increase in the volume 
of newspaper advertising. He said 
that the bureau is planning a pro- 
motion campaign involving the use 
of over 1,000 member newspapers. 
The current budget of $1,600,000 
employed by the Bureau, he added, 
is not too large considering the 
work to be done and the competi- 
tive situations to be dealt with. 


® A presentation by the Nashville 
Banner and the Nashville Tennes- 
sean, presented at a panel meet- 
ing, was reproduced for distribu- 
tion to members. It not only pre- 
sented facts about the Nashville 
market and the coverage of the 
newspapers, but pointed frankly 
to the weaknesses of other compet- 
ing media, particularly television. 

Mark Ethridge, publisher of the 
Louisville Courier-Journal and 
Times, told the convention at its 
session yesterday of his first-hand 
observations of conditions in Eu- 
rope, and expressed the belief that 
the United States and its allies 
are winning the cold war with 
Russia. 


® Harry Bradley, Birmingham 
News and Post-Herald, president 
of the association, was moved 
up to chairman 
of the board. His 
successor as 
president is 
Charles McD. 
Puckette, Chat- 
tanooga Times, 
who served as 
treasurer during 
the past year. 
Hugh B. Patter- 
son Jr., of the 
Arkansas Ga- 
zette, Little Rock, 
succeeded him as treasurer. 

New directors chosen were L. P. 
Cashman Jr., Vicksburg Herald 
and Post; J. L. Hurley, of the Post, 
Salisbury, S.C.; Joe D. Smith Jr., 
Town Talk, Alexandria, La.; F. M. 
Staunton, of the Daily Mail, Char- 
leston, W. Va., and Frank Ahilgren, 
Memphis Commercial Appeal. Tom 
Tanner was re-elected secretary- 
manager, with headquarters in 
Chattanooga. 


Charles Puckette 


NEWSPRINT PRICE 
INCREASE PREDICTED 


New York, Oct. 6—Newsprint 
prices will be increased before or 
soon after year-end. 

Yesterday Sir Eric V. Bowater, 
board chairman of Bowater Paper 
Corp., one of the leading Canadian 
producers, predicted at a press 
conference that the price of news- 
print will advance “within the 
foreseeable future.” 

Manufacturers, he said, “cannot 
continue to absorb ever-mounting 
costs.” Newsprint mills, he said, 
have absorbed a 15% increase in 
wages since mid-1952. Asked if he 
thought an increase in newsprint 
prices would match this, he said 
he “expected it would be some- 


cs 


Crandell 


McGovern Barry 


| SISTERS OF THE SKILLET—Food editors attending the con- 


| 


of Newspaper Representatives pos 


what less.” 

Current contract price of news- 
print in New York is $126 a ton. 
An advance of $5 a ton is consid- 
ered likely by mill representatives. 


® Commenting on the fact that “a 
gray market in newsprint has 
come into being,” Sir Eric said that 
he understood some buyers were 
paying as much as $180 a ton for 
quick delivery. 

Sir Eric is here on a tour of in- 
spection of his company’s facilities. 
He said that the company is ex- 
panding its operations in Calhoun, 
Tenn. By the fall of 1957, he said, 
yearly output will amount to 
275,000 tons of newsprint and 60,- 
000 tons of kraft pulp. The entire 
newsprint output, he said, has been 
sold to U. S. newspapers in 128 
cities on contract for the next 15 
years. All of the kraft pulp will 
be shipped to England for making 
corrugated containers. 


® So-called gray market opera- 
tions here have increased within 
the past ten days. A shipment of 
500 tons was reported to have been 
made at $180 a ton this week. This 
is $35 over the last quotation re- 
ported (AA, Oct. 3). Another sale 
of 800 tons is understood to have 
been made during the week at 
$160 a ton. It apparently depends 
on who buys from whom. 

In addition, an importer has 
been offering newsprint from Aus- 
tria in lots of 500 tons minimum at 
$145 a ton. Freight charges would 
increase the cost by about $20, 
which would make the delivery 
price here $165 a ton. The quality 
is reported to be excellent. 


® This week, the Wall Street Jour- 
nal reported a suburban news- 
paper in California paid $165 a 
ton, f.o.b. eastern mill, plus $50 a 
ton freight, making the delivered 
price $215 ton delivered in Calif- 
ornia. Tonnage involved is not 
specified. 

In the book paper market, mill 
representatives and jobbers pre- 
dict higher prices in the near 
future. The supply is tight. Some 
mills have been converting to 
specialty grades of paper for pack- 
aging, because such grades are 
more profitable than book stock. 

Current contract quotations for 
machine coated, 40-lb. book paper 


term contracts are understood to 
‘be paying about $195 to $200 a 
'ton. On 100-lb. deliveries from 
| jobbers’ stocks the price ranges 
\from $10.85 to $12 per hundred 
weight. 


_League Appoints Coleman 
Lucius H. Coleman, partner in 
Rubel & Coleman, certified public 
accountants, has been appointed 
fiscal advisor to the League of Ad- 
'vertising Agencies, New York. 


Paddleford 


Barry, v.p. of General Mills, and J. Donald Scott of 
Scolaro, Meeker & Scott. They are Dorothy Crandell, 
Boston Globe, Isabel McGovern, New York Herald 


are about $217 a ton f.0.b. mill, al-| § 
though some publishers with long- | | 


Tallman Sorensen Scott 


Tribune, Jean 


e with Walter R. Tribune, Mary 


Swift Talks Up 
Idea of ‘Pre-Fab’ 
Frozen Red Meat 


Cuicaco, Oct. 6—There was 
food editors gathered here this 
week, though a lot of it was simply 
in the air. 

True, there were steaks aplenty 
for ladies attending the conference, 
sponsored by the American Assn. 
of Newspaper Representatives, but 
some of the meatiest chunks were 
not on the table. One was con- 
tributed by Swift & Co. when it 
presented a hefty line of 44 pre- 
packaged frozen meats and special- 
ty foods. 

Part of this was a brand-new 
line of frosted “red meat”—beef, 
pork, veal and lamb cut into steaks, 
roasts and chops, and all boned, 
closely trimmed and sealed in foil. 
This line, which is expected to 
carry the label, Tender-Frozen, is 
so new that Swift couldn’t give the 
editors any information about 
when they’ll actually be seeing the 
products in their supermarkets. 


® To date this line of frozen, “pre- 
fabricated” red meats has been in 
the experimental stage at Swift, 


something meaty for newspaper 


113 


Winner Zeiko 


Partridge 


Tribune, Clementine Paddleford, New York Herald 


Tallman, Des Moines Register & 
Brown Sorensen, Minneapolis Star 


& Tribune, Erma Winner, Grit Publishing Co., Alice 
Partridge, Buffalo Courier Express, and Phyllis 
Zeiko, Baltimore Sun. 


which has been test-marketing it 
in Detroit and other markets. It 
has been an experiment closely 
watched by other packers, since it 
could mean higher margins and 
sharper brand consciousness for 
the butcher-counter group of meat 
products. 

According to Swift, the line is 
still in the experimental stage, but 
this week’s introduction was taken 
to mean general satisfaction with 
the tests. 


® As if to back up the new notion 
of frozen fresh meat marketing, 
Armour & Co. showed the ladies a 
color film, “Frosted Meats in the 
Food Service Industries,” which 
it has been showing to hotel and 
restaurant operators for about a 
year. The story was about a full 
line of frozen, portion-cut red 
meats which Armour has been sup- 
plying to the institutional trade for 
some time. 

Armour said it has no market 
tests going on a corresponding line 
for consumers, but said it definite- 
ly is working on the idea. 

Meanwhile, Armour announced 
its initial entry into the flourishing 
frozen pie field with a mincemeat 
pie now being tested in Los An- 
geles, Chicago, Cleveland, St. Louis 
and the Twin Cities. 


Film Studios, Tv 
Powers Square Off 
in Anti-Trust Case 


(Continued from Page 1) 
the same restriction on exhibition 
when they made 16mm prints of 
35mm films. It is also alleged that 
these similar actions resulted from 
pressure of theater owners and 
their associations. 

The first government witness 
was Jack L. Van Volkenburg, pres- 
ident of CBS-TV. He testified that 
in the early days of television only 
British films and old independent 


HERBERT BERGER, formerly general 
manager for Guy Lombardo Enter- 
prises, has been named to take 
over business affairs for the tv 
and radio department of Dancer- 
Fitzgerald-Sample, New York. 


films were available. He said that 
in 1948 when CBS negotiated with 
several studios for old features on 
16mm it had been felt prices were 
too high. 

At that time features were of- 
fered for $300 with reruns. 
Today, he said, they are of- 
fered for as high as $10,000 with 
reruns. Mr. Van Volkenburg ‘ob- 
served that a general release of 
feature films would bring the price 
down. 

Other witnesses were 16mm ex- 
hibitors who testified either that 
they were forced out of business 
because they could not obtain 
products or that what product they 
could get was inferior or very old. 


Wool Bureau Names Two 


Elaine Ducas, promotion coun- 
selor for C, M. Deland & Milridge 
Woolen Co. for 10 years, has joined 
the Wool Bureau, New York, to 
coordinate the promotion and pub- 
licity departments and to develop 
a program of magazine publicity for 
'the bureau. Philip Rutledge has 
left the promotion staff of J. C. 
Penney Co. to handle the bureau’s 
men’s wear publicity program. 


Gramercy Adds Accounts 
Gramercy Advertising Co., New 
York, has been appointed to han- 
dle advertising for The Displayers, 
New York, manufacturer of exhib- 
its and displays, and its affiliate, 
Robert Kayton Associates, manu- 
facturer of point of purchase dis- 
plays. Both companies previously 
|handled their own advertising. 
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ALWAYS NO. 1 PREMIUM 
COLORFUL PLASTIC 


HOSTESS 


10 


Used in Many Ways: 


@ Merchandise tie-in © Traffic builder ©@ Spe- 
cial events @ Loading deals © New openings, 
ete, 


Any quantity shipped immediately—1 case (72 
doz.) or 25,000 dozen. (Min. order—1 case.) 
ALBERT BROOKS PRODUCTS CO., Dept. AA-10 
Mdse. Mart, Chicago 54. Tel. MOhawk 4-3434 


| Texas’ First Ad Medium Was in Deep Water, 


But its Founder Bailed it (and Self) Out 


(Continued from Page 3) 
tion of condensed milk. 

On Oct. 10, 1835, Gail Borden, 
his brother Thomas and one Jose 
Baker published the first issue of 
the Telegraph & Texas Register, at 
San Felipe de Austin, the first 
Texas colony settled by nortamer- 
icanos. With little or no advertis- 
ing, the project never was a fi- 
nancial success. But the paper 
printed six copies of its press 
run on the eve of the battle of 
San Jacinto, which carried almost 
the only evidence of the source of 
authority of the Texas revolution- 
ary government. Before the sev- 
enth copy could be run off, the 
Mexican general’s soldiers cap- 
tured the three printers and 
dumped the presses into the bayou. 

After a 110-day break, the Tele- 


graph & Texas Register was back 
in circulation. It continued in un- 
broken publication for 40 years 
more, Dr. Frantz said. 

The honoring of Gail Borden 
and the first permanent Texas 
newspaper was a major event of 
a two-day journalism assembly at 
the University of Houston. About 
150 professional advertising, pub- 
lic relations and newspaper men 
and women attended it, together 
with 150 college and high school 
journalism students from the area. 

Sponsors included the Advertis- 
ing Club of Houston, the Public 
Relations Society of America, So- 


| ciety of Associated Industrial Edi- 
‘tors, Theta Sigma Phi, Sigma 
| Delta Chi and the Houston Chron- 
icle, Houston Post and Houston 
Press. 


saysJAMES J. DELANEY 
Advertising Manager 
Sinclair Refining Company 
New York City 


' stuffer, 
flas an additional section in the 


“Promoting the sale of Sinclair Petro- 
leum Products through advertising pro- 
grams in the 38 states in which the 
company markets, often keeps me on 
the road and away from the regular 
New York news channels. 


“I manage to keep abreast of advertis- 
ing happenings by reading the newsy 
pages of Advertising Age. It is always 
awaiting me at home when I return 
from my trips. The clear, concise, and 
accurate reportings of this welcome 
weekly publication keep me up-to-date 
on the kind of advertising news I should 
- know about. 


“I find that Ad Age editorials and spe- 
cial feature articles stimulate my think- 
ing and give fresh slants on the myriad 
problems that face a petroleum adver- 
tising manager in these days of rugged, 
keen competition.” 


in MERCHANDISING 
ond MARKETING 


NOTE ESPECIALLY Mr. Delaney’s reference to “fresh 
slants.” Aren’t fresh slants exactly what you are looking 


for, day after day? Why not 


give Ad Age a try-out? MAIL 


THE COUPON BELOW—NOW—for a year’s subcription. 
The cost is a mere $3—and you get FREE a copy of NEW 
TRENDS IN MERCHANDISING AND MARKETING, a 
compilation of some of the best weekly articles contributed 
to Ad Age by famous E. B. Weiss. 


VALUABLE 


HANDBOOK 
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Advertising Age, October 10, 1955 


papers in 25 markets as part of 
introduce its 1956 models. Plymo 


(Continued from Page 2) 
and it will be inserted 


newspapers on the schedule. 

“We are very excited about this 
stuffer,” Mr. Miller told AA. “This 
is the first time any car manu- 
facturer has come up with any- 
thing of this kind and we are ex- 
pecting excellent results.” 


# Plymouth also will use the larg- 
est magazine schedule in its history 
this year to announce its new line. 
An average of five page color ads 
will run in Collier’s, Life, Look 
and The Saturday Evening Post. 
Page cclor ads also are scheduled 
in Better Homes & Gardens, Farm 
Journal, Holiday, Newsweek, 
Time, Town Journal and U. S. 
News & World Report. Bew page 
insertions will run in Automotive 
News, and National Automobile 
Dealers Assn.’s NADA Magazine. 

The drive also calls for color 
pages in American Weekly, Pa- 
rade, This Week Magazine and 
First 3 Markets Group. Radio spots 
of 20 and 60 seconds will be used 
in 180 markets. The new cars will 
be introduced on the new John Ca- 
meron Swayze show on NBC-TV. 
Outdoor posters will be used in 300 
markets, 


PLYMOUTH’S NEW STUFFER—This four-page color advertising stuffer of 
full newspaper size will run the week of Oct. 21 in 42 daily news- 


“first” among car manufacturers. 


Plymouth Hikes ‘56 Ad Budget 18%; 
Seeks to Garner 1142% of Market 


Plymouth’s two-month drive to 
uth officials say the stuffer is a 


course, were in part spent in pro- 
moting °55 models; so calendar 
year breakdowns cannot reflect 
the sales-ad picture with much ac- 
curacy. 

The company set a sales record 
in 1953 when it sold 600,447 cars. 
That year, use of measured adver- 
tising media amounted to $5,089,- 
357 or a cost of only $8.48 per car. 
Company officials pointed out to 
AA, however, that Plymouth’s ad_ . 
budgets for 1953 and 1954 were 
considerably larger, since the $5,- 
945,667 and $5,089,357 figures do 
not include outdoor advertising, 
direct mail, dealer’s co-op and 
other media. 


© Last month, Chrysler Corp. an- 
nounced that it plans to develop 
separate dealerships for its Ply- 
mouth division and named Robert 
C. Somerville to perform the task 
(AA, Sept. 12). Mr. Miller told 
AA yesterday a number of dealers 
in different markets are under 
consideration for Plymouth dealer- 
ships, but none have been selected 
as yet. 

N. W. Ayer & Son, Detroit, is 
the Plymouth agency. 


In addition, Plymouth will make | 
unprecedentedly heavy use of di-| 
rect mail. Plymouth’s co-op ad-| 
vertising program, which is in its | 
third year, will be expanded. The 
dealers are expected to use news-| 
papers, radio and tv spots and out- 
door advertising in their respective | 
locations. Company officials esti- | 
mated that 3,500 daily newspapers | 
and 4,500 weekly newspapers will 
carry ads under this year’s co-op 
program. 


® Plymouth should have its best 
sales year in ’55, when final fig- 
ures are in. It is estimated that 8,- 
000,000 ’55 cars of all makes will 
be sold. Plymouth’s share of the 
market this year is estimated at 
about 914%, which means that the 
company may sell 760,000 1955 
models. If Plymouth achieves its 
goal of 11%% of the ’56 market, 
and if 8,000,000 cars are sold, the 
company’s sales will rise to 920,- 
000 automobiles. 

In 1954, Plymouth sold only 
381,078 cars, fewer than have been 
sold by the company in any year 
since 1949. According to figures 
compiled by AA, Plymouth spent 
$5,945,667 in ’°’54, in measured 
media (newspapers, supplements, 
magazines, radio and network tv). 
This amounted to $15.64 per car 
for advertising, a record figure 
for Plymouth, as is the $5,945,667 


figure. Ad expenditures in ’54, of 


ee. 


: | 
\ 
\ 
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1955 COULD BE 
INDUSTRY'S LARGEST YEAR; 
1954 SECOND BEST 


Gas central heating sales last year 
are estimated at 959,190 units, 
an increase of slightly less than 
20% over 1953 and only 3.20% 
below 1950, the record year. 
Water heater sales of 2,044,025 


units were 10.3% over last year. 
F 1955 sales are running 6% 
ahead of 1954. 
4 jas) 6is) 6©now = =6supplyin 471 
‘ million installations of re | 
\ heating 
(de- 
spite the enormous increase in 
consumption and demand), have 
increased 500¢7 
: 


ers may cover our lists with cata- 
logs and literature. A continuin 
Merchandising Service. SEND FO f 
“GAS HEATING—Today and To- “- 
morrow,’’ a 24-page booklet that f 
is a complete statistical study of 
this field. 


HEATING PUBLISHERS, Inc. 
2 W. 45th St., New York 36, N. Y. 
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> = | After seeing the September issue of Advertising Requirements, a subscriber 


Ss em ete. remarked to us that AR looked like “The Show Place of Advertising.” 

& We at Advertising Requirements rather like that. For applied to AR, it’s a 
double-barrelled description that fits both its personality and its function. 
Not only has AR become a “show place” with its eye-catching array of color 
ads, spreads and inserts, but it's an ideal publication to show advertising men 


how they can add special effects and increased effectiveness to their own 
campaigns. 


‘ ( “§€f4 The only publication devoted to production, promotion and merchandising 
S fe” ~ , phases of advertising, Advertising Requirements is followed closely every 
month by over 21,000 advertising men who plan, create and direct both 
national and local advertising. Always looking for the new and the different, 
AR’s followers like to be shown new products, new effects, new advertising 
ideas they can put to work. 


“pe Te 


More and more advertisers are capitalizing on this interest in “The Show 
Place of Advertising.’”’ With actual samples furnished in the form of inserts, 
with color dramatizing the appearance of products and finished printing, with 
sales messages suggesting both “how-to-do-it” and “where-to-buy-it,” they are 
reaping profitable responses from this $3 Billion market. 


Why not show your products or services to Advertising Management—and 
let Advertising Requirements show you a calibre of response unique to 
“The Show Place of Advertising?” 
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JOHN BURGOYNE 


Now is the time of year to feel 
sorry for the poor gals whose sum- 
mer tan is almost gone but who find 
underneath a crop of indestructible 
freckles. 


it’s also in season to wonder how 
we bowed in veneration to the air- 
conditioner on the window-sill only 
a few short weeks ago. And to think 


despairingly of coming fuel bills. 


Food for Fido is a fast-moving busi- 
ness, only occasionally disturbed 
when the old man comes home late 
and makes sandwiches out of what 
he thought was something else. The 
competition for doggy favor is brisk; 
and when one enterprising confector 
of canine comestibles planned to en- 
ter a wider market he tapped Bur- 
goyne to run panel tests in Syracuse, 
Louisville, Omaha, Harrisburg and 
Grand Rapids to find out what, how 
and why. Burgoyne’s fact-finders ex- 
plored the sales and promotion meth- 
ods of the earlier entrants in the field, 
showed the way to gain a place for 
the newcomer. Everybody’s happy, 
thanks—how’s all your folks? 


TV provides brisk market for handy 
eatables and drinkables, as every 
corner grocer has happily discovered. 
It is also, doubtless, ‘oon to the 
reducing-pill and la. ..\2 markets 
as a side effect. One purveyor of gro- 
cery specialties had an idea of pro- 
moting a by-product of the meat 
industry ordinarily sold at small 
profit to the soup trade. He crisped 
up his confection, packed it neatly, 
and came to Burgoyne for a test. 
Panel studies in Canton, Charlotte, 
Cincinnati, Columbus and Dayton 
proved he had « winner. You can’t 
lose when you entrust your problems 
to the Burgoyne Bunch. 


“Who,” you may say, “who in 
tunket is John Burgoyne and the 


Burgoyne Grocery & Drug Index, |! 
and what abaht it, eh?” This is the | j 
unlikeliest quote of the week, be- A 
cause, my frands, Burgoyne is known | ff 


Ads Don't Need 
Merchandising 
Help, Guild Says 


CorRONADO, CAL., Oct. 6—Adver- 
tising can sell without the aid of 
merchandising or any other prop, 
according to Walter Guild of 
Guild, Bascom & Bonfigli, San 
Francisco. 

Mr. Guild made his point in an 
address to the four-day meeting 
here of the Pacific Region, Ameri- 
can Assn. of Advertising Agencies. 

The San Francisco executive 
cited Skippy peanut butter as a 
product sold by advertising, with- 
out merchandising. 

“The Skippy sales force consists 
of three guys,” he said. In this 
same vein he continued: 

“I read something in ApVERTIS- 
mnc Ace the other day that made 
my hair curl. This character has 
recently been made the advertis- 
ing manager for a major automo- 
bile company. He said, ‘I have 
never seen or heard of advertising 
by itself selling an automobile.’ 


mw “Have news for him. Last week 
I went down and said to a reluc- 
tant salesman, ‘I want a nice fresh 
yellow Nash Rambler.’ Now the 
salesman tried to talk me out of it; 
he wanted me to buy a nice fresh 
Hudson. But both my wife and I 
wanted a yellow Nash Rambler— 
the kind that Ed Zern says has a 
luggage compartment big enough 
to hold a small moose. Now we 
don’t actually have a moose, but 
there are three teen-age girls in 
the house, and some of the guys 
they go with look like moose, and 
it seemed like a good idea to us. 

“In spite of our Detroit friend, 
those terrific Ed Zern ads that ap- 
pear in Outdoor Life, Field & 
Stream and so on, sold us the 
automobile. Even the salesman 
couldn’t talk us out of it. It will 
have to be a damn small moose 
though. Maybe I missed something 
in the ads—could have been a 
small mouse.” 


ws In a panel discussion on “how 
to make our personnel more pro- 
ductive,” Arthur G. Rippey, of 
Rippey, Henderson, Kostka & Co., 
Denver, reviewed his agency pro- 
gram, saying: 

“Probably the most important 
incentive we are able to offer in 
this agency is the profit-sharing 
plan for employes. Twenty-five 
per cent of our profits are segre- 
gated at the end of each year, half 
of this being paid out Jan. 15 to 
all those except partners on the 
payroll as of the first of the year. 
The other half goes into our pen- 
sion plan. Generally speaking, the 


practically everywhere in adv. and|§ ¢ 
food-drug marketing. Burgoyne, of | 9 


the seven-foot, telephoning, terrier’s 


body (longest terrier anybody ever | ™ 
seed) is the fast boy with the facts. | | 


If your sales manager is afraid to 
come home, send for Burgoyne. 


FIRST 


HOWDY—Greeting each other at the 
registration desk for the 18th an- 
nual convention of the Pacific Re- 
gion, American Assn. of Advertis- 
ing Agencies, are J. D. Danforth 
(left), Batten, Barton, Durstine & 
Osborn, New York, and Joseph 
Epstein, Fitzgerald Advertising 


Agency. 
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Francis Mrs. Little 


profit-sharing plan results in one 
to two months pay. We are defi- 
nitely of the opinion that this has 
cut down turnover.” 


es The four-day meeting ended 
Wednesday at Hotel Del Coronado, 
and saw the name of the group 
formally changed from Pacific 
Region Four A’s to Western Re- 
gion. 

Trevor Evans of the Pacific Na- 
tional Advertising Agency, Seat- 
tle, was elected chairman of the 
region’s board of governors for 
1955-56. He succeeds A. W. Neally, 
v.p. of BBDO, Los Angeles. Other 
newly elected members of the re- 
gion’s board are: 

A. E. Haberman of L. C. Cole 
Co., San Francisco, vice-chairman; 
Harry Pearson, of McCarty Co., 
Seattle, secretary-treasurer. Also 
Roy Campbell, of Foote, Cone & 
Belding, Los Angeles; Robert 
Knollin, of Knollin Advertising 
Agency, San Francisco; J. Walter 
McLean, of J. Walter McLean Ad- 
vertising, Spokane, and Richard G. 
Montgomery, of Richard G. Mont- 
gomery & Associates, Portland, 
Ore. 


EVA WOLF-ANDREWS 

Waite Puarns, N.Y., Oct. 6—Mrs. 
Eva N. Wolf-Andrews, 74, who for- 
merly operated her own advertis- 
ing agency in New York, died yes- 
terday at a nursing home here. 
Early in her career she had been 
beauty editor of Pictorial Re- 
view and of the Canadian Home 
Journal. 


Dowd Resigns as V. P. of 
‘News’ to Join ‘Observer’ 

J. E. (Bill) Dowd, v.p. and gen- 
eral manager of the News, Char- 
lotte, N. C., since 1947 and a for- 
mer part-owner and editor of the 
newspaper, has resigned to join 
the Charlotte Observer as general 
manager. B. S. Griffith, executive 
editor of the News since 1948, has 
been named v.p. and general man- 
ager, succeeding Mr. Dowd. 

In his new position, Mr. Dowd 
will be business operating head of 
the Observer, with responsibility 
over all departments with the ex- 
ception of news and editorial, 
which are headed by C. A. Mc- 
Knight, editor. 


‘Limelight’ to Bow Nov. 15 
Limelight, an all-entertainment 

monthly, will be published from 

46 Bank St., New York, beginning 


Gross, publisher. The magazine, 
which will sell for 35¢, was de- 
scribed as “a sort of consumer’s 
Variety.” One time b&w page rate 
jis $150. 


Little Johnston 


WEST COAST SURVEY—H. G. (Ted) Little, president of Campbell-Ewald 

Co., Detroit, is greeted on his arrival in California by R. C. Francis, 

v.p. and Pacific Coast manager for the agency, and Milburn Johns- 

ton, v.p. and San Francisco manager. Mr. Little, chairman of the 

board of the Four A’s, attended the convention in Coronado. He is 
accompanied by his wife. 


Nov. 15, according to Alexander | 
,of Reinhold Publishing Corp., are 


Proxy Fighters’ 
Ad Claims Come 
Under SEC Gun 


(Continued from Page 1) 
newspaper editors would come un- 
der the SEC rules if they published 
editorials or articles quoting one 
or both sides in a proxy fight, or 
authorized reprinting of news or 
editorial matter. 


a The SEC reply said participants 
in proxy contests must file adver- 
tisements with the commission be- 
fore using them. It pointed out that 
this is a “long-standing require- 
ment” designed to give the com- 
mission staff a chance to find out 
whether the advertisement con- 
forms to the “fair and accurate 
disclosure” standards of the se- 
curities law and rules. 

The letter emphasized that the 
rules apply only to people who join 
in proxy soliciting, and not to 
newspapers which publish adver- 
tising, statements or editorials. 

“A newspaper editor is not a 
participant,” the letter said. “The 
proxy rules do not control or regu- 
late what a newspaper publishes.” 


Larrabee Leaves 
‘PL,’ Takes New Post 


at Chemical Society 


New York, Oct. 6—C. B. Larra- 
bee has resigned as board chair- 
man of Printers’ Ink, with which 
he has been associated for 35 years 
as associate editor, managing edi- 
tor, president and publisher. On 
Nov. 1 he will become director 
of publications of the American 
Chemical Society, Washington, D.C. 
It is a newly created position. 

Dr. Walter J. Murphy, editor of 
the ACS journals since 1943, will 
become editorial director of the so- 
ciety’s publications Nov. 1. This 
also is a new position. 

Mr. Larrabee’s primary respon- 
sibility as director of publications, 
said Ernest H. Volwiler, board 
chairman of the society, will be to 
coordinate the advertising, circula- 
tion, circulation promotion, and 
editorial programs of the four 
journals. 


® The four journals concerned, 
which, AA was told, will continue 
under the advertising management 


Analytical Chemistry, Chemical & 
Engineering News, Industrial & 
Engineering Chemistry and Jour- 
nal of Agricultural & Food Chem- 
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Wood Says Aim of 


Research Is Sales, 
Not Psycho Cures 


(Continued from Page 3) 
in order that we may understand 
sales, not psychiatry; markets, not 
medicine. 

“Unless all advertising is to be- 
come simply variations on the 
themes of the Oedipus complex, 
the death instinct or toilet train- 
ing,” Mr. Wood said, “we must 
recognize that the motives with 
which we deal should be the 
manipulable ones. 


s “The motives which have their 
roots in those areas with which the 
psychiatrists deal can rarely be 
manipulated by marketing means,” 
Mr. Wood declared. “The source 
of a frustration cannot be re- 
moved by the advertiser. The 
manufacturer has no way of com- 
pensating the consumer for the 
fact that he was insufficiently 
nursed as an infant. 

“It has been said by so-called 
motivation researchers that people 
prefer white bread or vanilla ice 
cream because the color white im- 
plies purity. Does this finding 
help the baker or dairy man? 
Definitely not. Does it explain 
why the sale of other than vanilla 
flavors has increased steadily in 
recent years in the ice cream in- 
dustry? This type of finding is 
typical of the non-manipulable 
ones.” 

Mr. Wood continued: “In con- 
trast, a less subtle and more logi- 
cal approach shows that different 
types of bread and different fla- 
vors of ice cream are selected 
primarily because of their specific 
taste qualities—qualities which 
can be varied by the manufacturer 
until he gets a salable product. 


# “Another example of this point 
can be derived from recent publi- 
city on the subject of motivation 
analysis. It told the story of two 
researchers who studied the rea- 
sons why people do not eat more 
prunes,” Mr. Wood said. 

“One found that prunes were 
dried out—symbolic of old age 
and so on,” he recounted. “The 
recommendation was to rename 
prunes—some prestige name like 
‘black diamonds’—and attempt to 
glorify them by advertising. 

“The other researcher found 
that people were inhibited in the 
use of prunes because of the con- 
notations of laxative action. His 
recommendation was to take the 
bull by the horns and to plug 
prunes as a laxative. Thus, two 
with two different reasons, and, 
consequently, two different rec- 
ommendations for action.” 


istry. All, except the News, are 
monthlies; the latter is a weekly. 


WILLIAM H. SHELTON 

NORRISTOWN, Pa., Oct. 6—Wil- 
liam H. Shelton, 54, v.p. and gen- 
eral manager of the Norristown 
Times-Herald, died yesterday of a 
heart attack. A native of New 
York, he began his newspaper 
career as a district manager for 
the Syracuse Journal in 1921. He 
moved to the Telegram-American, 
also in Syracuse, as city circula- 
tion manager in 1923. Three years 
later he was named county circu- 
lation manager of the Albany Eve- 
ning News and Knickerbocker 
Press, and in 1928, joined the 
Watertown Standard as circula- 
tion manager. In 1929 he became 
business manager of the Times- 
Star, Bridgeport, Conn., where he 
remained until he joined the 
Times-Herald here in 1942. He was 
a member of the American and 
Pennsylvania Newspaper Publish- 
ers Assns. 
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TILTON HOMES 
Featured Daily 
Coast-to-Coast TV 
Geather Your Nest) 


POSTAGE PROMOTION—Tilton Homes, Rochelle, Ill., is using this post- 

age meter advertisement to publicize its participation on “Feather 

Your Nest,” NBC television show for which it supplies the grand 
prize, a complete house. 


Pabst Out, Schick In 


at Warwick 


(Continued from Page 1) | 
to handle that account—with | 
Pabst’s approval—until Heileman | 
has had time to select another 
agency. 


® Schick, which spent 14 years 
with Kudner Agency, moved from 
there to Kenyon & Eckhardt only 
a year ago. It was believed that 
Warwick & Legler was a close 
runner-up to K&E in the agency 
pitching that preceded that selec- 
tion. 

Last year Schick expenditures 
in measured media—magazines, 
newspapers, network radio and 
network tv—came to about $2,- 
500,000, nearly two-thirds of it in 
television. For the first seven 
months of this year the company 
spent only $700,000 measured dol- 
lars, nearly all of it in tv. 

Currently, though, Schick is em- 
barked on a much larger campaign 
than that, with a lot of television, 
magazine and co-op advertising 
scheduled to introduce the Schick 
25 shaver. Expenditures may ap- 
proach $5,000,000 during the com- 
ing year, it is said. 


® In announcing the appointment 
of Burnett, Pabst explained that 
“the growth of the various divi- 
sions has reached the point where 
it was felt necessary to provide for 
the services of more than one 
agency to handle the company’s 
lines.” 

This was a reference to the new 


& Legler 


canned soft drink products which 
Pabst has been pushing lately. 
Pabst started out in the field a 
year and a half ago when the 
Hoffman Beverage Co. division 
brought out two canned cola 
drinks under the Tap-a-Cola label. 

Then last March the company 
added five more soft drink flavors 
with its Sparkling Beverage line, 
also in cans. 


® Partly because of the soft drink 
development Pabst’s 1954 ad ex- 
penditures ($4,500,000 in measured 
media) don’t mean much anymore. 
At that time nearly everything was 
going into beer advertising, 56% 
of it via television and another 
23% by way of outdoor. 

This year there were important 
changes. In June, Pabst cut what 
will amount to nearly $1,000,000 
off its tv investment when it 
shifted the Wednesday night fights 
to ABC-TV and took on a co-spon- 
sor, Mennen Co. 

Another reduction this year has 
been in magazine advertising, 
where Pabst expenditures have 
beerr cut from $400,000 last year to 
virtually nothing so far this year. 

At about the same time it was 
making these changes, Pabst was 
considerably expanding in news- 
papers, especially for the new soft 
drink lines, both of which were in- 
troduced via intensive newspaper 
drives. However, the beer appro- 
priation may also approach $5,- 
000,000 in the coming year. 


Agency Becomes 
Block Associates as 


Westheimer Leaves 


St. Louis, Oct. 4—Westheimer & 
Block, which made headlines in 
March by making a swank hotel 
its headquarters, this week changed 
its name to Frank Block Associates, 
with the withdrawal of Louis E. 
Westheimer as a partner. 

Mr. Westheimer has sold his in- 
terest in the agency and has formed 


several new department heads and 
account executives. 


= Syd Blumenthal, who operated 
his own St. Louis consulting com- 
pany until joining the agency re- 
cently, heads a new marketing re- 
search department. Robert Palan, 
a new account executive, formerly 
operated his own agency, Palan 
Advertising Co., here. Arthur I. 
Katzif and Mauriel H. Medearis 
also have joined the acount execu- 
tive staff. 

Mr. Westheimer, who founded 
the original agency in 1932, said 
he has withdrawn from the agency 
business to devote himself “to the 
further development and applica- 
tion of techniques of merchandis- 


\ing in expanding markets for con- 
‘sumer products.” The services of 


the new company, which maintains 


| offices in the Ambassador Theatre 


Bldg. here, will be available ex- 
clusively to manufacturers on a 
consulting basis only. 


Last Minute News Flashes 


Glenmore Will Test New Vodka 


New York, Oct. 7—Glenmore Distilleries Co. will introduce its new 
Glenmore vodka in several selected test markets in the week of Oct. 
16. Final selection of markets will be made next week at Louisville. 
Newspaper advertising will break the following week featuring the 
new vodka as “charcoal filtered for perfect clarity.” It will be available 
at both 80 and 100 proof in pints, fifths and quarts. D’Arcy Advertising 
Co. is the agency. 


Strongheart Dog Food to C. Wendel Muench 


Cuicaco, Oct. 7—Doyle Packing Co. has named C. Wendel Muench 
& Co. to handle advertising of Strongheart dog food, formerly handled 
by Ruthrauff & Ryan. The company will shortly announce plans for 
a reported $500,000 campaign, probably utilizing in-package premiums. 


Boyle Leaves Starch for Trendex Operation 


New York, Oct. 7—Jack Boyle has resigned as v.p. and director of 
tv research for Daniel Starch & Staff to become president of Qualita- 
tive Research, a new subsidiary of Trendex. Qualitative will specialize 
in special “immediate recall” telephone studies on tv shows and 
commercials. 


K&E Resigns Berkshire Account 


New York, Oct. 7—Kenyon & Eckhardt has resigned the Berkshire 
Knitting Mills account effective Jan. 1. Both the agency and the client 
declined further comment. The account has been with K&E a little 
more than five years. 


Dowd, Redfield Gets Odorono Deodorants 


STamMrorD, Conn., Oct. 7—Northam Warren Corp. has appointed 
Dowd, Redfield & Johnstone to handle advertising for Odorono de- 
odorants, effective Jan. 1. J. M. Mathes Inc., the present agency, will 
retain Northam’s Cutex. products. 


P. O. Previews ‘Confidential’; Other Late News 


e In federal court in Washington today (Oct. 7), Confidential maga- 
zine agreed to submit its next issue, due out Oct. 22, for pre-mailing 
review by Post Office lawyers. At the same time, the Post Office De- 
partment promised to revoke instructions issued Aug. 24 withholding 
future issues of Confidential from dispatch pending examination for 
mailability. The Post Office promised prompt hearings in the event of 
a dispute over the mailability of future issues of the magazine. The 
case reached Judge Luther W. Youngdahl after Confidential protested 
it was arbitrarily barred from the mails without due process. 


e Jim Leonard, promotion director of Mechanix Illustrated, has also 
been appointed promotion director of Fawcett Women’s Group (True 
Confessions and Motion Picture). In addition, Louise Emerson, former- 
ly assistant promotion manager of Glamour, has rejoined Fawcett as 
promotion manager of the women’s group, and Norman Mitchell has 
been promoted to promotion manager of Mechanix Illustrated. 


® Stanley J. Smith, for the past eight years regional manager in Chi- 
cago for The Iron Age, has resigned effective Nov. 1 to join Buyers 
Publishing Digest, Cleveland, as midwest manager, with headquarters 
in Chicago. 


® American News Co. has settled strike difficulties with the Inde- 
pendent Newspaper & Mail Deliverers Union with a two-year “paok- 
age” settlement that raised wages almost $5 a week. The strike had 
halted deliveries of magazines, paper-back books and stationery to 
newsstands and retailers since Aug. 10. 


e Joseph O. Wilson, formerly an account executive with MacManus, 
John & Adams, Bloomfield Hills, Mich., has been named a v.p. in the 
Detroit office of Grant Advertising. He will be an executive on the 
Electric Auto-Lite spark plug account. 


© L. A. Wescott, superior court master in chancery, Chicago, has again 
ordered proofs closed in the P. P. (Pete) Willis-Ruthrauff & Ryan 
$1,000,000 law suit after the admission into evidence of eight deposi- 
tions taken last July by R&R lawyers. Mr. Wescott set Oct. 20 as the 
day for closing arguments. The case was first closed three months ago 
over strong objections by R&R lawyers (AA, July 18), but it was re- 
opened two weeks ago. Mr. Willis is suing the agency for commission 
fees which he claims are due him for bringing the American Airlines 
account to R&R (AA, Feb. 14, et seq.). 


Advertising Must 
Police Self, Nunn 


Tells Tulane Forum 
New Or.eEans, Oct. 4—Advertis- 


ney R. Bernstein, editor of ApVER- 
TISING AcE, told the meeting that 
he did not think the federal gov- 
‘ernment will bring to trial its suit 
against the publishers and adver- 
tising associations. 

He said the defendants and the 


Frank Block 


Louis Westheimer 
® In explaining the company’s 
‘ policy, Mr. Westheimer said, “I 
merchandising counsel. feel the relation of advertising to 

New partner in Frank Block AS-| marketing is undergoing a major 
sociates is James H. Stobie, who change to which 


has been an account executive with | members of the advertising profes- 


the agency. The agency continues | <ion can no longer close their eyes. 
in its quarters in the Chase Hotel, | “Dynamic merchandising is, in 
acquired six months ago (AA, many cases, taking precedence over 
March 28). advertising. The merchandising 

Mr. Block fold AA that the rapid | counselor must guide his client 
growth which necessitated the without prejudice, regardless of 
move to the hotel has not yet| media or method of presentation to 
stopped, and the agency’s business th. consumer—regardless of what 


has increased 30% since the move. this does to the advertising budget.” 
To handle such new accounts as) 


Johnson, Stephens & Shinkle Shoe | David Russell Joins Mogul 
Co., Arel Inc., Professional Spe-| David Russell, formerly with 
cialties Co. and Orchard Paper Co.,| Stockton-West-Burkhart, has 
the agency has taken more office|joined the copy department of 
space in the hotel and has added|Emil Mogul Co., New York. 


Westheimer & Co., a marketing and 


conscientious 


ing must police itself or run the 
risk of having some regulatory 
agency do it, Wesley I. Nunn, ad 
manager of Standard Oil Co. of 
| Indiana, warned Friday. 

Mr. Nunn was addressing an ad- 
vertising forum held at Tulane 
University here. 


taken a rather liberal view on a 
certain amount of exaggeration in 
advertising which it calls ‘justifi- 
able advertising puffery,’” he said. 
“But how about the final arbiters, 
the consumers? Do they take the 
same liberal view? Or does exag- 
geration tend to cause them to dis- 
count all advertising claims, legit- 
imate and otherwise?” 


® Another speaker at the confer- 
ence, attended by 200 admen, Sid- 


government will reach “some satis- 
factory settlement of their diver- 
gent viewpoints without further 
use of the courts.” 

However, he believes that the 
action will result in some changes 
in the recognition system and that 


some of the associations will aban- 
“It happens that the FTC has 


don lists of “recognition” which 
they have. 


® E. B. Weiss, merchandising con- 
sultant, predicted that afterdark 
shopping and use of vending ma- 
chines would increase during 1956. 

He also said that downtown 
shopping areas would be revital- 
ized, after having lost business to 
neighborhood shopping centers for 
the past few years. The shopping 
center idea, Mr. Weiss asserted, is 
now in the “over-expansion” stage. 
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TV Set Census 
in ‘57 Is Goal 
of NARTB Group 


New York, Oct. 6—The televi- 
sion circulation committee of the 
National Assn. of Radio & Televi- 
sion Broadcasters said today it 
“hopes and anticipates” that a con- 
tinuing nationwide set count and 
circulation measurement system 
for tv will be in operation by mid- 
1957. 

The statement, following a meet- 
ing of the committee, represents 
the first definite prediction on the 
project since NARTB began dis- 
cussing the need for universally 
accepted circulation figures about 
two years ago. 

Robert D. Swezey, WDSU-TV, 
New Orleans, chairman of the 
committee, said it “has pledged it- 
self to proceed with all possible 
dispatch toward this goal.” He 
added, however, that since no such 
continuing service has been under- 
taken before, “the committee be- 
lieves it imperative to subject the 
method and plan to the most thor- 
Le possible testing and apprais- 


® Pioneering work toward the cir- 
culation measurement service has 
been in the hands of NARTB. 
However, the service would be 
turned over to a private con- 
tractor or a new independent or- 
culations so that potential advertis- 
the test stage. 

Demands for a measurement 
service spring from a long-stand- 
ing belief among broadcasters that 
their industry needs something re- 
sembling an Audit Bureau of Cir- 
culations so that potential advertis- 
ers will have proof of the number 
of sets that are reached by individ- 
ual stations. 


® Up until now there has been a 
studied effort to avoid any state- 
ment that implies the measurement 
service will take over the function 
of the program rating services. 
However, many of the telecasters 
who advocate a measurement serv- 
ice are known to feel that the main 
virtue of such a project is that it 
would cut through the confusion 
engendered by conflicting reports 
of the program rating services. 

So far as is known at present, 
the purpose of the service would 
be to provide set counts for mar- 
kets throughout the country on at 
least a semi-annual basis. In addi- 
tion, the service would provide in- 
formation on the number of sets 
that are tuned to individual sta- 
tions. Nothing has been said about 
the detail in which this listening 
would be reported. 

However, committee members 
have been assured that the re- 
ports would be in sufficient detail 
so that stations should be able to 
provide a good estimate of their 
actual audiences. 


® After today’s meeting Mr. Swez- 
ey said the goal of the committee 
is to establish a system acceptable 
to the entire industry, and he em- 
phasized the need for careful test- 
ing. To appraise the reliability of 
the telephone interviewing system, 
it was decided to test the result of 
telephone interviews against per- 
sonal interviews and home-tuning 
records compiled from meters at- 
tached to tv sets. 

While the methodology has been 
approved by the Advertising Re- 
search Foundation, testing was de- 
layed because there were difficul- 
ties in developing an acceptable 
meter. Field tests under the direc- 
tion of the Alfred Politz organiza- 
tion have been completed in one 
market, and tests in a second mar- 
pr i. to be completed by early 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line, Add two lines for box number. Copy deadline Wednesday neon 5 days 
preceding publication date. Display classified takes card rate of $15.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ACCOUNT EXECUTIVE, No. 2 man on 
large national account; agency located in 
southern city. The man we want must 
have the ambition, and potentiai to be- 
come No. 1 man. We will pay what he is 
worth, but he has to be worth as much 
as we pay. Plenty of problems but also 
plenty of opportunity. Youth no handicap, 
nor, for that matter, advancing years. 
Transportation experience valuable, but 
the indispensable ingredient is the execu- 
tive ability to make decisions and the 
good judgment to make the right ones. 
Send resume and any information bearing 
on your executive ability. 
Box 7830, ADVERTISING AGE 

200 E. [Illinois St. Chicago 11, Ill. 


NEW ENGLAND SPACE SALESMAN 
for outstanding group of four related 
trade books. Can work out of our New 
York office or from home anywhere in 
New England. Prefer a man over 45 who 
ean bring experience and dependability 
required in representing a well-estab- 
lished, highly regarded business magazine 
publisher. Address Box 7840, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11. 


ALL IS GRIST 
which comes to our mill. 


Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 
EDITOR WANTED 


Our Publications Editor needs a top-flight 
assistant. This position involves writing 
copy, directing layout, supervising publi- 
eation and doing related work on an ex- 
ternal (50,000 circulation), an internal (3, 
000 circulation), and a publication to field 
sales engineers (1,200 circulation). The 
right man will have an excellent oppor- 


tunity for advancement, either in editorial w 


work or in advertising, publicity or sales 
promotion. Company manufactures heat- 
ing and air conditioning equipment. Sub- 
mit resume to Publications Editor. Do not 
send samples until requested. The Trane 
Company, LaCrosse, Wis. 


LAYOUT ARTIST 
work on exchange basis in north light 
space for free lance artist. Some finished 
work, small advertising agency. Chicago 
phone AN 3-3045. 

ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha. 17-1991 Chicago 


Four “A” Agency seeks fashion copy 
writer for TV and radio commercials. Ex- 
cellent opportunity for alert, ambitious 
gal! State Street experience helpful. Sal- 
ary open, Chicago. Call Mrs. Grossman, 
Delaware 7-7860 for appointment. 


GOOD JOB 
Industrial Ad Man 

Opportunity in large midwestern agency 
for copy-contact man experienced in in- 
dustrial advertising and marketing. Engi- 
neering training and familiarity with 
electrical apparatus desirable, but not im- 
perative. Apply by letter to: Box 7829, 
ADVERTISING AGE, 200 E. [illinois St., 
Chicago 11, Ill. 


COPYWRITER 
FUTURE UNLIMITED 


Growing Chicago agency with un- 
limited creative challenges has op- 

rtunity for copywriter with un- 
imited selling ideas. Must be a real 
“pro,” at home in TV and radio. 
certainly no stranger to print. Should 
be adaptable, restless, congenial, 
youngish. One page letter, please, 
with background, salary expected, 
age, and what you've done to be 
proud of. 


Box 544 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING AGENCY OPPORTUNITY 
Medium size midwestern agency seeks ex- 
perienced, energetic account executive to 
handle existing accounts and develop 
new business. Also, copywriter for crea- 
tive planning, writing sales promotional 
plans. Outstanding setup with finest po- 
tential. Write giving information about 
experience and qualifications. Replies 
held in strict confidence. 
Box 7827, ADVERTISING AGE 

200 E. Mlinois St. Chicago 11, Il. 


ADV. SALESMAN, Chicago office of N. Y. 
Publ. of two lead. photographic business 
publications. Prefer exp. ambitious work- 
er. Salary with later incentive. Phone: 
WEbster 9-5118. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


Wanted: Copy, Idea, Layout Man for 30M 

cir. Southern Newspaper, Experienced. 

Give details, salary wanted, availability. 
Box 7835, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


SPACE SALESMAN 
Trade magazine advertising salesman 
wanted for eastern territory. Experience 
in food or drug trade desirable but not 
essential. Energetic self-starter with good 
sales record required. Please write full 
business and personal details with salary 
desired. Replies confidential. Our organi- 
zation knows of this ad. 
Box 7831, ADVERTISING AGE 

480 Lexington Ave. New York 17, N.Y. 


BARNARD’S - NATIONWIDE 
OFFICE AND PROFESSIONAL 
Investigate our free-lance service. 
A 2-2306 202 S. State St. Chicago 


ADVERTISING AGENCY 
Space Dept. Assistant 
Excellent opportunity open. Experience 
helpful but not essential. Willing to train 
a fast accurate typist. Job covers typing 
and figuring estimates, schedules, con- 
tracts, and orders for newspapers, mag- 
azines, radio and TV. Some dictation. 
Pleasant surroundings. 5 day week. 
Box 7828, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


COPYWRITER 
wanted by nationally-known manufactur- 
ing firm, largest in its field. Must be cre- 
ative thinker and facile, versatile writer. 
Technical or electronics background de- 
sirable. This is an outstanding opportunity 
in a most interesting position, where you 
will write consumer and trade copy for 
all media. Located in a rustic upstate 
uy a” village, less than 2 hours from 
Box 7826, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


ADVERTISING COPYWRITER 
Male, age 25-35, agency experience, for 
job in Kansas City. Versatile ability, with 
capacity to turn out volume and retain 
fresh bright spark. Give full qualifications 
and salary requirements. Samples will be 
returned. 

Box 7820, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


| POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, October 10, 1955 


MISCELLANEOUS 


|Space salesman-thoroughly experienced, | 
strong sales background and with record | 
successful accomplishment offers produc- | 
tive and efficient representation in mid- | 
ate territory on full or part-time 
asis. 

Box 7837, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


WRITER-EDITOR 
Experienced mng. editor of leading na-/| 
tional merchandising magazine seeks posi- | 
tion with mfr., ad agency, magazine or | 
PR firm. Competent writer, self-winding, 
personable, conscientious. College grad. 30 
years. Salary $7-8000. 

Box 7824, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


Motion picture production associate with 
over 10 years industrial, TV and docu- 
mentary experience. Assume responsibil- 
ity from idea to answer print. East Coast. 
Box 7838, ADVERTISING AGE 

480 Lexington Ave. New York 17, N.Y. 


REGIONAL SALES MANAGER 
14 yrs. experience major cigarette mfr. 
seeks challenge. Last 10 yrs. supervisory 
capacity training and managing organiza- 
tion 70 salesmen. Close association with 
top executive supermarket and drug) 
chains, candy and tobacco jobbers, food | 
distributors. Age 36, flexible, proven plan- 
ning ability. Prefer Chicago headquarters. 
Resume on request. 

Box 7834, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


THIS FELLOW— 

29, vet, BA cum laude, personable, dy- 
namic, cool—is available. Presently selling 
complex programs to top industrial man- 
agement. A master of the written word. 
Administrative as well as creative ability. 
An asset to any progressive company. Will 
begin at only $5000. 
Box 7844, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Tl. 


ADV. MGR. 10 YEARS EXPERIENCE 
furniture. appliances. bedding. Creative, 
resourceful. All media. Good merchan- 


diser. 
Box 7841, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
TO AN ADVERTISING MANAGER OR 
MEDIA DIRECTOR WHO NEEDS A 
TOP FLIGHT ASSISTANT 
Have had twelve years excellent experi- 
ence with trade and consumer publica- 
tions - promotion - production and creative 
Selling. University graduate. Prefer Chi- 
cago vicinity. Age 35. Would appreciate 
opportunity to discuss details and quali- 
fications. 
Box 7832, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. | 


EDITOR - Field editor of large N. Y. trade | 
magazine group wants location in Chicago. | 
Good photographer, exp. on home equip- 
ment, building, big ticket merchandising, 
farm. Write both popular and tech. copy. 
Have done publicity and sales pro. A 
bargain for right location. 
Box 7825, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


ADVERTISING MANAGER OR ASS’T. 
Seven years graphic arts experience. Cre- 
ated & supervised production of ads, bro- 
chures, catalogs, direct mail. College grad, 
veteran, age 27 (but don’t let age fool 
you - present employer will verify capa- 
bilities), married. Has extra quality to 
coordinate & get along with people. 

Box 7843, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
BOOKKEEPER - full charge including fi- 
nancial statement. General administration 
in small or large agency. Knowledge of 
media estimating, radio-TV, magazine, 
newspaper. Conscientious and dependable. 


10 years experience. Excellent references. 
Box 7845, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


“Our 45th Year” 
A.E. Airline Acct. $17,000 
Creative Dir., food exp....... 
Artist, visualizer, Wis........ 9,000 
Copywriter, Midwest yg, ...$ 7,500 
Copywriter, consumer, Fla...$ 6,500 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir Adv. Div. 
110S. Dearborn CE 6-5353 Chicago 


SKILL WORTH BUYING 
St. Louis adv. and public relations man 
44 seeks wider opportunity. Top-level 
writer. Former newspaper dept. mer. 
Speaker. Knows media and prod. Now at 
top limit 4 yrs. with big U.S. company. 
Can I tell you more? 
Box 7833, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


The Midwest's : 


outstanding placement 


salary requirements to 
Box 542 
480 Lexington Ave. 


GROWTH COMPANY OFFERS 
ADVERTISING POSITION 


To a capable, aggressive young man (24 to 28) with expe- 
rience in promotional writing, here is a chance to grow in 
the advertising department of a large company engaged in 
heating and air conditioning. Assignments will cover all im- 
portant phases of advertising and promotion ... ; 
alogs to consumer campaigns. No ceiling on a challenging 
opportunity, Salary commensurate with experience and abil- 
ity. Will be located in the East. Send complete resume and 


ADVERTISING AGE 


. from cat- 


New York 17, N. Y. 


ONCE-IN-A-LIFETIME 


SPACE SELLING OPPORTUNITY 


Well established and rapidly growing multi-trade publishing 
house, with headquarters outside of New York City, needs an 
outstanding space seller for key spot in New York office that 
will develop into executive position, either as territorial sales 
manager or as publisher of one magazine. 


This opening is truly an opportunity to work into a top spot, 
top income job, and we welcome applications from those who 
believe they qualify and who are ready and willing to under- 
take a big job with a big future. 


Please give complete personal details together with your full 
employment background and present earnings. 


Box 540, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


service for Adv.- Art & 


allied fields. 
By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 i 


Counselors 


ADVERTISING, SALES 
EXECUTIVE AVAILABLE 


Proved one of the most capable 
account executives in the midwest. 
His advertising and merchandis- 
ing campaigns continue to pro- 
duce top results. Surveys show 
his ads a sonneeey. have 
received top readership in leading 
state and national publications for 
t five years. Conscientious. 
sy to work with. Plenty of initi- 
ative. B. sc. and M. sc. in Business 
Administration. References. Ex- 
tensive experience in farm, sports, 
hard lines. Minimum salary $10,000. 
Box 539 Advertising Age 200 E. 
Illinois St., Chicago 11, Ill 


GRAD ENGINEER - EXPERIENCED 
INDUSTRIAL ADVERT MAN 
Have created, written, roughed-out, pro- 
duced ads, sales lit, direct mail, house 
organs, news releases, 
cles, exhibits. Know art, photo, trade pa- 
per media, production. Have sold budgets, 
then lived within. Planned campaigns, 
then followed thru. Strong experience in 
chem, 
plants, steel, oil refining, maintenance 
equip plus less strong, but good, exp in 
OEM, farm, foundry, const & contracting, 
pulp & paper. Now employed. Good rea- 


son for change. Teamwork man. Age: Mid | 


30's. Salary: low 5-figs depend on oppor- 
tunity, challenge, 
not import. Family. Only 3 jobs in last 
10 yrs, looking for permanent connection 
with agency on indust accts or with mfr. 
For resume and details, write 
Box 7836, ADVERTISING AGE 

480 Lexington Ave. New York 17, N.Y. 


REPRESENTATIVES WANTED 


ADVERTISING REPRESENTATIVE 
WANTED 
Old, established trade book publisher 
with vigorous, young management needs 
an equally energetic space salesman for 
the Ohio, Western Pa. area. 
Our present rep is retiring after 25 fruit- 
ful years in the territory. This is a fine 
opportunity, with three very productive, 
full-service magazines to sell. 
Good home office promotional backing. 
Excellent base plus graduating bonus ar- 
rangement. Resume to 
Box 7842, ADVERTISING AGE 
480 Lexington Ave. New York 17, N.Y. 


tech feature arti-| 


| Patents 
food & allied processing, power) wo 


Top quality technical illustrator and re- 
toucher desires free lance artwork assign- 
ments, catalogs, manuals, perspectives in 


A. C. Ullrich Box 459 
McHenry, Ill. Ph. ME 9-6348 
PETER FRIES, JR. 
REGISTERED PATENT ATTORNEY 
Designs Copyrights 
N.Y.C. OX 7-1970 


|eolor, black & while and line. 


Rte 3 


299 Madison Ave., 


living costs. Location | 


RADIO-TV ACCT. EXEC. 
$15,000 


Solid experience in client contact. Knowl- 
edge of creation, production, time slots 
and related functions. Experience in beer 
or similar helpful. Unusual opportunity 


with 4-A southern Agency. Contact in 
confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
Chicago 4 WAbash 2-5020 


202 S. State St. 


ADVERTISING PERSONNEL 


Employer—Employee 
Investigate 
our active confidential service 
Betty Clem 
DRAKE PERSONNEL, INC. 
220 S. State © HArrison 7-8600 © Chicago, III. 


REPRESENTATIVES AVAILABLE 
Detroit Rep-top producer - wants 


full 


time connection with major trade or con- | 


sumer publication. Cover Michigan or 
mid-west. 
x 7839, ADVERTISING AGE 


Bo 
200 E. Illinois St. Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


Space available in Midtown Manhattan for 

Advertising Man with accounts, preferably 

with Resort trade, to work in conjunction 

with established Resort Service in position 

to supplement and finance advertising. 
Box 7782, ADVERTISING AGE 

480 Lexington Ave. New York 17, N.Y. 


AGENCY OFFICES FOR SALE 
North Jersey INDUSTRIAL AGENCY will 
sell idyllic OFFICE BUILDING COM- 
PLETE WITH GARDENS and all FACIL- 
ITIES. Over 6500 sq. ft. of office space. 
Cool and lovely in summer. Perfectly 
heated with hot water system in winter. 
Building, former mansion of industrial 
tycoon, beautiful, architecturally perfect 
English style home remodelled for offices 
in modern manner. Private parking for 
8 cars can be enlarged by sacrificing gar- 
dens. 2% blocks from center of Elizabeth. 
Near U.S. No. 1, Turnpike, Parkway, 
Penna, Central and B & O RR’s. 20-25 
minutes to N. Y. City. Property size 240 
ft. deep x 100 ft. front. Insured value 
$65,000. Sale price $55,000. Low taxes. Rea- 
son for selling, gave up two biggest ac- 
counts, and must cut overhead. 

ADVent Associates, Inc. 

250 W. Jersey St., Elizabeth, N.J. 

Elizabeth 3-5088 


ACCOUNT EXECUTIVE 


Excellent opportunity in leading Midwest 
4A Agency for account executive—creative 
man with building products experience. 
Age 30-40, leaning toward forward think- 
ing art and architectural treatments, but 
with practical merchandising experience. 
Salary to $12,000.00. Send photo, brief 
resume, outstanding samples to 
Box 545 ADVERTISING AGE 

200 BE. Illinois St. Chicago 11, Ill. 


Unusual profit opportunity for trade pub- 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


COMMERCIAL 
INDUSTRIAL 


PUBLICITY 
CONVENTION 


ADV. — PUB. — MKT'G 
IND. MKT. RES. DIR. (2) $10-20,000 


MKT. DEV. MGR. che.e $8-10,000 
MKT. RES. DIR. 4A Agcy. _$6-8,500 
PUB. REL. & PRODUCT PUBLICI- 


TY: For pean Ad. Agcy. $8-12,000 
PUB. REL. REP.: for 4A Ad Agcy. 
N.Y. & Phila. Press Contacts $6,-7, 

EDITOR: Slick Publication in Broad- 
cast Field. re 4 Co. to $11,000 
EDITOR: Tech. Trade Mag. $6-7,500 
EDITOR: AUTOM. Pub. to $7,500 
EDITOR: HDWE. Pub. to $7,500 
EDITOR: ELECTRONIC Manuals No 


Fee 
IND. COPY: 4A Ad. Agcy. -3508 
IND. ADV. MGR.: (ass’t) 6-8,000 
ADV. MGR. (ass’t) Consumer Prods. 
Mfr. New Job Old. Co. $6-8,000 
CONSUMER COPYWRITER $6-8,000 
ACCT. EXEC.: Local 4A Agcy. 
-7,000 


IND. COPYWRITER: Top Co, 
SALES PROM. SALES TRAINING?» 
PROD. MAN: 4A Agcy. 6,000 


All Above Positions In Phila. 
Send two copies of your résumé to 
Jack Lewis 
ACCREDITED PERSONNEL SERVICE 
12 S. 12th Street 

Philadelphia 7, Pa. 


Seasoned 7 in 1 Shoe Exec. with 20 
Advertising with top shoe and alli 
Recognized “IDEA MAN” in all pha 


Pays and grows. 
tn early 40's... ben Pummes Aém 
experien 


Box 542 


480 Lexington Ave. 


AGENCIES WITH SHOE OR ALLIED ACCTS. 
SHOE BIZ 31/2 BILLIONS 


. .. Shoe and allied product Sales-Advertising management for retail chain 
... branded lines at wholesale . . . door-to-door direct shoe selling . . . seeks 
right spot. He has developed a successful formula for shoe advertising that 


.. Small agenc 
For all the details write in confidence to: 
ADVERTISING AGE 


ts. policy-level experience on Sales- 
products companies available soon. 
ses of Product and Style Development 


inistration degree in Adv. and Selling 
“hard” and “soft” goods. 


New York 17, N.Y. 


lication representatives. Fourteen year old 
syndicated monthly house organ used by 
advertising agencies and business firms 
over their signatures. Rich potential... 
liberal commission .. . 5-minute sales. 
Write today giving your sales background. 
We will send you complete story. Wetmore 
& Company, Box 13026, Houston 19, Texas. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


CREATIVE 
DIRECTOR 


Leading Chicago agency has ex- 
ceptional opportunity for experi- 
enced creative director under 45. 
You will be department head and 
member of executive-plans com- 
mittee. Must have broad experi- 
ence with food and drug package 
goods. Full authority with re- 
sponsibilty for creating radio- 
television network and national 
magazine campaigns. Salary 
open. You may write in strict 
confiderice. Give complete infor- 
mation in first letter. 


Box 541 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Growing Chicago agency offers 
once-in-a-lifetime career opportunities 
for two topflight executives: 


| 
| MEDIA DIRECTOR 


Creative, thoroughly-qualified media 
executive needed, with broad expe- 
rience in all media, especially strong 
on radio-TV. Must be able to develop 
and present efficient national plans 
involving large expenditures for 
some of America’s leading consumer 
accounts. Will organize and super- 
vise own large department. 


RESEARCH DIRECTOR 


For resourceful, perceptive research 
executive this is an opportunity to 
take charge of own department, to 
wy and execute creative and mar- 

et research and test programs, and 
peenen analyses to clients. Must 

now techniques, sources, like the 
| challenge that research-minded suc- 
cessful accounts can give. 


SALARIES HIGH 
‘| COMMENSURATE WITH EXPERIENCE 


Box 546 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
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Advertising Age, October 10, 1955 


‘Maclean’s’ Marks 
Its 50th Year with 
Big Jubilee Issue 


(Continued from Page 3) 
from current publications in the 
U.S., Canada and England. Original 
material was introduced gradually 
into the magazine and after five 
years no digest material was used. 
In 1911 when the magazine had 
established itself as a publication 
containing all original material, the 
logo was changed to its present 
name. 

Maclean’s was published as a 
monthly until 1920, when it be- 
came a semi-monthly. Early this 
year fortnightly publication was 
begun, giving readers 26 issues a 
year instead of 24. 


® The magazine’s circulation has 
grown from approximately 60,000 
in 1920 to more than 300,000 in 
1947. Last June, a new circulation 
base of 510,000 was announced, to 
take effect in March, 1956. 

Maclean’s advertising dollar vol- 
ume has more than trebled since 
1945. Ad revenue for this year will 
exceed $4,000,000—the highest re- 
corded among magazines in Can- 
ada. 

The magazine has pioneered in 
a number of advertising fields. 
Along with its sister publication, 
Chatelaine, Maclean’s was respon- 
sible for the first audience study 
done in Canada. This was done in 
1945 and repeated in 1946. It was 
not until 1949 that other magazines 
joined forces to undertake a coop- 
erative study under the direction 
of the Canadian Advertising Re- 
search Foundation. 


Motivation Research 
Is Clue to Shifts in 


Taste, Borden Finds 


(Continued from Page 3) 
exist, and to what degree.” 

The Borden executive said that 
while motivation research is still 
new, results so far justify going 
deeper into the field. 

Mr. Comfort cited the following 
as examples of how research has 
proved useful to his company: 


e Borden changed the viscosity of 
its chocolate flavored drink after 
it was found that mothers preferred 
a low-viscosity chocolate milk for 
their children. 


e Studies showed that Americans 
generally like cottage cheese sweet, 
with a small curd and slightly 
moist. 


e Buttermilk is used chiefly in the 
South, because refrigeration is 
most scarce there, and fresh but- 
termilk keeps better than fresh 
sweet milk. 


e It was found that housewives 
prefer an insulated ice cream bag 
to a factory-sealed insulated wrap- 
per because of the secondary uses 
of the bag itself. 


Transitads Boosts Kevis 

National Transitads Inc., New 
York, has appointed David Kevis, 
formerly in the sales department, 
manager of the Philadelphia sales 
office. He succeeds B. S. Cannon, 
who has resigned. 


Woolway to Weiss & Geller 

William Woolway, formerly an 
art director with Henri, Hurst & 
McDonald, has been appointed an 
art director of Weiss & Geller, Chi- 
cago. 


Chew, Harvey Moves Office 
Chew, Harvey & Thomas, Phila- 
delphia agency, celebrated its sec- 
ond birthday by moving to offices 
in a new building at 3 Penn 


Center. 


During September The Washington Post 


and Times Herald published a 


310,479 lin 
in local ad 


While the other Washington 
papers lost local linage 


No better way in the world to express the retail linage trend or 
the solid confidence more and more retailers are showing in The 
Washington Post and Times Herald. 


At the same time national advertisers continued their month 
after month practice of placing more linage in the Washington 
prAna Times Herald than in both the other Washington papers 
combined. 


More than ever before Washington retailers are aware of the 
high sales impact of The Washington Post and Times Herald. They 
know that their advertising in the Washington Post and Times 
Herald reaches more people, is home delivered to more families, 
produces greater results at the lowest cost per 1,000 circulation. 


For complete facts on media coverage and cost call a Washing- 
ton Post and Times Herald representative. 


The Washington Post an 


WASHINGTON’S FAVORITE HOME NEWSPAPER [ime 
2S 


410,000 Sunday circulation - 380,000 daily circulation 


Represented by: Sawyer, Ferguson, Walker Company — 
The Hal Winter Company, Miami Beach — Puck, The Comic 
Weekly — Joshua Powers Co., Ltd., London 


Linage gain based on September, 1955 
compared with September, 1954. 
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All postmarks ave actual reproductions. Post 
offices mentioned in the text really exist. 


City family, farm family, Grit family 


If you're city or suburban, there are a Mass (Mich.) 
of publications designed for you. 

If you're farmer, there are a Lott (Tex.). 

If you're otherwise, you live in a nonsuburban 
small town—a true small town. And there’s exactly 
one publication edited specially for you. It’s Grit. 

Investigate the circulation of leading magazines 
and you'll find a trifling proportion in true small 
towns. They're hard to get at. Many have no 
newsstands. Subscription crews don't work them. 
They represent America's least exploited market. 

But people in 16,000 of them swear by Grit. It 
delivers a thunderous 58.58% of its 800,000-plus 
paid to towns of 2500 and less. No other publication 
comes even close to that record. 

Small-towners from 9 to 90 swear by Grit. It’s as 


warm, comfortable and easygoing as a band con- 
cert in the square. Reading it is like a trip to 
Nostalgia for any city-yoked fellow who grew up 
amid the excitements of Main Street. Grit reflects 
small-town family interests with fidelity and skill. 
And small-town people have a compelling affec- 
tion for it. 

They buy Grit-advertised products, too. We can 
snow you under with conclusive case histories to 
illuminate this fact. 

Grit is priced at $3.30 a line. . . a genuine adver- 
tising bargain these days. Is it on your schedule? 
If not, why not? 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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